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Here’s why Apex Dealers 
can look forward to a big 1992 


@ Every unit in the 1952 line of Apex 
Hour-Saving Appliances has outstanding 
sales features which give you the advan- 
tage over all competition. The Apex 
AUTOMATIC HOME LAUNDRY is the finest 
washing-drying-ironing combination 
available today, and the Apex Spiral 

Dasher Washer is the 

performance leader of 

the wringer washer 


field. The Apex DISH*A*MATIC Automatic 
Dishwasher out-performs all others—and 
it comes in models to fit every kitchen 


floor plan. And, Apex Cylinder-Type Home 


Cleaners are engineered to do every clean- 
ing job—attic to basement—faster, easier, 
better. See the complete 1952 Apex line 
on display in Chicago at 1472 Merchandise 
Mart. See for yourself why Apex gives 
you more to sell in 1952. 


Here’s advance news on our merchandising program 
for 1952. The Apex top-quality line will be backed by 
aggressive national advertising and special promotions. 
It's all planned to create greater preference for Apex 
products and increased traffic in your store. You'll hear 
the details soon on this hard-hitting program that will 
help make this your biggest sales year. 
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All last year Westinghouse retailers felt the im- 
pact of these fast moving, popular promotions . . . 
these sensational new products and these unique 
product features. 


Westinghouse promises that there will be no 
let-up in 52. Your customers will continue to get 
the most of the best in electric appliances .. . 
They will see and hear the name Westinghouse on 
every side . . . on TV’s Studio One, in national 
magazines, in leading newspapers and on spec- 
tacular outdoor boards. 


Now is the time for you, as a Westinghouse 
retailer, to take full advantage locally of the 
profit opportunities that Westinghouse will offer 
you in 1952. 


WESTINGHOUSE ELECTRIC CORPORATION «+ Electric Appliance Division + Mansfield, Ohio 


you CAN BE 


AF ITS 
SURE..-! 





Westinghouse 
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ONLY ONCE 
YEARS 


do you have e sales opportunity like this! 


Gibson ie 
Diamond PJubilee 
National Celebratian! 


The chance of your lifetime! Never before— 
never again—only in 1952 can you cash in on 
this event—the Gibson Diamond Jubilee. Dra- 
matic, new, feature-packed electric ranges, re- 
frigerators, freezers—inspiring, traffic-making advertising 
in magazines, television, newspapers—national and local 
promotions loaded with excitement. Ask your Gibson 
distributor—Quick! Or mail coupon NOW! 
GIBSON REFRIGERATOR COMPANY 
Gibson GREENVILLE, MICHIGAN 


Diamond Jubilee 


move merchandise all 
Diamond Jubilee year! 





Mail this Diamond Jubilee coupon! ———-, 


“| "Yes, let’s celebrate! Rush your Diemoud Jubilee de- 
tails to us. 


STORE NAME 
STREET. 


Diamond Jubilee Testimonial—MORE THAN 6,000,000 GIBSON HOME CITY ZONE__ STATE 


APPLIANCES PROVED IN USE THROUGHOUT THE WORLD SINCE 1877 
Copyright 1952—Gibeon Refrigerator Co. YOUR NAME. 


We invite you to visit Gibson — Space 538B—at the American Furniture Mart, Chicago — January 7-18 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


The East 








By ROBERT W. ARMSTRONG 


~ OME wholesalers say that business 

is wonderful. And some dealers 
who enjoy conditions peculiar to their 
locations are actually making money. 
But underneath all the recent optimis 
tic pronouncements about reduced in 
ventories and a substantial December 
sales pickup is a mountain of wishful 


thinking 


Inventory Insomnia. Plenty of deal- 
ers, especially the bigger ones, arc 
lying awake nights wondering and 
worrying about stocks that are still.too 
big for the current rate of sales. A big 
Pennsylvania dealer, for example, who 
may find after he totals his books for 
the year that he has done a $600,000 
volume, had on hand at this writing 
$178,000 in inventory at his cost— 
most of which was tied up with floor 
plans, past dues and trade acceptances 
—and he was trying to borrow 
$35,000. That represents about a six 
months’ inventory. Another merchant, 
a successful one, admits to 400 TV 
sets in stock. ““That,” he says, “is three 
months inventory at the rate they are 
going.” 

A big New York distributor, one 
of the frank ones, declares, “TV is 
still rough. Dealer inventories are 
heavy for the business they are doing 
—three or four months.” The bigger 
New York dealers are not only well 
stocked, they also have taken advan- 
tage of some of the deals offered with 
heavy buying. One chain recently 
bought $1,000,000 worth of one 
brand of TV and two others bought 
about $250,000 each. Deals, inci- 


dentally, are still around and some 
manufacturers who ended theirs in 
November began offering them again 
in December. 
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‘The Christmas Spirit. “We are all 
a little bit disappointed in the so- 
called Christmas season,” says a 
Philadelphia dealer, speaking at the 
end of the first week. In his opinion, 
most dealers lost money in 1951 from 
March on, broke fairly even in the 
fall, and will either go in the red or 
make a profit on the basis of 
Christmas sales. And he doesn’t be 
lieve in Santa Claus. 

A distributor says, “Our TV sales 
are off 40 percent from last year at 
this time; white goods are off 10 per- 
cent. Christmas business is late and 
it’s wishful thinking to believe it’s 
going to amount to something. Peo- 
ple usually start buying immediately 
after Thanksgiving. They haven’t— 
and when the totals are in they will 
show that they did not enter the mar- 
ket in volume. Dealers all lived for 
this fall, thinking it would straighten 
them out—and it did not.” 

Says another distributor, “All told 
our 1951 dollar volume will come 
very close to equalling 1950. But our 
profit won’t be anywhere near as 
great.” 


Out of the Dumps. Not all dealers, 
of course, are in bad shape. There are 
exceptions. For example: 
¢ Dryers are in demand everywhere. 
¢ TV sets are selling well in some 
places—Norfolk, Va., and Springfield, 
Mass., for instance. 
¢ Electric ranges are reported selling 
well in Boston. 
¢A Washington wholesaler who of- 
fered a special return arrangement for 
small appliances (THE EAST, EM, 
Nov., 51, p5) declares that sales dur 
ing July, August and September ran 
100 percent over 1950. 
¢ Another Capital distributor says he 
can’t get enough 21” TV’s—a state- 
ment borne out by one or two dealers 
in other sections. : 
¢ A Buffalo, N. Y., dealer claims that 
waffle irons, toasters and _ electric 
frvers sold well in December. 
¢ Ironers are “terrific” for a Philadel- 
phia distributor. His TV, clock and 
table radios also sold well in advance 
of Christmas. 
¢ Automatic washers, partly because 
of limited supplies, are fair in most 
areas. 

That’s the bright side. But, gen- 
erally speaking, refrigerators and TV 
are both heavy and slow. It’s easier 
to explain the good sales than the 
poor ones. Springfield is doing well in 
TV, for instance, because the recent 
boost in power of the New Haven sta- 
tion makes it, for the first time, a 
good reception area and dealers there 
are enjoying now the boom that 
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many dealers in other cities took ad- 
vantage of last year. 


Hard Selling. Merchandise that 1s 
moving in metropolitan areas is being 
moved the hard way, with all-out pro- 
motions, advertising and price cuts. 
\s one dealer puts it, “You can sell if 
you promote like hell, but there’s no 
pep in the market.” Dealers out on 
Long Island have been moving merch 
andise that way all summer and fall, 
are now using promotions like a vac- 
uum cleaner for one cent with the 
purchase of a major appliance and are 
still making offers of “$100 off on the 
purchase of a Blank automatic 
washer,” still advertising “overflowing 
warehouses” and “special carload 
sales.” 


Hard Times. ‘There's a dark side to 
this picture, too, apart from the 
merchandising tactics employed. Only 
the big dealers, the chains, can afford 
to merchandise like this indefinitely. 
hey have money to advertise exten 
sively and, more important, the power 
to get merchandise at favorable prices. 
There is, for example, the so-called 
associate distributor, the dealer who 
buys within five percent of the dis- 
tributor’s cost. He can afford to knock 
the bottom out from under prices. 
The little dealer can not. And that is 
one reason why one source claims that 
several Long island dealers went out 
of business in November, why a New 
York distributor savs, “I think a lot of 
dealers are going to go out of busi- 
ness.” That’s also why the head of a 
big New York chain says that when 
goods are tight or the public is in a 
buying panic he doesn’t get so big a 
share of the business as when goods 
are plentiful and buyers are scarce. 

As the small dealers quit, the chains 
expand. New branches are opening 
in metropolitan areas nearly ever 
month and one source has it that 75 
percent of Washington appliance sales 
are made by the chain stores. One 
wholesale credit manager, speaking of 
chains, says, “The little guys just can’t 
take the pressure any more. Their 
only solution is a strong service depart- 
ment that will at least pav for all 
overhead expenses. If thev depend on 
appliance sales alone and attempt to 
buck the big boys and their discount 
practices thev’re dead ducks.” 


Hope for ’52? The same confident 
talk and wishful thinking that charac- 
terized the last quarter of ’51 is being 
used to build hopes for early 1952. 
For example, one merchant said _re- 
cently. “Refrigeration is going to come 
into its own in the first quarter.” If 








he wants to be disabused of that no- 
tion all he has to do is look at the 
monthly retail sales percentages pub- 
lished elsewhere in this issue. In 1950, 
which was a pretty fair year, the first 
three months together only accounted 
for 14.6 percent of the year’s retail 
business. Sales didn’t hit their stride 
until May (10.3 percent) or their peak 
until July (16.4 percent). 

Another form of wishful thinking 
is the belief that shortages (or the 
fear of them) will drive consumers 
back into the market. But analytical 
observers say there just ain’t going to 
be any serious shortages and that, 
even if there were, present inventories 
would be cnough to carry most 
merchants through the scarcity period. 
Says one such expert, “The first 
quarter will see heavy war production, 
but we still won’t be able to sell all 
that is made. The first quarter won’t 
be good—consumers are not buying 
the way we think thev ought to.” 
Says another, “There won’t be any 
buyers in the first quarter.” And sta- 
tistics back them up. First quarter re- 
tail sales of refrigerators, washers, 
ironers, freezers, ranges, and water 
heaters were lower in 1950 than any 
other quarter of the vear. Even con- 
sidering the effects of the Korean war 
in that vear, there is no valid reason 
to expect a radical change in the pat- 
tern in 1952. 

And if the pattern doesn’t change, 
merchandising ideas will have to be 
tailored to fit it. 


The Midwest 
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By TOM F. BLACKBURN 
ANNE CR lores 


HE Middle West, which has the 
oldest record in the country on 
Continued on next page) 
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ELIMINATES ONE MAN! 


The RADION “Metropolitan” outdoes our 
Friend Leo above ... RADION eliminates 
one installer in many cases in areas where 
most TV set sales are made . . . but 
RADION saves you the valuable services 
of this eliminated installer te handle 
different installations or profitable repair 
work or even selling on the floor. Your 
RADION installations are fast, and eco- 
nomical and they save your customer a 
pretty penny on installation . .. in many 
cases saving the sale for you! Over 
2,000,000 RADION installations prove 
RADION’S ability to deliver the goods 
while selling the goods for you. Write 


today! 





The Radion Corp., 1130 Wisconsin Ave. 
Dept. EM-1, Chicago 14, Illinois 
Send me free “8 ways to profit with Radion™ 


Name 
Firm 


Address 





THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





appliance sales, is a little ahead of the 
nation in casting shadows of things to 
come. These little differences may be 
significant for 1952: 

1. Many dealers are reducing the 
amount of help in a store to the barest 
minimum in order to duck social se 
curity and the perpetual keeping of 
other government records. Members 
of the family are run in to help; rela- 
tives are hired to deliver and pick up. 

2. In service work, time consuming 
operations are being avoided. Tear- 
downs and cleanups of appliances for 
purposes of repair appraisal also are 
avoided. Whole new assemblies are 
thrown in instead of particular parts 
It is being realized that assemblies can 
be made more cheaply in the factory 
than by the dealer. With labor scarce 
and high priced, it is casy to price 
oneself out of a job. 

3. Losses on trade-ins are getting 
louder yelps from retailers, whose ratio 
of junkers is rising. Cost of recondi- 
tioning used merchandise can easily 
boost the finished price until the pub 
lic will not pay it. Dealers are peevish 
at being asked to bear the entire cost 
of taking in old appliances off the 
market. 

+. Movement is steadily away from 

high cost rental areas to space with 
parking lots. Latest plan of a big Jack 
son, Mich., dealer is to move clear out 
to the suburbs. 
5. Trend is to use newspaper ad 
vertising instead of doorbell ringers to 
get leads. Men like A. L. McCarthy 
of Eureka have proved that if copy is 
right, advertising in almost any news 
paper will pull inquiries. 

6. Marshall Field & Co., which 
celebrates its 100th birthday this year 
in Chicago, originated the “soft credit 
policy.”” Indications are that a fiee 
trial of new merchandise of this sort 
is going to be the way to influence the 
growing replacement market. Satisfac- 
tion or vour money back seems to be 
the local plea to reach the man who 
already has one 


Food Chain Premiums. This winter 
in the Middle West sees the use of 
appliances as premiums by food chains 
The success of one chain with Thor 
washers brought into use a half dozen 
brand names. Norge, Belmont, Ray- 
theon are seen in almost any food 
mart visited. Contests are of the game 
of skill type, with “I like ———-, 
because.”” Customers can enter as often 
as they visit the store, which ties up 
repeat business. 

In the case of winners, the store 
frequently buys the appliance from 
the local dealer, who often cooperates 
in setting up a display, and gets the 
leads from non-winners. 


1952 Outlook. Outlook of business 
for 1952 can best be described by a 
supplier to manufacturers who said 
that while the number of appliances 
that are made may be down, it will 
just about balance the public demand, 
thanks to a carrv-over from 1951. A 
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big space heater maker declares that 
the impact of new taxation is going 
to cause a lot of scratching in 1952, 
that a number of organizations w:ll be 
surprised when they start paying their 
own income taxes. The public will be 
hit, too. In short, a buyer’s year. 


Department Store Troubles. De- 
partment store troubles this year have 
tied up a lot of managers hand and 
foot. In Detroit one manager was per- 
mitted to buy six toy train transform- 
ers. He sold them by July. That’s all 
that was allowed for the year. The same 
store set a quota for cleaner business. 
It met it, but the buyer could not re- 
order—and missed out on $100,000 
worth of business. In Chicago a big 
furniture chain lost a half million 
volume simply because the brass hats 
would not permit an inventory suffi- 
cient to care for the demand. 

Switch advertising is back, this ime 
on food waste disposers. A customer 
who calls is told that installation will 
be something like $153 on that par- 
ticular model, while if he buys model 
X he can have it for only a $99 in- 
stallation cost. 

Borax stuff will always be with us, 
says one buyer, thanks to the desire 
of a certain part of the population to 
outsmart the store. On a regular $400 
deal, the customer offers $200. The 
dealer gets him up to $300, is asked 
if he will absorb the sales tax. Then 
the prospect wants the best discount 
on a cash deal. Cash turns out to be 
90 days, and on each payment the 
customer wants a gift. 

By the time the dealer is through 
he has lost money, so he buys borax 
merchandise which permits customers 
to “outwit” him, but allows a profit. 


The South 





By AMASA B. WINDHAM 


HAT does 1952 hold for the 

appliance dealer in this section 

of the country? To answer that ques- 

tion a  prognosticator needs even 

more courage than was required at the 

beginning of 1951, and for the same 
(Continued on page 8) 
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Nobody beats BENDIX Washers 


BENDIX was FIRST in the field! 
BENDIX is FIRST in sales—by far! 











BENDIX (believe us!) is going to be FIRST with astonishing new features for 1952! 


The GYRAMATIC—world’s finest washer at any price— 
uses less water, less soap than any other automatic. No bolting 
down. Dyna-Surge tumble-action washing and triple rinsing. 
Water Rationer automatically meters water to load size. Built-in 
Water Warden assures correct amount of water for all fabrics, 
makes weighing unnecessary. Clothes touch nothing but porce- 
lain. Porcelain top gives extra work space. 
















The DELUXE—fully automatic —and 
an unbelievable value! New economy in washing, new design, 
new beauty. Saves water, saves soap, with automatic Water 
Rationer and Water Warden. Gleaming white porcelain top gives 
counter-height extra work surface. | ney L sen tumble-action 
washing. Triple-rinsing — automatic damp- 

drying—self decal 


















The ECONOMAT—world’s fastest- 
selling fully automatic washer — with 
the new, exclusive Rins-Saver that saves up to 56 gallons of 
water each washday. Powerful Undertow agitator washing. 

















Floataway-Flushaway draining. New porcelain top for extra ' 
work surface. Amazing Wondertub (guaranteed 5 years in writ- § 
ing). Single dial control. No bolting down. : 
7 
<= ) 
The DIALAMATIC—with new dynamic engineering— ' 
ea the workless washer that fits anywhere, moves on casters. No : 
plumbing, no bolting down, no wringer, no spinner. A single : 

dial does all the work. Powerful Undertow agitator washing. 
Floataway-Flushaway draining. Magic Wondertub (guaranteed 5 ; 
f years in writing). Gleaming white porcelain top. More new 5 
Y __ beauty—more new styling than ever before. i 


—— 


The BENDIX AUTOMATIC DRYER —with exclusive Pow- |0_ am sf 
R-Vent system that blows hot, moist air outdoors. New dynamic | 
engineering. New safety control—machine automatically stops 
when door is opened. Suntronic lamp (optional) bathes clothes 
in artificial sunlight. 

Electric model (110 & 220v)...Gas model (LP., natural and 
manufactured gas). 














Honestly now— 


isn't it time you got the benefit of — 






BENDIX dominance in features and 






sales—the tremendous new promo- 






tional campaign for '52 










New dynamite-packed advertising! 


Big, dramatic, colorful magazine and newspaper ads will 





tell the compelling story of Bendix benefits to housewives 






. and shout the competitive advantages of Bendix Washers 






and Dryers to millions of readers—all prospects! 






New, Brilliant TV Show 


TV’s brightest, freshest, most informal new show—a scintillat- 






BENDIX 


automat! 


W | sh er $ New crowd-pulling sales-making promotions 


oRYERS {RONERS New direct support for dealers in promotional shows and stunts that will 


bring crowds flocking into Bendix dealers’ stores—and SELL Bendix 


ing half-hour of comedy and wit—presents Robert Q. Lewis, 
Abe Burrows, Joan Alexander, and Meredith Willson! 
















Washers and Dryers by means of striking, convincing demonstrations of 






Bendix superiority ! 







BENDIX HOME APPLIANCES DIVISION AVCO MANUFACTURING CORP., SOUTH BEND, INDIANA 
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MAKING MONEY 


If you sell one of these 
famous space heaters 






ALLEN'S 
BARNES 
BENNE®-NAWMAN 
BEYER 

COLE HOT BLAST 
COLEMAN 
COLEMAN (Conado) 
CREST (Canada 
CREST-AIRE (Canada) 
CUSTOM AIRE 
DOMESTIC 

DRACO FIREBALL 
DUO-THERM 
ENTERPRISE 
ENTERPRISE (Canodo) 
ESTATE HEATROLA 
EVANS 

EVEN-TEMP 


FAWCETT TORRID- 
O1L (Canada) 


FESS (Canada) 
FINDLAY (Conoda) 
FLOOR-O-LATOR 
FLORENCE 
GILLEN 

H. C. LITTLE 


HERCO HEAT FLO 
(Canada) 


INTERNATIONAL 
JUNGERS 

KEMAC (Canada) 
KLEER-KLEEN 
Laco 

LONERGAN 

MAGIC CHEF 
MARCHAND (Conado) 
MONARCH 
MONARCH (Canada) 
MONOGRAM 
NESCO 

NORGE HEAT 
ORAN 

PERFECTION 
PREWAY 

QUAKER 

QUAKER (Canada) 
SAFEWAY 
SCOTSMAN 
SIEGLER 

SILENT FLAME 
SUPERFLAME 
THERMO-PRODUCTS 
TORRIDAIRE 
VIKIMATIC 


WASHINGTON 
FRUGAL 





A-P Comfort Controls are designed and built to exact space- 
heater specifications by A-P Controls Corporation — for 19 years 
America’s foremost manufacturer of controls and valves for oil 
and gas-fired furnaces and space heaters. Makers of famous A-P 


PLUS ALL THE LUXURY 


OF AUTOMATIC HEAT... 
WITH LOW-COST, 
EASY TO SELL 

A-P COMFORT CONTROLS 


Yes, it you sell one of the famous-make space 
or trailer heaters listed here you can offer 


every customer the luxury of true automatic, 
thermostatically controlled heat! This means 
easier selling, because you can offer comfort 
and convenience equal to the most expensive 
kind of heating, with no wasted heat — and 


substantial fuel savings! 


What's more, this easy-to-sell] comfort means 
AppitionaL Prorits for you. Write now for 


Bulletin T-2 on A-P Comfort Controls. 








— 
EASY TO INSTALL 


There's an A-P Electric or Mechanical 










even eliminates wiring! 


valves, controls and accessories for refrigeration equipment. 


A-P CONTROLS CORPORATION 


(formerly Automatic Products Company) 
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2400 N. 32nd St. e Milwaukee 45, Wis. 
In Canada: A-P Controls Corporation, Ltd., Cooksville, Ontario 


Comfort Control actually engineered 
to fit these heaters. Just mount conver- 
sion top on present manual control; 
connect to thermostat and plug-in 


transformer. Mechanical thermostat 





DEPENDABLE Controls 





reason—conditions become more com 
plicated as the days go by 

Nevertheless, a backward glance at 
the predictions this column made last 
January shows we wound up with a 
batting average of .800, which indi- 
cates we must have been on the right 
track, anvway. Encouraged by this re- 
sult, we herewith offer a guess as to 
the prospects for 1952 down in the 
southern section. 

If the international picture doesn’t 
change drastically, the first quarter, at 
least, will be very good. However, 
dealers cannot reasonably expect that 
their volume or their unit sales will 
be at the 1950 and 1951 marks. Pro- 
duction cuts, the ever dwindling sup- 
ply of good salesmen, heavy refrigera- 
tor saturation and possible belated 
arrival of shortages in some lines are 
among the reasons. After the first 
quarter, it will require a crystal ball 
to predict what will happen. 

This should be television’s big year, 
again depending on what happens in 
the cold and hot wars. The demand is 
healthy and certainly acceptance is 
growing. The big development in new 
markets will begin when the FCC 
can bring itself to some kind of ac 
tion on the telecasting freeze. The 
South, along with the West, still re 
mains the largest untapped market 


Three Items “Hot.” ‘The threc 
“hottest” items of the year, at Jeast in 
this area, will be dishwashers, air-con 
ditioning units and fans (window and 
attic). Many wise dealers have begun 
to push dishwashers in the rural sec 
tions, where the yen is high and the 
saturation low. Here is the best poten 
tial gold mine in the appliance busi 
ness. Hundreds of small towns 
throughout the South are catching on 
to air-conditioning fast, while the con 
tinued boom in building offers a finc 
opportunity for fan salesmen. 

Che worst headache in the business 
will be the dearth of salesmen, just as 
it has been for the past four years. In 
1952, as the old heads die out or go 
into business for themselves, there will 
be a slimmer supply of replacements 
than ever. Defense industries and the 
armed forces are grabbing both men 
and women at an unprecedented rate, 
and it looks like the average small 
dealer's wife will again be his best 
emplovee. 

Any new curbs, regulations or taxes 
will put a lot of dealers out of business 
It should now be apparent to th« 
politicos, but probably isn’t, that such 
moves are not the way to stop infla 
tion. Should further restrictions be 
clamped on, the South probably will 
suffer more than any other section 

Cash sales will be on the increase 
sharplv. More people have more 
money in the bank and appear more 
willing to spend it than ever before. 
Real shortages are on the way. Even 
those dealers who told this reporter 
last fall that “I can’t be sold on the 
shortage story,” now foresee them. 
Many distributors are already on 
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allocation and more are going to be 
soon. Just when the pinch will begin 
to make itself felt can’t be pin-pointed 
but there can be no doubt that it’s 
coming. 


Rural Market To Shine. [he bo 
nanza of selling in the South wall be 
in the rural areas, which bear little 
resemblance to the backwoods of even 
10 years ago, and where a sharecroppe1 
has become a curiosity. ‘The farmer— 
white and colored—is definitely the 
best potential customer in the nation 
today and the South has hordes of 
them. The great Negro market, still 
largely undeveloped, also will provid 
a fine field for selling 

Without complete sales figures for 
1951, it is difficult to compare it with 
1950’s amazing business. Neverthe 
less, it can be safely said that the past 
12 months were not too far off the 
beam. Indeed, had there been no re- 
vival of credit regulations, 1951 busi 
ness might even have surpassed that 
of the preceding year. As of Dec. 1, 
many dealers told this reporter that 
they were ahead of 1950 in many 
lines, making up to a great extent for 
the drop in refrigerators. Christmas 
buying began early and the holiday 
volume, beforehand, looked like it 
might be a whopper. Final sales figures 
for 1951 should be interesting indeed 

Outstanding promotions of the vear 
occurred in Florida, where air-condi 
tioning sales reached fabulous propor 
tions; in the Carolinas, where wash 
ing machines were kept moving 
briskly by sound campaigns on the 
part of two or three distributors; in 
Louisiana, where home freezers and 
television got shots in the arm from 
excellent utility promotions, and in 
Texas and Arkansas, where clectn 
ranges soared to best seller heights 

One of the biggest threats of the 
vear, which fell flat on its face, was 
the TV color controversy. Neverthe- 
less, it had many dealers on the anxious 
seat for a while. A big help to selling, 
particularly in the small towns, was 
the additional GI insurance dividend 
which about fitted and was quickly 
converted, in many cases, to a down 
payment on major appliances 


Business Summarized. Here is 2 
quick look at the South as 1951 
ended. Atlanta, Birmingham and 
Charlotte—business good, inventorics 
steady, TV and radio sales up con 
siderably, housewares moving fast. 
laundry equipment sales good, re 
frigerators and ranges fair. Houston 
and San Antonio—still the best appli- 
ance area in the South, everything 
moving except television. Dallas and 
Fort Worth—business almost back to 
par but sales will be considcrablv lower 
than 1950. Memphis, Nashville, 
Louisville—business good in almost all 
lines except refrigeration, TV in strong 
comeback, freezers and laundry equip- 
ment strong, inventories back to par 
Jacksonville and Miami-—cleaning up 

(Continued on page 12) 
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eline that never fails 
fo produce results 


There are two big reasons basic to your business why the Preway 
line of gas and electric ranges is particularly important to you right 
now. 

Reason No. 1 __ Here are two short, well-balanced starter lines 
that provide you — at your normal mark-up — 

Price with power-packed price appeal. 
You'll find gas and electric ranges equipped 
Reason No. 2 = with automatic operating advantages and 


’ quality construction features that give true 
Performance fourteen carat luster to the price tag. 

In combination, these two merchandising forces that give women 
what they want also give you what you are looking for — PROFIT- 
ABLE SALES. In 1951, more dealers than ever before found Preway 
a sound way to stimulate business. Now is the time, before production 


limitations close the books for 1952, for you to get started with this 
line that never fails to produce results. 

See Preway at the Chicago Market . . . or if you can’t attend, or 
don’t want to chance the wait, phone, wire or write today for full 
information. 


PRENTISS WABERS PRODUCTS CO. 
9152 SECOND STREET, NORTH, WISCONSIN RAPIDS, WISCONSIN 
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as: ~=> Space 549A 


Wins 


(yreway Fully Automatic 


Electric Ranges — 4 Models 























On All Ranges — 


Huge, one-piece 


5440 cubic inches. 


— acid and stain 
truss construction. 


, welded and sealed oven — over 


Full Titanium porcelain enamel 
resistant. Extra heavy diagonal 
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> = OutSelh Othor Freoyons 


REVCO CHILL CHEST POPULAR SIZES 
GIVE YOU THE PROFIT-MAKERS FOR ’52 


Se nel 

















74 Message to 


udepeendent : 
pppliance Dealers A 


ss Unsurpassed Quality...Unmatched Beauty 


MOv¢, feiss 





For your business protection, Revco, Inc. 


J. Harold Overmyer = wij sell only through independent dealers Featuring Fast Freezing Food Compartment... New- Auto- 
Vice President and Sales 44 distributors matic Signal System...Smart Modern Hardware and the 
Most-wanted Convenience Features—this complete line of 8, 

- + «Will continue to keep Chill Chest out front by leadership in engineer- 15 and 23 Cu. Fr. Chill Chest Freezers offer you the most 


popular sizes to meet the growing demand for freezing and 


to maintain competition advantage - . : : 2 
ing +" P 9 storage of foods at home. Unsurpassed in quality, perform- 








.. owill assure dealers and distributors a continuing fair profit on Chill ance and beauty, it is the years of home-tested and home- 
Chest Soles approved performance and convenience features that make 

Chill Chest the freezer that invites comparison! Make it your 
+.» will increase the value of your Chill Chest Franchise by an acceler- Freezer-Line choice and enjoy more sales in ’52. 






ation of National Advertising 
... Will enable you to become a leader in your area in Freezer Sales 


by providing you with pre-tested promotion, liberal service policies 


, s the time to Act...Write to:-2 














Join the 


Growing Family 


“of Succescful 
Chill Chest 
~~ Dealers 


Revco provides every help to 
make your Chill Chest venture 
into the Food-Freezer Market a 
successful one. Nationally Ad- 
vertised, you will get full co- 
operation from your Chill Chest 
Distributor to help you doa good 
Local-level Merchandising job, 
and make Chill Chest Selling 
Profitable to you. Act now... 
write for name of Chill Chest 
Distributor near you. 


DEERFIELD, 
MICHIGAN 





at O8 p MURS 
< a <> 
* Guaranteed b 


Good Housekeeping 
, 





oe 
, ? 
45 apveanisto 


Chill Chest “Freezing Foods Demonstrations” attract hundreds of prospects into 
Dealers’ Stores. Dealers are amazed at the tremendous popular interest in freezers 
and at the profits from Chill Chest Freezer Sales—once they become the least bit — 
promotion-minded and tap this lucrative, new Freezer Appliance Market. 
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learest Pictures 


IN TELEVISION 




































































in “off trail” lines such as space 
heaters, dehumidifiers, disposal units 
and air-conditioning. New Orleans— 
steady sales across the board, TV and 
radio improved, still unable to sell 
ranges and water heaters. Richmond, 
Savannah, Charleston—a few dealers 
still overstocked but business good and 
buying steady, TV better, housewares 
moving fine and refrigerators better 
than average. 

As the year ended, business in gen- 
eral was good, inventories were firm 
and optimism fairly high. In the un- 
certainty of the times, dealers could 
hardly ask for anything more. 


The Far West 



















































VEE-D-X lightning arresters 


strap for mast mounting 





















For positive protection install 


Each model can be supplied 
for standard mounting or with 


VEE-D-X JC YAGI 


Outperforms and out- 
sells all others. The 
pioneer pre-assembled 
Yagi. Provides power- 
ful signal at lowest cost 
with minimum instal- 
lation time. There are 
many copies but there 
is only one JC Yagi 













THE COLINEAR ARRAY 
The lowest priced pre- 
assembled 4-bay array 
ever made Ideal 
































wherever powerful 
multi-channel recep- 
tion is required. Built 
to VEE-D-X high 
standards of quality 
































VEE-D-X OUTBOARD BOOSTER 


Out of sight out of the 
way this single channel 
booster delivers 18 db gain 
with full 5 megacycle band 
width. Eliminates bothersome 
tuning. Just install it and for 
get it 
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A new 8 element Yagi 
that provides equal gain 
to a double-stacked 5 ele- 
ment Yagi array and 41% 
| more gain than the best 5 
element Yagi and at 
much lower cost. Here is 
the ideal antenna for fringe 
area operation 


NEW 


LONG JOHN 















































NEW ROCKET BOOSTER 


A powerful single channel 
mast-mounted booster that 
delivers powerful gain 
Easy to install and low 
in price. Amplifies signal 
at antenna height where 
most favorable signal-to 
noise ratio exists. Uses 
single 300 ohm transmis 
sion line. No special power 
cable needed 
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THE LaPOINTE-PLASCOMOLD CORPORATION 
Windsor Locks, Connecticut 
Gentlemen 
Please send the following at once 
O latest VEE-D-X catalog 
literature on the following 


Company Name 

Street 

City 

Your Name 

Name of Your Jobber 


Zone State 









By CLOTILDE G. TAYLOR 


USINESS at the close of the year 
on the Pacific Coast may be 
characterized as sound. This is a better 
word than good, for the total is not 
inflated by any special rush to buy, 
or by a run on any one appliance. 
Demand is fair and balanced, re- 
sponding normally to promotional 
effort. It is probable that the Korean 
scare buying of last year exhausted 
the last of the pent-up stored demand 
resulting from war shortages. In 
other words the present market, back 
on an even keel from the over-buying 
of 1950, is probably normal for the 
first time since pre-war days. In- 
flated inventories are a thing of the 
past in this area at all levels and the 
trade is beginning to consider seriously 
the effects of possible shortages due 
to reduced manufacturer schedules. 


Christmas Selling Active. Christmas 
selling started actively in late Novem- 
ber with every indication of equaling 
or surpassing the Christmas record of 
1950. There was, to be sure, quite 
a lot of sale-type advertising, with 
offers of “special prices for special 
purchases”, premiums and high trade- 
in offers in retail ads. Christmas deals 
offered by one Los Angeles distributor 
involve premiums (a bicycle, alarm- 
clock, toy washer) to be given with 
purchase of an electric appliance, the 
customer thus receiving “two Christ- 
mas gifts at one price”. Refrigerator 
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and washer sales are somewhat better, 
but the need for active promotion is 
everywhere felt—and in too many cases 
this takes the form of cut prices or 
over-optimistic trade-in offers. 


Better Business Pressure. An cn- 
couraging feature of the cut-price 
picture is the firm stand being taken 
by Better Business groups. Prosecu- 
tion of one TV firm in San Francisco 
resulted in a jail sentence and fine. 
In Los Angeles, five leading news- 
papers have agreed to refuse television 
and appliance ads not conforming to 
Better Business Bureau rules. One 
sewing machine firm in that area has 
already promised to reform its prac- 
tices in order to be readmitted to 
newspaper space. Sewing machine 
and vacuum cleaner firms, along with 
certain television dealers, have been 
among the worst offenders. The pro- 
gram as outlined before a gathering 
of BBB representatives in San Fran 
cisco involves coverage of other media 
as well as newspapers and is to be 
nationwide in order to reach gyp firms 
operating nationally 


Sewing Machines Up. Electric 
sewing machines, which were among 
the appliances hardest hit in the 
spring slump, have picked up on the 
Coast and, according to one execu 
tive, a more expensive model is out 
selling the small stripped machine 
which was designed to meet Japanese 
competition. Incidentally, the Japa 
nese threat has not proved to be so 
serious as feared. Prices are not too 
far below American wares, and the 
servicing and parts problem incline 
dealers to prefer U. S.-made goods 


Service Problems. Offenses in the 
television service field, as disclosed 
by a clean-up campaign conducted by 
one Los Angeles newspaper, led to 
the imposition of a $36 yearly license 
fee for service shops in that area, 
which has been extended also to unin- 
corporated areas of Los Angeles 
county. A study of appliance service 
problems by one California dealer 
indicates that it takes more time to 
handle warranty service per unit than 
it did in 1949 so far as automatic 
washers, freezers, dryers, ranges, gar- 
bage disposers and dishwashers is 
concerned, less for conventional 
washers, refrigerators and _ ironers. 
[here is a great difference between 
makes. One make of automatic 
washer called for 7.3 hours of free 
service per unit, another for only 2 
hrs. Warranty service during the first 
half of 1951 took up 16 percent of 
the service department’s time. An- 
other 7 percent went to installations. 


Fewer Dealers. There was a de- 
crease in the number of western 
dealers during the year, from 4 to 6 
percent dropping out. Poor manage- 
ment was the cause of more than 50 
percent of the failures, according to 
one Pacific Coast banker. 
(Continued on page 14) 
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“I’m using the CBS-Hytron Easy Budget Plan, Joe. 
My CBS-Hytron distributor gave it to me.” 


“Well, CBS-Hytron’s Plan helps me sell TV picture tubes 
and service to many a customer who just doesn’t have 
$50 cash. My customer now pays for the job painlessly a 
few dollars a month. Yet I get my cash right away.” 


“Simple. I introduce my customer to the finance company 
authorized by CBS-Hytron. The finance company does 
the rest ... acts as my credit department . . . arranges 
all details. My customer gets his tube and I get my cash 
— at once.” 


SAVE THE SALE No need for you to miss a single 
profitable picture-tube sale . . . just because your cus- 
tomer does not have the cash. Get the details on this 
original CBS-Hytron service for you. See your CBS- 
Hytron jobber . . . or mail this coupon . . . today! 


[----------------------- 


HYTRON RADIO & ELECTRONICS CO. 
SALEM, MASSACHUSETTS 


Please rush me details on the CBS-Hytron Easy Budget Plan. 


| 
| 
| 
| 
| NAME 

| (Please print) 
| 

| 

| 

l 
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For positive protection install 
VEE-D-X lightmng arresters 
Each model can be supplied 
for standard mounting or with 
strap for mast mounting 


VEE-D-X OUTBOARD BOOSTER 


Out of sight out of the 
way this single channel 
booster delivers 18 db gain 
with full 5 megacycle band 
width. Eliminates bothersome 
tuning. Just install it and for 
get it 

















NEW ROCKET BOOSTER 


A powerful single channel 
mast-mounted booster that 
delivers powerful gain 
Easy to install and low 
in price. Amplifies signal 
at antenna height where 
most favorable signal-to 
noise ratio exists. Uses 
single 300 ohm transmis 
sion line. No special power 
cable needed 
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VEE-D-X JC YAGI 


Outperforms and out- 
sells all others. The 
pioneer pre-assembled 

agi. Provides power- 
ful signal at lowest cost 
with minimum instal- 
lation time. There are 
many copies but there 
is only one JC Yagi 


THE COLINEAR ARRAY 


The lowest priced pre- 
assembled 4-bay array 
ever made Ideal 
wherever powerful 
multi-channel recep- 
tion is required. Built 
to VEE-D-X high 
standards of quality 
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element Yagi 
much lower cost 
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ment Yagi array and 41% 
more gain than the best 5 
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in “off trail” lines such as space 
heaters, dehumidifiers, disposal units 
and air-conditioning. ‘New Orleans— 
steady sales across the: board, TV and 
radio improved, still unable to sell 
ranges and water heaters. Richmond, 
Savannah, Charleston—a few dealers 
still overstocked but business good and 
buving steady, TV better, housewares 
moving fine and refrigerators better 
than average. 

As the year ended, business in gen- 
eral was good, inventories were firm 
and optimism fairly high. In the un- 
certainty of the times, dealers could 
hardly ask for anything more. 


The Far West 


By CLOTILDE G. TAYLOR 


USINESS at the close of the year 

on the Pacific Coast may be 
characterized as sound. This is a better 
word than good, for the total is not 
inflated by any special rush to buy, 
or by a run on any one appliance. 
Demand is fair and balanced, re- 
sponding normally to promotional 
effort. It is probable that the Korean 
scare buying of last year exhausted 
the last of the pent-up stored demand 
resulting from war shortages. In 
other words the present market, back 
on an even keel from the over-buying 
of 1950, is probably normal for the 
first time since pre-war days. In- 
flated inventories are a thing of the 
past in this area at all levels and the 
trade is beginning to consider seriously 
the effects of possible shortages due 
to reduced manufacturer schedules. 


Christmas Selling Active. Christmas 
selling started actively in late Novem- 
ber with every indication of equaling 
or surpassing the Christmas record of 
1950. There was, to be sure, quite 
a lot of sale-type advertising, with 
offers of “special prices for special 
purchases”, premiums and high trade- 
in offers in retail ads. Christmas deals 
offered by one Los Angeles distributor 
involve premiums (a bicycle, alarm- 
clock, toy washer) to be given with 
purchase of an electric appliance, the 
customer thus receiving “two Christ- 
mas gifts at one price”. Refrigerator 
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and washer sales are somewhat better, 
but the need for active promotion is 
everywhere felt—and in too many cases 
this takes the form of cut prices or 
over-optimistic trade-in offers. 


Better Business Pressure. An cn- 
couraging feature of the cut-price 
picture is the firm stand being taken 
by Better Business groups. Prosecu- 
tion of one TV firm in San Francisco 
resulted in a jail sentence and fine. 
In Los Angeles, five leading news- 
papers have agreed to refuse television 
and appliance ads not conforming to 
Better Business Bureau rules. One 
sewing machine firm in that area has 
already promised to reform its prac- 
tices in order to be readmitted to 
newspaper space. Sewing machine 
and vacuum cleaner firms, along with 
certain television dealers, have been 
among the worst offenders. The pro- 
gram as outlined before a gathering 
of BBB representatives in San Fran 
cisco involves coverage of other media 
as well as newspapers and is to be 
nationwide in order to reach gyp firms 
operating nationally. 


Sewing Machines Up. Electric 
sewing machines, which were among 
the appliances hardest hit in the 
spring slump, have picked up on the 
Coast and, according to one execu- 
tive, a more expensive model is out 
selling the small stripped machine 
which was designed to meet Japanese 
competition. Incidentally, the Japa 
nese threat has not proved to be so 
serious as feared. Prices are not too 
far below American wares, and the 
servicing aud parts problem incline 
dealers to prefer U. S.-made goods 


Service Problems. Offenses in the 
television service field, as disclosed 
by a clean-up campaign conducted by 
one Los Angeles newspaper, led to 
the imposition of a $36 yearly license 
fee for service shops in that area, 
which has been extended also to unin- 
corporated areas of Los Angeles 
county. A study of appliance service 
problems by one California dealer 
indicates that it takes more time to 
handle warranty service per unit than 
it did in 1949 so far as automatic 
washers, freezers, dryers, ranges, gar- 
bage disposers and dishwashers is 
concerned, less for conventional 
washers, refrigerators and__ironers. 
[here is a great difference between 
makes. One make of automatic 
washer called for 7.3 hours of free 
service per unit, another for only 2 
hrs. Warranty service during the first 
half of 1951 took up 16 percent of 
the service department’s time. An- 
other 7 percent went to installations. 


Fewer Dealers. There was a de- 
crease in the number of western 
dealers during the year, from 4 to 6 
percent dropping out. Poor manage- 
ment was the cause of more than 50 
percent of the failures, according to 
one Pacific Coast banker. 
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Apt CHE MERI BARS TAPER, 


“I’m using the CBS-Hytron Easy Budget Plan, Joe. 
My CBS-Hytron distributor gave it to me.” 


“Well, CBS-Hytron’s Plan helps me sell TV picture tubes 
and service to many a customer who just doesn’t have 
$50 cash. My customer now pays for the job painlessly a 
few dollars a month. Yet I get my cash right away.” 


“Simple. I introduce my customer to the finance company 
authorized by CBS-Hytron. The finance company does 
the rest ... acts as my credit department . . . arranges 
all details. My customer gets his tube and I get my cash 
— at once.” 


SAVE THE SALE No need for you to miss a single 
profitable picture-tube sale .. . just because your cus- 
tomer does not have the cash. Get the details on this 
original CBS-Hytron service for you. See your CBS- 
Hytron jobber . . . or mail this coupon . . . today! 


[ HYTRON RADIO & ELECTRONICS CO. 
SALEM, MASSACHUSETTS 


Please rush me details on the CBS-Hytron Easy Budget Plan. 


| 
| 
I 
| 
| NAME 

| (Please print) 
l 

| 

| 

| 


MAIN OFFICE: SALEM, MASSACHUSETTS 
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Copper Shortage. Metal shortages 
are being felt and will limit produc 
tion during the coming year to some 
extent, according to one western 
television manufacturer. His factory, 
which had a couple of warehouses full 
of sets some months ago, is now 
stepping up production again, after 
a cutback, and is beginning to feel 
back orders on favored lines. Another 
Los Angeles factory has a larger back- 
log of orders than it has had for 
many months. <A_ western league 
manager, just back from an eastern 
tour, predicts shortages ahead in all 
lines, by the second quarter. The 
copper shortage is mest acute, but 
it has not yet begun to shut down on 
the installation of ranges and water 
heaters, even in the Pacific Northwest. 
One distributor says he can take care 
of the needs of all regular customers, 
but is not looking for new accounts. 


New Home Market Continues. A 
recent meeting of national lumber 
manufacturers in San Francisco re 
vealed that, rather surprisingly, 1951 
was the second largest building vear 
in U. S. history. California led the 








THE BELDEN LINE 








GIVES YOU 


Ss SAFETY 


nation, with double the rate of home 
building. A decrease in new resi 








APPEARANCE 
SATISFACTION 
PROFITS 


This all-rubber portable extension 
cord is an example of the plus values 
built into Belden electrical cords. 
They are manufactured to standards 
that far surpass the minimum require- 
ments set up by Underwriters’ Labo- 
ratories. They give you a plus in 
protection against fire or personal 
injury, 2 plus in appearance, and a 
plus in sales and profits. Ask your 
Belden Jobber. 


Belden Manufacturing Company 
4663 W. Van Buren Street 
Chicago 44, Illinois 


belden 
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dential construction is predicted for 
1952, but this statement is modified 
by the possibility that defense housing 
may again bring up the total. At any 
rate, many of the homes started before 
restrictions went in are just now com 
ing on the market, with the prospect 
that their market for appliances will 
extend over several months of the 
coming year It was interesting to 
note that the TV slump in the spring 
caused a corresponding depression in 
the curve of the hardwood industry 
Restraint of ‘Trade. ‘Iwo recent 
western court decisions are of interest 
to the electrical group. One is the 
Los Angeles Board of Building and 
Safety Commission ruling which per- 
mits a licensed refrigeration man to 
install drain lines within the cooling 
compartment and for two feet out- 
side to intercepting fixture, providing 
a plumbing permit is obtained. ‘The 
other is the conviction of a southern 
Nevada plumbing group, together 
with individual firms, accused of 
restraint of trade practices in selling 
appliances by use of a common esti- 
mator and by refusing installation 
except to a selected member of their 
own group. The ruling was made 
under the Sherman Act, on the 
ground that installation of appliances 
manufactured outside the state is part 
of interstate commerce. This would 
seem to place electricians in the same 
category The decision is being 
appealed 


Replacement Selling. Replacement 
selling is becoming increasingly impor- 
tant. A Sacramento survey conducted 
by the McClatchy newspapers early 

(Continued on page 16) 
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NELDA is what YOU NEED! 


NELDA helps you BUY ¢ NELDA helps you SELL © NELDA helps you COMPARE 


NELDA brings you over 15,000 PICTURES, PRICES, and SPECIFICATIONS of more than 300 TOP LINES 
of NATIONALLY DISTRIBUTED APPLIANCES, TELEVISION SETS, RADIOS, and RELATED MERCHANDISE. 


NELDA keeps you up-to-date with 

MONTHLY PICTURE SUPPLEMENTS 

and WEEKLY PRICE CHANGE BULLETINS 

— covering the whole electrical appliance field 
— telling you about changes in specifications ° 


and conveniently listing discontinued models 


iietimieioten re na eommentaaienl 


NELDA MAKES IT EASIER TO DO BUSINESS! 


NELDA SAVES TELEPHONE CALLS 
NELDA SAVES LETTER-WRITING! 


NELDA SAVES YOY TIME taking “Joe” to lunch 
the ‘Joe’ you ask 


for competitors’ spec sheets! 
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KNOW with NELDA! 


NELDA PUBLICATIONS, INC. 
109 W. 30th St. 

New York 1, N.Y. 

ORDER YOUR SUBSCRIPTION TODAY 


— Send the NELDA MASTER back to us in 10 days 


Please send further information on the NELDA MASTER LOOSELEAF SYSTEM. 
—~—Enclosed is my check for $75 to cover the NELDA SUBSCRIPTION for one year. 


1 understand that this covers a NELDA looseleaf binder, the NELDA MASTER itself, 
the MONTHLY SUPPLEMENTS issued for the year, WEEKLY PRICE CHANGE BULLETINS, and 
any pertinent SPECIAL RELEASES. 

If | am not completely satisfied with the NELDA MASTER, | shall return it within 10 
days for a full refund. 


if you are not completely satisfied 


with the job it can do for you 
WRITE NOW! 
eLD 
"0 “a orn | 


HEADQUARTERS FOR APPLIANCE PRODUCT INFORMATION 


Name of store or organization 
Address__ 

City 

Authorized by. 
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construction 


largest builder 









GASOLINE 
ENGINES 


Benes bSrearrom 


Preferred power for sand and material spreaders and a 
wide range of other equipment for road maintenance and 
the world’s most widely used single- 











































































































































































Wold 
Wide 


SUPERVISED 
envice 


cylinder gasoline engine on machines, tools, appli- 
ances used by industry, railroads, oil-fields, and 


on equipment for farm and home 


@...: & STRATTON is the world’s 
continuous production of single- 


Briggs & Stratton Corporation, 


Milwaukee 1, Wisconsin, U. S. A. 


- more than 30 years of 


cylinder, 4-cycle, air-cooled gasoline engines. 


In the automotive field Briggs & Stratton is the recognized leader 
and world’s largest producer of locks, keys and related equipment. 











in the year reveals that of those 
seriously considering the purchase of 
a major appliance within the next 12 
months, about 80 percent already 
owned the appliance in question. Of 
73 ranges to be purchased, 72 were 
replacements, as were 33 of 34 radios. 
Vacuum cleaner and washing machine 
prospects were 52 percent and 60 
percent respectively in the “present 
owner” column. On the other hand, 
freezers, ironers and sewing machine 
prospects were found chiefly among 
non-owners. Television, electric blan- 
kets, dishwashers and garbage disposer 
units were not in the trade-in group 
in this area. From Los Angeles, how- 
ever, comes the report of an increasing 
number of trade-ins associated with 
television sales 


Television Study. A new market 
study of value to the trade is the 
fifth tele-census conducted by Wood- 
bury College of Los Angeles. This 
covers such factors as length of owner 
ship of sets (20 percent of LA sets 
are over 2 years old, 19 percent bought 
within the past six months), time 
spent in viewing, effect on children, 
type of programs preferred, effect on 
family habits, and make of set owned. 


Prophets And Profits. Here are 
ome predictions and good advice 
from recent speeches made on the 
Coast 
A drop in net profit is indicated in re- 
ports from large stores, according to 
an Ogden furniture and appliance 
dealer, and this condition is likely to 
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be a continuing one. Retailers will 
do well to adjust themselves to the 
inevitable. ‘The same speaker points 
out that volume of store sales is in 
direct ratio to store traffic over a 
period of time and intelligent promo- 
tion is the key to building traffic. He 
urges the keeping of records to indi- 
cate what is selling and what isn’t, 
and a study of reasons why one day 
is better than another and why one 
ad brings good results and another 
does not. 

Coming shortages in all fields is the 
warning sounded by an eastern manu- 
facturer before a Salt Lake audience 
The newer appliances, he says, such 
as dishwashers, disposers, and auto 
matic laundry equipment are already 
on allocation 

Last year’s overproduction on th« 
part of manufacturers, said one of 
them before a group of western dis 
tributors, was due largely to (1) con 
fusing billing with consumption and 
2) confusing back orders with dc 
mand. Lessons learned should pr 
vent future repetitions. 

The public is returning to a buying 
mood. According to a U. S. Dept. of 
Commerce official, high employment, 
increased population and greater 
savings are beginning to affect buying 
(he growing feeling that appliances 
of 1952 may be scarce and less desir 
able because of metal shortages is 
influencing purchases to some extent, 
although the cry of wolf is becoming 
too familiar to lead to much drastic 
iction. For the most part present 
demand is normal. End 

















“VE TRIED EVERYTHING—CAN’T FIND OUT WHAT'S WRONG WITH 
RESORT | DECIDED TO SEE YOU.” 













































IT. 





AS A LAST 











JANUARY, 





1952—ELECTRICAL MERCHANDISING 








>> Ty pure phosphor... 


yet we threw if away 


Pure by most standards, this batch of 
phosphor was discarded because it 
contained more than our prescribed 
limits of 2 parts in one million of copper 
salts... sufficient, in our experience, to 
impair the performance of the fluores- 
cent screen of a picture tube. 

To avoid any such occurrence, every 
process in the manufacture of RCA 
picture tubes is closely guarded...from 
the control of raw materials to the final 
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evacuation and sealing operations. 


By exercising rigid control over 
every step in production, RCA has 
achieved the exceptional quality for 
which RCA picture tubes are noted... 
a quality that is unmatched for reliabil- 
ity and uniformity. 

In RCA picture tubes, the difference is 
TOP-QUALITY CONTROL. That's why 
—dollar for dollar—RCA picture tubes 
have no equal. 


With RCA Receiving Tubes, 
as well as RCA kinescopes, 
TOP-QUALITY CONTROL 
makes the difference. 


RADIO CORPORATION of AMERICA 


ELECTRON TUBES 


1952 


HARRISON, N.J. 
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and throughout 1952 
LYON Kitchens are being 
Nationally Advertised 


LYON 


LYON PRODUCTS STILL SERVING INDUSTRY + BUSINESS * INSTITUTIONS * HOMES 


METAL PRODUCTS, INCORPORATED 
General Offices: 121 Monroe Avenve, Aurora, Illinois 
Factories: AURORA, ILLINOIS * YORK, PENNSYLVANIA 
Sold Nationally through Direct Factory Dealers 





ECONOMIC CURRENTS 


A Shaky First Quarter 


By the McGraw-Hill Dept. of Economics 


HE year 1951 is closing with all 
of the general business indicators 
slightly higher than they were a year 
ago. But the general prosperity is 
now spread quite unevenly among par- 
ticular industries. Here is how things 
stood at the end of November com- 
pared with November, 1950. 
In General 
Industrial Production is up 2 
Wholesale Prices are up 3% 
Retail Store Sales are up 5% 
In Particular 
Machinery production is up 19% 
Shoe and leather production is down 
20% 
Food prices are up 8% 
‘Textile prices are down 5% 
Food store sales are up 12.5% 
Homefurnishings sales are down 19% 
Looking ahead, it remains our con- 
viction that 1952 will see some further 
rise in the general business indicators. 
But in an economy where guns and 
butter are mixed in varying and highly 
uncertain proportions, the amount of 
general prosperity which is shared by 
individual industries will, in all likeli- 
hood, continue to vary widely also. 


WATCH OUT FOR THE 
FIRST QUARTER 


It’s clear right now that business 
will strike some rough spots in the 
next few months. ‘The first quarter 
of any vear is usually a jittery one for 
business. And 1952 may be no 
exception 


HERE ARE SOME OF THE 
THINGS TO WATCH FOR: 


1. Taxes. The main reason for jit- 
ters—as if you didn’t know—will be 
the imminence of heavy income tax 
payments on March 15, for both in 
dividuals and corporations—especially 
corporations, which must pay 35 per- 
cent of their annual tax liability on 
that date. That's a step-up from the 
old 25 percent payment, as provided 
by the recent Mills Act 

Because of the concentration of tax 
payments, the government will take 
much more cash out of circulation in 
the first quarter than it puts in by its 
own spending. The federal cash sur 
plus may reach $7.5 billion—the big 
gest ever recorded in a three-month 
period. And you just can’t take this 
much money out of the economy with- 
out it being felt. 

In past vears, a large federal cash 
surplus has usually been accompanied 
by slower retail sales and weakness in 
stock and commodity prices. 

2. Inventories. The inventory in- 
flation is definitely over, especially for 
retail inventories. In physical units, 
they are now only about five percent 
higher than before Korea. 

However, wholesale inventories are 
considerably higher. And in non-de 
fense manufacturing industries—such 
as textiles, paper, or some building 
materials—the inventory situation ap 
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parently still presents a real problem 
Vhere are not up-to-date figures on 
manufacturers’ inventories which 
could be called reliable. But the 
number of individual cases called to 
our attention is sufficient to make us 
take a warier position. 

Many non-defense manufacturers 
are already pinched for cash. When 
they have to pay heavy first quarter 
taxes, the pinch will be worse. One 
way to raise cash is to reduce produc- 
tion temporarily and sell off inventory 
And this is just what may happen in 
a good many cases—especially if a 
truce in Korea provides some addi- 
tional incentive to dump goods. 

In other words, the combination of 
high inventories and increased cash 
needs may force a further curtailment 
of soft goods production. And—with 
consumer durables lines restricted by 
NPA—this would prevent total indus- 
trial production from rising much. 

3. Commodity prices. If manufac- 
turers are under pressure to sell from 
inventory in the first quarter, they 
will not buy as much raw materials 
And this could lead to further weak 
ness in commodities—particularly soft 
goods. Commodities traded on organ- 
ized exchanges are particularly vulner- 
able because traders may have to sell 
to pay income taxes. 

A contributing factor to commodity 
price weakness may be a lag in export 
demand. Foreign nations are finding 
it increasingly difficult to raise enough 
dollars for purchases here. And they 
may cut commodity purchases sharply 
in coming months. Congress may vote 
additional dollar aid in 1952, but sev- 
eral months will pass before these new 
funds become available. 

These three factors suggest a some- 
what shaky first quarter, with not 
much rise in industrial production 
and spotty—if not general—weakness 
in wholesale prices. 

However, it’s important to remem- 
ber that the causes of this shakiness 
are temporary—the seasonal tax 
squeeze and the high level of invento- 
ries. Employment and incomes will 
remain high, because defense produc- 
tion will continue to expand, and 
capital goods production will still be 
at a very high level. 

The general business indexes—re- 
flecting a mixture of strength in de- 
fense lines and weakness in non-de 
fense lines—are not likely to move 
spectacularly one way or the other 
for the next few months. However, 
as the soft goods lines readjust their 
inventory position, and defense work 
continues to increase, the stage should 
gradually be set for a more general 
upswing. 

How rapidly business gathers mo 
mentum after the early months of 
1952 depends—more than on anything 
else—on industry’s plans for new plants 
and equipment in the later months of 
the vear. End 
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GRABS A NEW, 
UNTOUCHED MARKET- 


PORTABLE SPOT REFRIGERATION 
NX a OI 


A new profit item for Electrical Dealers... 


; : a 
SWART SSSW™ 


> PORTABLE SPOT REFRIGERATION 
a@ new concept — a new product 
to fill an old need . . . refrigeration 
. where and when you want... 
. pi Hae igh ee 








| 
| 
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MIRACLE COOLING UNIT 


6, 12, 24, 32, 110, 220 volts 
Dual Voltage—giving any combination of any low 
voltage with 110 volts or 220 


New AC or DC any cycle Tiny 95-watt element 


Dual QUO Wawa / Absorption principle Silent as the falling snow 
Voltage LN RAL No moving parts Guaranteed—Warranted 


AVAILABLE IN WALNUT, BLOND 
MAHOGANY AND WHITE FINISHES 


Tremendous dealer sales possibilities in this new small refrigerator 


FOR HOMES ° FOR BOATS * FOR TRAILERS » FOR HOME BARS * FOR MOUNTAIN AND RESORT COTTAGES | 
FOR BUSINESS AND PROFESSIONAL OFFICES 





Complete National Advertising Covering All Dealers... 
ASTRAL BLASTS 14 SALES AVENUES 


lete 
MASS CONSUMER HOME SALES POULTRY RAISERS comp e 
e 


DOCTORS AND DENTISTS VETERINARIANS a ° 


ARCHITECTS MOTELS : c a m pa l gn 


BOATING ENTHUSIASTS TRAILER MANUFACTURERS 


——— ae 
every One: 


HOTELS AND INSTITUTIONS TRAILER COURTS 
For full details write: 
Astral INDUSTRIES, INC. %2:223232, 
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“You romembor of comme, the Kucorsd 


/ 
"Oak Your Neighbor" Refrigerator Campaign... 
tho" Bu-Testod! Refrigerator Compa 
aud alld the othors| J 
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Put your confidence in - 


GENERAL @@) ELECTRIC 

















You can offer all the best selling features 
with FLORENCE Electric Ranges 








MP-1A Pressure Cooker 
Can be used in Deep-Well Unit 


Duplex"’ Deep-Well | 


Cooker Converts to Surface Unit 


























Only 
FLORENCE 


offers this complete 


SPACE-SAVER LINE 


You can offer your cus- 
tomers a choice between 
Mode! 114 (illustrated 
above) with budget cooker; 
Model 115 (in inset) with 
four top burners; or Model 
113 with three top burners. 


Smart Styling. 


Flush-to-Wall 
Installation 


Titanium Porcelain 
Finish. 


” Full line of cooking and heating 
appliances ... for every fuel... 
for every budget. 
Top-quality . . 
priced. 

A good margin of profit for you. 
Sparkling, eye-catching design. 
Work-saving features that close 
sales. 


. competitively 


WATCH FOR THIS EXCITING 1952 


‘ FLORENCE ZAKLY GK | 


SELLING PROGRAM 
Outstanding Low-Priced Promotions 
will bring customers into your store! 
rae 


Consumer acceptance that builds 
demand. 
——— 


me 


ELECTRIC RANGES * GAS RANGES = LP-GAS RANGES * OIL RANGES 








COMBINATION RANGES * OIL HEATERS * GAS HEATERS 


FLORENCE STOVE COMPANY... General Sales Offices and Plant: Gardner. Mass. Mid-Western Plant: Kankakee, IIlinois. 
Southern Plant: Lewisburg, Tennessee. Other Sales Offices: 1 Pork Avenue, New York; 1459 Merchandise Mart, Chicago 
471 Western Merchandise Mart, San Francisco; 53 Alabama St., S. W., Atlanta; 301 North Market St., Dallas. 
PAGE 
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Deluxe Backguard 
and Top Light 


Centralized Control Panel. 
High-Speed) Surface Units 


Automatic Oven Timer 
and Electric Clock 


Pre-Heat Oven Thermostat 
Indicator Lights 


Timed Appliance 
Outlet 


Standard Appliance 


Outlet 


Arkless 5-heat 
Switches 


Large Size Oven 
with Oven Light. 


Look-in Oven 
Window. 


Porcelained 
Oven Lining. 


Chrome 
Oven Racks 


Full-Size 
Warming Oven 


2 Roomy 
service Drawers 


Recessed Base. 


FLORENCE OFFERS EVERYTHING EVERY DEALER NEEDS: 


Co-op advertising plan. 

Full color point-of-sales displays. 
Complete selection of dealer sales 
helps. 

Warehousing facilities for better 
service. 

Big-company resources — 3 modern 
plants. 

Continuous research and product 
improvement. 

Over three-quarters of a century of 
experience — a tradition of value. 
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PROFITS 





SALES 








* 


O™ Anniversa 


Here’s good news! This year American Kitchens 
is stepping up its continual program of hard-hit- 
ting promotions at dealer-consumer level. And, 
after all, that’s where sales are made; that’s where 
the pay-off comes. That’s where you come in! 

During this 20th anniversary in the kitchen 
business, American Kitchens dealers can look for- 
ward to a regular series of ‘‘bell-ringing”’ sales 
and traffic-building promotions. And remember, 
these promotions are proven... they are promo- 
tions that work, that help dealers increase profits. 
In addition to a stepped-up promotion program, 
American Kitchens offer dealers many other 
advantages. The highest mark-up in the appli- 
ance field. Large unit sales. No trade-ins. Sales 
training. Heavy advertising. FHA financing of 
10% down, 3 years to pay. More sales features 
than any other kitchen. 

This year ring the bell with American Kitchens. 
Tie into promotions that really work—to a line 
with advantages that pay off! Mail coupon at 
right. 


AMERICAN CENTRAL / CONNERSVILLE 
DIVISION F INDIANA 


Features that Build Sales 


a 


Women like the high quality, the beautiful 
styling and easy-cleaning features of Amer- 
ican Kitchens. That's why they're easy-to- 
sell, your top profit line! 


Rounded drawer interiors No dirt-catching handles on 
easy to clean. Seamless doors or drawers! Edges 
—no cracks to catch dirt! rounded for easy cleaning! 


4 

| 

4 
—4 
4 
; 
4 


Address- 


Counter tops curve out Faucet mounted on back 
toe space goes in for close- splash. No ledge to catch ‘ity 
up working comfort! dirt, Bowl 15% larger Cus 








’ Nowhere in America are the skills of the olden 
guilds so closely approximated as they are in 
the AMANA colonies, in Iowa, where AMANA 
FOOD FREEZERS are manufactured. Here for 
almost a hundred years, a self-sufficient group of 
colonists have practised varied crafts, passing down 


skills from generation to generation. In the 





AMANA cabinet shop, hand crafted reproductions 
of original heirlooms are produced from black 
walnut and cherry woods grown on AMANA’S 
own woodlands; in the AMANA woolen mill, 
virgin wool is spun on an old type mule . . . a craft 
dating back for more than a century . . . and pro- 
ducing woolens whose beauty, color and design 


have achieved national acclaim. 


As with its furniture and woolen industries, 


AMANA’'S bakery products and its specially cured 


hams and bacon were originally intended to sup- 


ply the immediate needs of the colonists, only. 
However, the excellence of their quality attracted 
many visitors and created an ever-widening 


demand for AMANA products. 
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FOOD FREEZERS 


“BACKED BY A CENTURY-OLD TRADITION 
OF FINE CRAFTSMANSHIP” 
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Shine up to this for easy Suing... 


~ HOOVER 


FLECTRAIC FLOOR POLISHER 


Floors gleam slick, quick, with the 
HOOVER ELECTRIC FLOOR POLISHER. 
Lightweight, easy to use... will not 
bounce or wander. Built low to get 
under furniture; exclusive built-in head 
light ; non-marring furniture guard; two 
way brush-saving storage. Comes com- 
plete with wax-applying brushes, 
polishing brushes, and buffing 
pads. Steel wool and lamb's 

wool pads also available. 


Today’s home cleaning standards call 
for brightly gleaming wood surfaces, 
and the HOOVER ELECTRIC FLOOR 
POLISHER has the answer with the 
quick, easy waxing and polishing your 
customers want. 

Special Hoover-designed construction 
features of the Hoover Floor Polisher 
make it the surest, easiest method of get- 
ting wood, linoleum or tile floors spar- 
kling in minutes. 

Strong, consistent advertising and mer- 
chandising combine to build still greater 
demand for this new product with the 
famous Hoover name. You will find that 
many of your customers already know 


All the features women want most are 4, 

in THE NEW HOOVER IRON. Large easy 4) 

to-see, easy-to-set Pancake Dial gives positive, =) 
accurate heat control. Hand-shaped Koolzone 3), 
handle eliminates gripping, lessens fatigue. Fast yy 
all-over heat of aluminum sole plate does the ironing 
faster, better. Two weights, 3% Ibs. and 4% Ibs 


and want the Hoover Floor Polisher. 

Like the world-famous Hoover Clean- 
ers—the Hoover Floor Polisher, Hoover 
Iron and Hoover Dustette deliver the 
speed, ease of use, efficiency and long- 
term durability that are important sell- 
ing factors in these times of buying now 
for the years ahead. 

Ask your distributor about these new 
products today. The Hoover Floor Pol- 
isher, the Hoover Iron and the Hoover 
Dustette are sold only through distribu- 
tors. For nearest outlet, phone your local 
Hoover Company office or write... 

THE HOOVER COMPANY 
NORTH CANTON, OHIO 


Youll be Happier 
with a 
Hoover 


A hundred jobs in half the time with THE HOOVER ’ See the HOOVER exhibit in Room 544B, at the Chicago 
DUSTETTE. Everybody with stairs, upholstered furni- Furniture Mart Show, January 7th through 18th, and 


ture, draperies, automobile needs this lightweight hand 
vacuum cleaner for hard-to-clean places. Easy-grip 
handle, lint brush in nozzle, 


at the National Housewares Manufacturers’ Association 
Home Appliance Show, Navy Pier, Chicago, January 


17th through 24th. 
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New (952 Estate Ranges carry this 
- Duncan tines label 


ay 


Bec GIVING YOU THE GREATEST SALES 
ee STORY IN RANGE HISTORY 
\ / 














ye ry, 
Nes > 
Model 
5242 


LOOK AT THE 


FEATURES 


THAT SET IT APART 


Bar-B-Kewer sepo- 
rate meat oven for 
** charcoal -done"’ 
flavor 


TimeEstate for 
completely auto- 
matic ‘absentee 
cooking" 


Giont Bake Oven 
that heats evenly 
throughout 


**Eye-Angle’’ oven 
window and light 


Features that will sell GAS 


TES) 


Features that will sell ELECTRIC 


ues @ 


= 


be 


Up-Down Electri- 
cooker unit lifts to 
surface level 


Hide-Away Grid- 
All for new, 
greaseless grilling 


Converto-Grate to 
provide super- 
giant fifth burner 


Center Simmer 
Burners provide 
**Keep-warm" heat 


New Converto- 
Grid . . . @ built- 
in griddle 


Converts to super- 
giant fifth unit for 
large vessels 
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THE RANGE CHOSEN BY 


FAMOUS FOOD AUTHORITY 


ALLNEW 
FOR'S2 








GET IN ON THE GREATEST RANGE PROMOTION 
IN HISTORY! GET YOUR SHARE OF 1952 SALES! 


Write, wire or phone for details today! 


SPECIAL COOK BOOK OFFER—''The Art of Grilling, 

Baking, Barbecuing,” which includes Duncan Hines’ 12 

favorite recipes, will carry ESTATE’S famous time-saver, 

work-saver, do-everything sales story right into the 

a home . . . into the kitchen . . . of every woman who is 
interested in good food. 

RECORD SMASHING SALES HELPS © Window streamers! © POP 

displays! © Advertising co-op! © New, different premium! ® National 

advertising © Duncan Hines’ label on every 1952 ESTATE rangel 


REMEMBER—Estate is the only range with 
the Grill! Bake! Barbecue! features. 


FATlale. 


GAS and ELECTRIC RANGES 


The Estate Stove Company, Hamilton, Ohio 
A Subsidiary of Noma Electric Corp. 


iT 
} 
Makers of famous Estate Gas & Oil Heatrolas 
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Here's THE TURNOVER TWOSOME. 
FOR You IN ‘52! 











Deeptreeze Home Freezer 


©1952 Deepireeze Applionce Division, Motor Products Corp fi subject to change without notice. 
FARM AND HOME FREEZERS © REFRIGERATORS ¢ ELECTRIC RANGES ¢ ELECTRIC WATER HEATERS 


All products of Deepfreeze, North Chicago, lilinois 
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AAA AR 


TRADE MARK REG US PAT OFF 


Home Freezer ond Refrigerator 


The name that’s on the nation’s lips! 

Your customers buy by names they trust, and 
no trade mark means so much to so many as 
the name Deepfreeze. From coast to coast it’s 
the most respected name in the food preserva- 
tion industry because it’s synonymous with top 
quality, long life, utmost convenience, and com- 
plete satisfaction. 


Displays that say “Come in and bey!" 

Your store has to invite pros if it’s goin to 
make sales. That’s where reeze displays 
fit in. Designed for your window or sales - 
they’re attractive, interest-arousing and inex- 
pensive. They invite errr to become look- 
ers, and lookers to buy! 


agt Sales promotion helps that pay off! 

The products that everyone wants! KOS, / every Sees dealer is given sales promo- 
From the beginning when Deepfreeze pioneered ea tes bere pe hep me ate onsen run by 
the home freezer, Bosptrenss as set a pace for " pes: Ani? Des ose ia all decalons 

sonar gene =) oo Saws tes none woniecame oy os 3 of the cuumery. freeze gives you enough 
enged, and the eeze Refrigerator is far : 
ahead init field. Together th -_ ethe ee j proves promotions 0 Fun ons every week! 
sales combination on your sales floor—a e Netional advertising pre-sells milliens 
perfect convenience coainagee in your cus- Th A eo J 
tomers’ homes. Each of them is offered in a com- Dee P ieeney wil help tone ph in 52. ‘A 
plete line of models to suit every pocketbook. <a ea of 77,724,936 read ak ph deo binced- 


























Sales training that equips you to sell! 

Deepfreeze offers you the most comprehensive 

sales training program in the industry—a pro- 
ram that makes “the Deepfreeze story” so 


orful Deepfreeze ads in the Post, Better Homes 
& Gardens, American Home, American Maga- 
zine, Pathfinder, McCall's, Cou: Gentleman, 
Successful Farming, Progressive Farmer, Cap- 


ay erry ‘tah Farmer, Sunset, Field and Stream, and 
interesting to your sales personnel that they’re wa = | Sports Afield. This means that thousands of 
sure to sell more than ever before. A complete f = prospects in your community will see this ad- 
variety of materials is involved, from “feature “ i vertising and those who come to your store 
movies” to recorded demonstrations. a : will be ready to listen! 


er * Big modern plants are producing at capacity! 
Mg : ize The two Deepfreeze plants at North Chicago 
: ~~ are turning out as many Deepfreeze Home 
sages = aaaennene a high stand- 
of quality will permit. Ev ‘ort will 
be made to keep you supplied vith all the 
Deepfreeze products you can sell. If you're not 
a Deepfreeze dealer now, you should be! Write 

us today for complete information! 
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...With the new G-E Clock Shopette 
a _ ...A BIG money-back deal! 


‘PEPENOABLE 
For a limited time only, you receive this beau- 4 * 
tiful new mahogany-veneer display and one 
7H-192 Wink Alarm Clock, retail value $4.95* 
eile 
Both for only 


Sell the Wink and get your investment -back. 


%& Takes up less than 13 inches of valuable window or counter space. 
% Solid wood construction. Holds two clocks. 
¥%& Easy to set up; simply attach legs. No nuts or bolts. 


Now, feature this traffic-building special... 


The G-E New Hostess Kitchen Clock 


Was $725" 


NOW $549 ! 


Make $223 profit! 


LOOK! You pay only $3.46 each, for 6 or more. ORDER NOW. 
Offer good for limited time only. 


Outstanding features of Hostess Kitchen Clocks: 
. .. Plastic case with unique scallop design 
. . Large, easy-to-read dial 


. . . Four attractive colors: red, blue, yellow, or white " 


Your Advertising: NEVER FORGET all G-E Electric Clocks are self-starting, 


The popular “Garry Moore Show” never need winding... quiet . . . accurate . . . cost less than a penny a 
women rave about, 3 times « week, week to run... give years of trouble-free service. General Electric Com- 
CBS-TV, nationwide. Also 16 ads . od i 

big ads—in LIFE, plus an all-color pany, Bridgeport 2, Connecticut. 

schedule in WOMAN'S DAY 


*Plus applicable taxes. Prices subject to change without notice. 


‘ORDER through your distributor NOW! 


7 
nnn CEN ER A | G6 ELECTRIC 


way. Ask him about General Electric's DeLuxe, Junior, 
and Counter Clock Shops, too! 
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She Dushion bceadenu Up ex 
Gold Medd chard 


for beauty of design has been 
added to Whirlpool’s exclusive 


combination of features. 








...its beauty is surpassed only by its performance. 


Remember, Whirlpool is the home laundry line that 
creates ‘“‘over-the-back-fence” selling for you. 


WHIRLPOOL CORPORATION 
For Over 50 Years Manufacturers of the World’s Finest Home Laundry — 


St. Joseph, Michigan, U.S.A. 
IN CANADA: John Inglis, Lid., Toronto, Ontario. 


— annciecnemnatntomesinit bee 
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SYLVANTA NATIONAL ADVERTISING 


Rusiel ory? 
Your Business in these 


on 
y the finest ¢, L advise 
ier depend on 
my f Y 
. * the man - 
in ine “Gee 
ve ping sto 
ads pat 





saan 


vee ror 


AINAN 


aame > entra 





renevsste® 








Every one of your pro spects 
will see and read these appealing ads in fa 
mous national magazines. These ads recom- 
mend your service ...when you display the 
Sylvania Service Emblem, shown above. So, 
[ make sure these emblems are on your doors, 
. ors your windows, and trucks. They’re FREE 
’ from your Sylvania Tube Distributor NOW! 





These ads will appear in the 4 famous 
magazines et ome read most! 






eS 
S\ LN. 4 1S 
ed A B x 


omen ee 
oo 
mote OF 1 eee 
Se 
meena Swen Oe 
—, 
— 
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Will Sell Your RADIO-TV SERVICE in 82 


Nation-wide weekly TV Show “BEAT THE CLOCK” 
will sell your service to every TV set owner 





SERVICE 


SYLVANIA RADIO TUBES 


Authorized Dealer 








You’re an “expert, reliable serv- 
ice-man who does a tough job 
well,” Bill Shipley, crack CBS- 
TV announcer, tells your pros- 
pects. And, he adds: “Always 
look for that Sylvania Service 
Emblem.” That’s how the hard- 
hitting, full-minute commercials 
on Sylvania’s CBS-TV show, 
“Beat the Clock,” put Bill Ship- 
ley, Roxanne, and Bud Collyer 
on your sales staff. 


ee ae ee 


cae NaC LERY 





Roxanne and Bud Collyer are seen weekly 
over CBS-TV in 35 cities... selling your 
service...when you display the Sylvania 
Service Emblem. 


Make this great national ad campaign 
pay off in your store 


Mail the coupon below for FREE, full-color folder 
giving complete details about Sylvania’s compelling 
Spring Service Dealer Advertising Program. It con- 
tains everything to identify you unmistakably as the 
dealer advertised in Sylvania’s magazine and TV 
advertising. If you want more business, you can’t 
afford to miss it. But, time’s awastin’... get that 
coupon in the mail NOW! 





Sylvania Electric Products Inc. 


I 
+ ; 4 1 Dept. R-1301, Emporium, Pa. 
/ 1 Please send me full details about Sylvania’s 
I powerful business-building campaign for 
1 Service Dealers. 
/ 1 
: 1 Name. 
i 
I 
I 
I 





Street. 





RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC PRODUCTS; ELECTRONIC TEST EQUIPMENT; FLUORESCENT 
TUBES, FIXTURES, SIGN TUBING, WIRING DEVICES; LIGHT BULBS; PHOTOLAMPS; TELEVISION SETS 


City. Zone___State 
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A 


TRACY distributors and dealers are 


getting from two to three weeks EXTRA kitchen shipments 


selling and profit-taking time through 
IMMEDIATE shipments of their merchan- 


dise. Orders are made up and loaded - - ae ¥ - neo 


in hours—not days—at the modern 
TRACY plant. Additional warehouse 
space is now under construction to 
further facilitate prompt dispatching of 
all shipments. 

The “| Want What | Want When | Want 
It” dealers and car-load major store 
operations are cashing in for added 
profits on this TRACY service. 


(aw, te 


Time saved between orders and shipments 
means faster turn-over—more profits on the 
same investment in merchandise. About a thou- 
sand retail stores have joined the growing 
TRACY Mainline Kitchen System in the last 
few weeks. They are adding several weeks to 
the selling year, and are measuring the prac- 
tical values of this unique advantage in dollars 
of additional profits. 

There's place for live distributors and dealers 
in the TRACY picture. Ask about the hottest 
kitchen proposition in the industry. 





HIGH 
SKY y QUALITY 


| 


THE QUALITY-VOLUME LINE 











| The TRACY complete Kitchen 

| Line includes Cabinet Sinks with 

K IT C H E N Ss | | Porcelain or Stainless Steel tops, 

tp / Base and Wall Cabinets, Broom 

TRACY MANUFACTURING CO., Division of Edgewater Steel Co., Pittsburgh 33, Pa. | and Linen Cabinets. 
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PROFIT WITH THE ONLY TRULY MODERN 
LIQUIFIER-BLENDER ON THE MARKET 


backed with hard-hitting advertising the year ‘round 








ONLY BLENDER IN 
IT 


THE 


Only the OSTERIZER container opens at 
both ends. Easy to empty, easy to clean. 


I'S 
LEX) Only the OSTER- 


IZER is threaded to 
fit standard Mason 
jars. Greatly increases keys or slots to fit. 
convenience and ver- Full 360° seating 
satility. range. 


Only the OSTERIZER agitator lifts 
out for thorough, instant cleaning. 


Only the OSTER- 
IZER seats easily on 
motor drive — no 


FOAL nent mea ngeiae HUEY 


Look at all the wonderful things it can do to food and drinks 


Fresh fruits and vegetables liquified in- delicious potato pancakes. Blends drinks 
stantly into vitamin fresh, healthful juices. the professional way. Does all these things 
Purees beans or vegetables forsoups. Fruit and many more faster, easier and better 
for pies. Purees or chops food for babies. than any liquifier-blender on the market. 
Makes peanut butter, mayonnaise, salad Every home or apartment dweller is a 
dressings, spreads. Mixes cake, waffle prospect! Get your share of this big prof- 
batter. Grinds coffee, whole grain. Makes _itable market with the OSTERIZER! 


Recommended by GAYELORD HAUSER — world-famous diet and health authority 























Promote these steady department sales builders 
ee every item with exclusive wanted features 


——— 


> 


We'll be at the 
National Housewares 
Show. Visit us in 


OSTER Portable 
Mixer — the ONLY 
lightweight powerful 
portable mixer. Does 
every food mixing 


job. Price $16.95.* 


OSTER Massage In- 
struments — the 
ONLY suspended 
motor action Massage 
Instrument. Home 
model $29.50.* De 
Luxe Model $42.50.* 





Booths 946-948 


THE FASTEST-GROWING 
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OSTER Airjet Hair 
Dryer — the ONLY 
hair dryer with the 
efficiency and beauty 
of “jet” design. Price 
$19.95.* 


ELECTRIC HOUSEWARE 





NA 


My 


OSTER Knife Sharp- 
ener — the ONLY 
Double-Action Elec- 
tric Knife Sharpener 
on the market. Price 
$14.95.* 


*Prices subject to change without notice. 


LINE 


IN AMERICA 





ii NEW! 
BETTER! 
ébruan 


BECAUSE only bryant offers all these 
outstanding features that buyers want 


PLUS COMPLETELY AUTOMATIC TEMPERATURE CONTROL 





Four-Row Condenser Coil Assures High Heat Removal for Greater Cooling Capacity 


Blower Wheel Rather Than Propeller Fan for Circulation of Conditioned Air... 
Assures Quiet Operation 


Five-Way Air Distribution .. . All Ways at Once If Desired 

Steel (not plastic) Discharge Louvers . . . Individually Adjustable 

All Refrigeration Tubing Coiled for Vibration Elimination 

Low RPM Fan Motor for Quiet Operation 

Single-Knob Control for Recirculation, Ventilation and Exhaust Control 
All-Metal Room Cabinet... No Screws . . . Easily Removable 
Asphalt Protected Base 

Filter Removable Without Dismantling Unit 


na 4 


2646646464 4446 
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FEATURE FOR FEATURE 


bryant IS FIRST WITH THE FINEST IN 


a am i Oa 
Coal ae a Gyeumber” sinner comrort BRYANT HEATER DIVISION, A.G.E., | 


17825 St. Clair Avenue, 
Cleveland, Ohio 


1 am interested in becoming a Bryant Room Air Condi- 
tioner dealer. 


L.] Please send more information. 


[ Have the Bryant distributor call on me. 


NAME___ 





ADDRESS 


CITY 
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HOME APPLIANCES 


DIVISION 





AVCO MANUFACTURING 


CORPORATION 


introduces every 
new customer to Bendix knows that it takes properly conditioned 


water to wash clothes clean by any method. 
Bendix has tested Calgon—Bendix knows that 
Calgon eliminates hard water soap curds .. . 


gets clothes whiter, brighter. 

Bendix, and practically every other major manu- 

facturer of washing machines, recommends 
OR 





Calgon because Calgon permits their well-engi- 
neered clothes washers to consistently achieve 
their maximum cleansing action. 


Every Bendix Washer Leading 


leaving the plant Washer Wr onl 
today contains a recommen 


(gon! 
Sample of (al i gyre <3 | 


THESE READY-MADE CUSTOMERS 





TO FIND CALGON 
IN YOUR STORE! 


Thousands of new Bendix owners are being given 
a chance to try Calgon. In addition, millions of 
ads a month tell women how Calgon improves 
every kind of washing—in hard or soft water 
—with soap or detergents. 


It's your opportunity to build plus business .. . 
plus profits! 


Stock Calgon! Display Calgon! Give Calgon eye-level shelf space! 


Write for literature CALGON, INC. Hagan Building, Pittsburgh 30, Pa. 
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This is your 
ad Program 


1952 when you identify 


yourself with 





SBR RE Matt Ne OR RED ICR 


NEW “SELE-S Sl E LLING” 


ne ATR IE ALN 


WATER HOTTER 


Automatic water heaters— 
GAS AND ELECTRIC 


Do you know how many copies of “Saturday Evening 
POST” go into your town every week? Write White and 
find out. You'll be surprised! Monroe, Wisc., for in- 
stance, has 1,860 families—318 of them get the POST 
weekly. In Vincennes, Ind., 792 of its 5,167 families are 
regular POST readers! 


“Better Homes & Gardens,” “Good Housekeeping” 
and other magazines on White’s advertising schedule 
show equally intensive coverage of your prospects, in 
your town all year ‘round. 

GET THE FACTS! Ask your White distributor or 
mail coupon NOW for White's Proved Profit story and 


national advertising coverage of your own neighborhood 
prospects. Cash in on every advertisement! 


WHITE PRODUCTS CORPORATION 
Water Heating Specialists Since 1930 


MIDDLEVILLE * MICHIGAN 
EXPORT OFFICE: 201 N. Wells St., Chicago 5, Illinois 


Patented Copyright 1952, White Products Corporation 


EBEERERHEeR RES eee ee 
BB wuite propucts ConroRATION—Dept. M-1 


Profit Building yg “mom 


Re ee a ne advertising in oy wae 


L Promotions! Smplate “Wer Hater” Proved Prt sory. My busines ate 
wee, All White advertising has just one pur- 


pose: To make sales for you at a profit 
to you. Low cost tie-in promotions and 
material are provided to enable you 
to harness White national advertising 
and make it work for YOU. Mail cou- 
pon for complete Proved Profit story. 
Do it NOW! 
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NEW DEMONST |! 
ZOOMS 


Here’s the sensational 
feature that makes ‘General’ 
the most wanted floor 
machine...easiest to sell! 


‘GUIDE-A-MATIC BALANCE’ 
Try This on Your Next Floor Machine Prospect 
General 


First, emphasize ‘General’s’ amazing list of unequalled features, as listed in new 





Twin-12 witt Sales Manual shown on opposite page. Then —start the machine, and lay the handle 
° with 

2 waxing brushes \ flat on the floor. Now, point out the fact that here is the only floor machine that stays 
2 polishing brushes put! That won’t walk...won’t wander...won’t pull! Because ‘General’ is the only 


? 1 y >< e - . » e ° 9 
2 buffing brushes with floor machine with exclusive, time-tested ‘Guide-A-Matic Balance’! 


DOES ALL THESE JOBS EASIER! g 


postst™ 


SANDS SCRUBS 


2 replaceable lamb’s 
wool skins 
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RATION IDEA 
General SALES! 


FLOOR MACHINE 


New Haven, Conn. Dealer ‘Wraps Up’ 12 
General Floor Machine Sales at New Store Opening! 


Mr. K. J. Kobe, President, State 
Vacuum Cleaner Co., New Haven, 
Connecticut. 


“... And,” says Mr. Kobe, “it was ‘Guide-A-Matic Balance’ that 
helped clinch every one of those sales. As far as we’re concerned, 
the ‘Guide-A-Matic Balance’ feature is the hottest demonstration 
idea we've seen in years. It helps prove my long standing belief 
that floor machines can be sold in volume! We’re doing it with 
‘General’ every day at bigger unit profits, to boot!” 


New General Floorcraft Sales Manual! 


Get yours now! It’s bursting with brand new 
sales. tips! Packed with sharp, profit-building 
sales ideas! Actually, it’s a field-tested guide for 
big floor machine volume! Write today! 


THESE FEATURES MAKE ‘GENERAL’ THE 
QUALITY MACHINE AT THE LOWEST PRICE! 


Amazing “Guide-A-Matic Balance”! 
Balanced motor mounting, plus 
counter-rotating brushes means— 
No walk! No wander! No pull! 


Two buffing brushes with 2 replace- 
able, genuine lambs wool skins! 
Complete units not just felt pads! 


Extra-long bristles usable down to 
block! Outlasts others 3 to 1! 


Inter-meshing brushes cover a full 
12” section! Leave no unpolished 
center streak! 

All-metal styling! No paint or plas- 
tic to chip! No costly repairs! 
Extra-long 30-ft. cord. Rubber cov- 
ered, Underwriter approved! 
Powerful 4% h.p. AC-DC motor! 


Full-year guarantee! 


GENERAL FLOORCRAFT, INC. 
421 HUDSON STREET, NEW YORK 14, N. Y. 


. 


Twin-12 Twin-16 K-14 


GENERAL — FINEST FLOOR MACHINES EVER MADE FOR HOMES, BUSINESS, INDUSTRY, INSTITUTIONS 
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FULL HOUSE 
THATS HARDTOBEAT! | 


When you add the convenience and automatic performance of an Electric Water Heater 
to these other automatic work-savers, you've got the ideal combination. Tell your 
customers why! 











The facts are at your fingertips: 





Easy Installation — No flue or vent, so installation can be made 


anywhere. 
LL Economy — Installation is made close to where hot water is needed, 


resulting in short hot water lines that minimize radiation losses. 


FLEC RIC Long Life — Rugged construction insures years of service. 


Full Insulation on top, bottom and sides reduces heat loss, keeps 


jacket cool to the touch. That means: 

Clean, Safe, Fully Automatic — Install it and forget it. 
Install the type of Electric Water Heater For you—“big ticket” profits, a minimum of service calls, and a 
that best suits the job —tank or table-top. longer list of satisfied customers. 
Be sure to sell a size that’s adequate. 


ELECTRIC WATER HEATER SECTION 
| Electrical Manuf s Association, 155 East 44th Street, New York 17, N.Y. 





They're what people want! oe 








ALLCRAFT + BAUER « BRADFORD + CRANE-LINE SELECTRIC +» CROSLEY - DEEPFREEZE - FAIRBANKS-MORSE 
FOWLER «+ FRIGIDAIRE + GENERAL ELECTRIC + HOTPOINT + HOTSTREAM + JOHN WOOD 
KELVINATOR + LAWSON + MERTLAND + MONARCH + NORGE + PEMCO + REX + RHEEM 
SEPCO + A.O.SMITH + THERMOGRAY + TOASTMASTER + UNIVERSAL + WESIX + WESTINGHOUSE 
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Why try to sell washers that other dealers can duplicate, and where price is the only 
deciding factor? When you sell Barton, you eliminate competition and get the proper price 
and make your full profit. Every prospect will appreciate Bartons Exclusive Features 

Distinctive and exclusive features increase in importance as competition gets poten wathe 
tougher. Protect your position with features that only Barton can provide eé. 1 ferrites. TA 


Water Deflector Tub 





Distinctive Water Deflector Tub— 
provides extra water currents— 


assures cleaner clothes. 


* 


3-Speed 
Washing and Wringing 


Correct washing speed for various 
fabrics—adjustable wringer speed 


to allow more time for rugs and 








other heavy, bulky articles. 


* 


Double Duty Agitator 


Double Duty Agitator permits 
washing of smaller pieces in sepa- 


rate compartment. A real time saver. 
* 


Tested trouble free transmission— 


with an exceptionally liberal Life- 





time Guarantee. 


For nearly a quarter century, dealers have retained 
. THE BARTON CORPORATION 
—_ on Bartons because of the freedom from service. sii aes West Send, Wiecensl 
is is particularly important with growing man-power Stones cond Gill Sfermatien on Bates Wenhewe. 
shortage, and high cost of service calls. 


Firm Name 





Visit the Barton display, 549A, American Furniture Mart... Janvary 7 to 18 


THE BARTON CORPORATION 
WEST BEND, WISCONSIN 


Address 
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4 fine names 





under one leadership 


Everhot and Manning-Bowman, long fine appliance names 
in their own right, now join with ‘Toastmaster’ as members 
of the McGraw Electric Company family. Tested sales policies 
will direct their distribution. Aggressive merchandising meth- 
ods will expand their popularity. Sound advertising strategy 
will help create demand. 

In short, what McGraw Electric Company has done to make 


the ‘“Toastmaster’’ brand attractive and profitable to the trade, 


McGraw Electric Company expects to do for Everhot and 
Manning-Bowman. 
ry ry y 

Both Everhot and Manning-Bowman give wholesalers and 
retailers a wider range of wanted items to sell—good products 
made more salable because ‘Toastmaster’ experience helps 
guide their marketing. You should investigate both lines—now. 
They'll fit right into your profit picture! 


Automatic Roasterette. Thermostat 
range from 150° to 500° F. Exterior is white 
heat-resistant enamel. Trim is black and pol 
shed aluminum. Five-quart aluminum inset 
pan has tarnish-resistant finish 


Ray-Vector Heater. Polished alumi- 
num reflecting planes give maximum dis- 
tribution of radiant or circulating heat. Ad- 
justable for vertical or horizontal use. Safety 
switch turns current ‘off’ should heater up 
accidentally. 


Two-Burner Rangette. Fries or boils 
fast on either burner; broils or toasts in 
lrawer. Exclusive interlocking three-heat 
switches prevent circuit overloading; no spe- 


/ 


cial wiring needed. With aluminum griddle. 


Automatic Electric Blanket. Exclu- 
sive Comfortrol permits temperature adjust- 
ment in thé dark by sight, sound, or touch! 
Soft, easy-to-launder Therm-O-Loom textile 
in Rose Petal, Dusty Blue, April Green. 


Two-Heat Roasterette. A roaster, 
casserole, cooker, and food warmer, all in 
one. Acid-resistant inset pan is of heavy- 
gauge porcelain enamel steel—holds three 
quarts. Genuine Fiberglas insulation. 


RHOT 


Air-Flo Fan Heater. Four-blade fan 
Circulates warm air 
over a wide area, Light-brown enamel finish 
with copper-plated grille. Light in weight, 
yet completely stable. 


ind motor are quiet 


Heater & Air Circulator. Removable 
base transforms cool-air floor circulator into 
fan heater. Exclusive Miracle Disc provides 
as much as a 50-degree temperature range. 
Two-way switch for fan or heater 


De Luxe Roaster-Oven. Cooks a 
complete meal at one time. Has observation 
window, self-adjusting steam vent, adjust- 
able lift rack, and remote-contro! cover lift. 
Smart in white, black, and gleaming metal. 


Me GRAW ELECTRIC 
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Head of the family—the “Toast 


master’* Toaster! Presold as no 








“Waldorf” Waffle Baker. Has pre- 
seasoned grids to minimize sticking. Beau 
tiful chromium-plated finish with contrast- 
ing black handles of always-cool plastic. 
Bakelite feet prevent marring. AC-DC, 


other toaster is or ever has been 


A merchandising magnet that pulls 


in business and helps you sell other 


haseskmesrlamvelemertea' 


Smokeless Table Broiler. Beautiful 
chromium finish. A smart table accessory 
High heat for broiling chops, chicken, sau- 
sage; baking muffins; or toasting sandwiches 
Low heat to keep foods hot. AC-DC. 


Regent”? Automatic Combina- 
tion Grill. Bakes waffles or toasts sand- 
wiches. Signal light shows when current is on 
and when food is ready. Chrome-plated; 
cool plastic handles. 


Manninc-Bowman 


Long Last Percolator. Modern, spher- 
ical styling in chromium with blonde maple 
handle. It is chromium lined and has a drip- 
less spout. 8-cup size. 9%” high. AC-DC. 


Kernel Korn Popper. It's automatic 
Clear glass cover shows corn popping away 
inside. Insulated handles. Bright lustre fin 


ish. Nichrome-coil electric stove. AC-DC. 


Portable Food Mixer. Upright design 
for easy use in deep pans. Three speeds. 
Enclosed 1%-qt. bowl prevents splashing. 
Two removable beaters. Stores in small space. 





COMPANY... Eloin, Mlinois 
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on the floor...at home... feature-packed 


COLEMAN 
HEATERS 


NEW low prices! 


Coleman prices are down—right across 
the board! 


NEW models! 


A profit parade headed by the style-setting 
Coleman shown at the right! 


NEW promotion! 


Unites manufacturer, distributor and 
dealer for steamroller sales push! 





MODEL 873 


Powerful style beauty. 55,000 BTU output with 
exclusive Fuel-Air Control that saves up to 25% on fuel costs. 


BIGGEST ADVERTISING CAMPAIGN! 


Large space in The Saturday Evening Post, Better Homes 
and Gardens, American Home and other national magazines. 


SEE YOUR DISTRIBUTOR for more details on Coleman’s 
nation-wide Promotion Program. 


COMFORT COSTS SO LITTLE WITH A 


AMERICA’S LEADER 
IN HOME HEATING 





ALL MODELS APPROVED BY NATIONALLY MECOGNIZED TESTING LABORATORIES The Coleman Company, Inc., Wichita 1, Kansas 
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BIGGEST BUY 
IN TV TODAY! 


| \ 3-way combination 


~TV-AM RADIO-all- 








THE STARLIGHT— 
Model RC-1720 


ee bb. aa 
> Guaranteed by ~ 
Good Housekeeping 
¢ y TELEVISION 


S245 aoveansin HSS 





T- 
HAVE EXPRESSED RESEN 








RETAIL 
INCLUDING 


SEE US AT THE FURNITURE SHOW NOW ONLY FED. EXCISE TAX. 


JAN. 7-18, SPACE 1755-56 
FURNITURE MART, CHICAGO 
rf ———— COMPARE THIS RAYTHEON VALUE———— 
WITH OTHER BRANDS OF COMPARABLE QUALITY 
Brand"A"......$399.95 Brand "D"”......$429.95 


Brand “B" Brand "“E”....... 549.95 
Brand "C"....... 395.95 


| 

1 

1 

: 

| YOUR CUSTOMERS SAVE FROM $10 to $180 OR MORE! 
is 


- 
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1 YR. WARRANTY 
NO EXTRAS 


TELL IT! SELL IT! PROFIT! 


Belmont Radio Corp., Subsidiary of RAYTHEON MFG. CO. 
5921 W. Dickens Ave., Chicago 39, Ill. 


© Belmont Radio Corp. 
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This Week Magazine Announces... 


a new sales and advertising 


electric 





THE product of a year’s intensive work — with the whole-hearted participa- 
tion of 14 leading manufacturers and 584 NAED members — THIS WEEK’s “ELECTRIC 
HOUSEWARES INDEX” (EHI) details where and how electric housewares are sold. 


To manufacturers and their advertising agencies EHI brings a clearer 





picture of the multiple distribution pattern of electric housewares... and provides a 


sound basis for realistic sales and advertising planning. 





ALLL of the EHI facts and material described are contained in a short 


presentation that can be shown to individuals or groups on request. An inquiry to the THIS 





WEEK office nearest you will bring prompt attention. THIS WEEK Magazine, 420 Lex- 
ington Avenue, New York 17, N. Y. Other offices in Boston, Chicago, Cincinnati, Detroit, Los 


Angeles, Philadelphia and San Francisco. 


ame © 
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NS PRINCIPAL MARKETS WITH MARGINAL COUNTIES FOR DISTRIBUTORS’ 


ELECTRIC HOUSEWARES SALES TO RETAILERS 


guide for 


housewares 


a yardstick for SALES... 


MARKET MAP — shows the principal 
markets and marginal counties within 
which the bulk of distributors’ sales are 
made to retailers. 


THIS WEEK’s ELECTRIC HOUSEWARES 
INDEX — a detailed market-by-market, 
city-by-city analysis of sales potentials 
in order of importance. 


a yardstick for ADVERTISING ... 


CIRCULATION ANALYSES OF LEADING 
MAGAZINES — market-by-market com- 
parison of circulations of leading 
magazines in relation to distribution and 
sales of electric housewares. 


In 1952 OVER 10.2 MILLION FAMILIES: 
OVER 24.1 “MILLION: ‘PEOPLE 


th ASiHAM 4 Lae shee? a S te p 


bay te 
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lronrite Automatic lroner 
Model 85 (Closed-top Model) 


No business ever died from a backlog of orders 


Along with our distributors and dealers, we at the factory are 
“bleeding at every pocketbook pore,” because we can’t cash in on 


the clamorous demand for our product. 


But, dark as the cloud of our present frustration is, it does have the 
proverbial silver lining . . . literally millions of women the nation 


over have been sold by television demonstrations of Ironrite’s 


exclusive features, to a point where they won't settle for less. 


Sure, some won't wait; but many, many thousands will . . . and 


remember, NO BUSINESS EVER DIED FROM A BACKLOG OF 


lronrile 


AUTOMATIC IRONER 


IRONRITE INC. ¢ MT. 


We are all better off with a shortage of product now than a shortage 
of prospects later. Battle-wise dealers, who have seen situations 
like the present one change over night, are picking the best prospects 
from the many they have for further cultivation. Out of this work, 


they are building prospect lists that are sure to pay off . . . big. 


Meanwhile, we shall continue to turn out every possible machine 


and to divide our production fairly. 


Thanks for being loyal and patient . . . and a Happy Ironrite New 


Year to all of you. 


CLEMENS, MICHIGAN 
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Bright idea 
for the 
hours of darkness 


Feature and Push 
these top-quality 
Ray-0-Vac items 


vo {NY : cm 
fi > La and 
te atm, © Nem 
BVA AAA IS dd WOON 


ei 


BRIGHTEN UP YOUR SALES PICTURE DURING THE “HOURS OF DARKNESS”. 


LONG NIGHTS; and weeks and months 
of fall and winter darkness mean at least 
three times as much business for enter- 
prising Ray-O-Vac dealers. 

A big Ray-O-Vac advertising campaign 
is reaching millions of prospective bat- 
tery and flashlight users... reminding 
them that Ray-O-Vac flashlights and bat- 
teries give ‘Light when you need it.” 

These are the months and the time for 
you to cash in with more sales on these 
finest of products—Ray-O-Vac batteries 
and flashlights. 


MADE FOR SERVICE 


Here’s the finest flashlight battery you can 
sell. The famous Ray-O-Vac LEAK PROOF 
flashlight battery with the famous guaran- 
tee. Sealed in steel, top, bottom, all around. 
These batteries stay fresh for years. Guar- 
anteed customer satisfaction. 


RAY-O-VAC FLASHLIGHTS 


A complete line of top-grade consumer and 
industrial flashlights. 2-and-3 cell. Super- 
beam. Safety control flashlights. Prefocused 
lamps. Suitable for every need. Handsome, 
durable, make an eye-catching, traffic-stop- 
ping display in your store. 


. . WITH RAY-O-VAC 


RAY-O-VAC COMPANY, MADISON 10, WISCONSIN ® RAY-O-VAC CANADA, LTD., WINNIPEG, MAN. 


1952 











Lets stop 


ae \ 


yf turning 


- our backs 


; — 
a WAG ~~ 


236,516,250 


Ona 


business! 





OUR CUSTOMERS spent a total of $236,516,250 for vacuum clean- 
¥ ers in 1951— more than they spent for many of the other 
appliance products you sell. 


But you—the appliance retailer—have never received your 
proper share of this business. 


There hasn’t been much you could do about it until now. His- 
torically (and we admit it) you haven’t had the product and the 
advertising and merchandising support you needed to induce your 
customers to buy their vacuum cleaners in the same place they 
buy all their other appliances: your store. 


But 1952 is the year you will have a complete line of superior 
G-E Vacuum Cleaners—at real value—pre-sold through the big- 
gest magazine and television advertising program in vacuum 
cleaner history—plus a complete co-operative advertising program 
—and a complete merchandising and promotion program. 





This is your year to make the cleaner business a part of the 


great retail appliance business—to put the profits where they 
belong—in your store! 


Are you with us? Call your G-E distributor today, and say: 
“Count me in!” 


General Electric Company, Small Appliance Division, 
Bridgeport 2, Connecticut. 


You Can Put Your Confidence In — 


GENERAL @@ ELECTRIC 
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. 
CREDIT PLAN 


Vig Move SAEs 
ve PROFITS 


Move. SAstED 
CUSTOMERS 


COMMERCIAL ¢ 
REDI 
CORPORATION 


EIGHT WAYS BETTE! 


Wholesale Financing 

Fast Credit Approval 

life Insurance Protection 
Property Insurance Protection 
Automatic Sales Follow-up — 
Tested Collection Service 
Builds Customer Good Will 
Nationwide Facilities 


os ~ n° a 


Commercial Credit financing “know-how” 


improves dealer prospects for 1952 


The Commerciat Crevit PLAN is designed to protect 
your profits and to help you close more sales. After many 
years of working closely with thousands of distributors 
and dealers on the financing of millions of home appli- 
ances, COMMERCIAL CREDIT has gained the respect of 
dealers and customers alike. You can depend on 
COMMERCIAL CrREpDIT for financing as usual during 
times of plenty, times of shortage . . . in war, peace, 
prosperity or depression. As a result, the COMMERCIAL 
CrEpDIT PLAN is used to finance more appliance sales 
than any other national financing plan. Ask your distribu- 


tor for a copy of COMMERCIAL CREDIT’S book “ For More 
Sales, More Profits, More Satisfied Customers’’. . . or 
phone the Commercial Credit office nearest you. 


COMMERCIAL CREDIT 
CORPORATION 


A subsidiary of Commercial Credit Company, Baltimore 
... Capital and Surplus over $100,000,000 ... offices 
in principal cities of the United States and Canada. 


JANUARY, 





1952-—-ELECTRICAL MERCHANDISING 


ADJUSTABLE UPPER RACK... 


Just look at the extra 
4 large capacity of a 


) Another KitchenAid 








Dishwasher. Adjustable 

upper rack is in the “low” 

position. Note the two-track 

position on the upper rack. \ j 
\ 


“ 
That’s the secret! The rack is 


positioned on either the upper 
or lower slide, depending upon 


loading conditions required. 
Changeover is a matter 
of seconds! 





*Patents Pending 


Here’s a home dishwasher feature that’s 
really years ahead. The KitchenAid inde- 
pendent loading rack always was recog- 
nized as the finest made. Now, new, adjust- 
able, two-position upper rack adds new 
convenience ... new usefulness that users 
will rave about. 

Just picture the sales-making demonstra- 
tion you can put on with this new feature. 
Show them the rack in the “low” position... 
show them the terrific capacity they’ll get 

. capacity enough to wash all the dishes, 


os 


The products of the Electric Housewares Division of The 
Hobart Manufacturing Co., KitchenAid Food Mixers and 


plates (up to 105%” size), silverware, glasses 
and pots and pans for the average family 
meal at one time. Demonstrate, too, how the 
“low position” gives them the added space 
in the top rack to handle all those tall glasses 
and long-stemmed goblets that so many 
special occasions require. 


Then, show them how easy it is to remove 
the adjustable rack and place it in the “ high” 
position. Now, they have plenty of space in 
the lower rack to handle those large size plates 
for special dinners. And, there’s still plenty of 


attachments, KitchenAid Electric Coffee Mills for the 


home, will be demonstrated at the National Housewares 


Show, Booths 197 and 199, Jan. 17 to 24 at Chicago's 


Vin 
My 


y 
| 








Here’s the rack in the 
“high” position. Note the 
clearance between dinner 
plates and the upper rack. 
And, there’s still plenty of 
“load” capacity. 





upper rack space for smaller glasses and pots. 

Remember to demonstrate that, in either 
“high” or “low” position, both racks still 
glide in and out independently for fastest, 
safest loading. 

And, finally, demonstrate exclusive Hobart 
revolving wash and rinse. . . circulated hot air 
drying .. . the plate warmer feature . . . and 
you’ve sold them on KitchenAid ...the home 
dishwasher that’s years ahead. KitchenAid 
Home Dishwasher Division of The Hobart 
Manufacturing Company, Troy, Ohio. 


KatchenAt 


THE FINEST MADE BY 


Navy Pier. Come in and see our demonstration. 
World’s Largest Manufacturer of Food and Kitchen Machines 
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DORMEYE 


—\ 


FEATURING THE 


| 

| FRI-WELL 
TODAY'S FASTEST-MOVING 
KITCHEN APPLIANCE! 


: 
; 





_ 


i 


Fri-Well...a record-breaker in '51... 
a positive sell-out in '52! Housewives every- 
where are demanding the Fri-Well with safe 


“Drain-Away” faucet, extra large capacity, auto- 
matic thermostat control. See it, sell it... profit 
with Dormeyer in '52! New recipe book in- 
cluded. Dormeyer Fri-Well Model 5800. 


i ie 





MARVIN E. ALLESEE 
Vice President and Director of Sales, 
Dormeyer Corporation 









— ; od 






| Ill take the New sas 
Dormeyer Blender [Ss 8¥% 
and Toaster for 

added business! 


e 
— 
seems ¥ 















































ock the Dormeyer Toastmaker. 
p,"" electric timer for all 
umb tray, satin chrome 
's want in an elec- 


er Model 6500. 











Hundreds of new sales possibilities—hundreds of 
new uses. The beautiful new Dormeyer Blender liquefies, 
shreds, chops, churns, purees, grates, grinds, blends, mixes, 
beats, whips—in seconds! All of your customers will want 
to know about modern “cold cooking” with vitamin-sav- 
ing, cost-cutting Dormeyer Blender. Complete new 
recipe book included. Dormeyer Blender Model 5900. 










Dormeyers famous 
mixers beat. all 
for steady 

best selling! 


% 


4 q 
. 4 


















al for your special pr tions, 
the power of the famous Dormeyer name 
ind it. The popular Dormeyer Meal-Maker, 
with electric food grinder and built-in power 


drive, should be a “staple” in your ‘52 appli- 














ery- ance plans. Dormeyer Meal-Maker Model 5000. 
afe 
uto- 
rofit e 
in- grinder at no extra cost, buili-in 


Brive, 10 recipe-tested speeds, automatic 
Ster release—a few of the features that make 
the Dormeyer Food-Fixer first and still the finest 
in the field. Complete cook. book, new edition, 
included. Dormeyer Food-Fixer Model 4200. 


Ls e 
-—_ ) * ‘ 


JORMEYER ‘ix 


DORMEYER CORP... 430C N. KILPATRICK AVE., CHICAGO 41,1LL. © FOX AGENCIES, LTD., PORT CREDIT, ONT. 


























DOUBLE YOUR ZENITH SALES 
WITH JUST 10 MAGIC MINUTES! 


Now you can get MORE sales—INSURE customer 
ont Zenith has it on every 1952 Model. It's o Zenith exclusive that really means sati sfaction —_ PROTECT your profits —_ with just 


omething to television prospects. Thanks to a special “Bulls Eye Tuner Knob" —built into 


Zenith's famous Miracle Turret Tuner— every 1952 Zenith can be custom tuned—on 10 minutes installation time! 


every individual station—for the customer's individual location! 
And custom tuning is permanent—yet it's simple! You can do it—any of your men : ° o ‘ oes . ° 

con do W—with jest © ow elnutes proctice. Now—in 1952 Zenith television—comes a magic formula spelling far 
This profit-loaded feature ties in with Zenith's "Electronex" Tube, provision for UHF, more business for you! 

F k t t Proof j inati : : Toni . 

aA , and Dust Proof Screen to give you the biggest selling combination For Zenith—and Zenith alone—gives you this sales-packed, profit-packed 


provision for custom tuning. It’s quick, simple, complete, convenient— 

permanent! Just 10 minutes of your time at installation gives your pros- 

pects a feature they'll buy on the spot. A feature that can double your 

Zenith sales—that saves you hour upon hour, dollar after dollar of the 

costly “‘call-back” servicing you ordinarily waste for dissatisfied customers. 

All that for just 10 minutes installation time? RIGHT! It's Zenith custom 


Soe tuning—the ten magic minutes of television. See your Zenith distributor 
ADIO about it today! 


tons orstancte RR 
and TELEVISION 
Zenith Radio Corporation, Chicago 39, Illinois - Also Makers of Fine Hearing Aids 
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MORE SOUTHERN 
URAL FAMILIES READ 
FARM and RANCH- 

SOUTHERN AGRICULTURIST 
THAN ANY 
OTHER MAGAZINE 


Saeed 


YOUR DIRECT LINE TO MORE BUSINESS CIRCULATION GUARANTEE 


IN THE ELECTRIFIED SOUTH... 


Electrified farm and ranch homes in the | 290 ooo 
South and Southwest total more than all if ag 
those in the North Central and Western 


states put together . . . and Farm and Ranch- e Farm magazines are No. 1 publications influencing sales 
Southern Agriculturist subscriber homes and 


with electricity number more than the total 
pri saa the merece of any — e FARM and RANCH-SOUTHERN AGRICULTURIST reaches more 
magazine, is great market 1s your market 
when the grodecta you esl ese geocsld ta people with more money in the rural South than any other 
the pages of Farm and Ranch-Southern magazine... 


Agriculturist! It puts your product story in more Southern homes, at less 
cost, than any other magazine! 


It’s that simple—more readers mean more buyers. 
Write, wire or phone for the number of Farm and 
Ranch-Southern Agriculturist subscribers in any 
Southern or Southwestern county. Compare these 
figures with those of the second farm publication— 
and you'll be convinced! 


New York 17 Atlanta 3 Dallas 2 
122 E. 42nd St 1036 Peachtree N.E 2027'/ Young S$ 


Eigin 1800 Riverside 1181 
MUrray Hill 5-6815 


Farm and Ranch 

Publishing Co Los Angeles 17 San Francis¢o 3 
Chicago | Simpson-Reilly, Ltd Simpson-Reilly, Ltd 

318 Murfreesboro Rood : 318 Halliburton Bldg Gia Ginored Yoana 

Nashville 10, Tenn 333 N. Michigan Ave 1709 W. 8th St 703 Market St 


Telephone: 42-5511 Dearborn 2-5182 DUnkirk 8-1179 Douglas 2-4994 
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A MESSAGE TO AMERICAN 


INDUSTRY °» 


ONE OF A SERIES 


Our Defense Program 
Faces a Crisis 





A major crisis will soon confront our defense 
program. 


It is not a crisis in raw materials. To find 
enough materials, from steel to cobalt, for de- 
fense production is a serious problem. But it 
is one that is being solved. 


It is not a crisis in manpower. Shortages of 
workers with special skills hamper production, 
but these shortages are being relieved, slowly. 


It is not a crisis in manufacturing capacity. 
American industry’s record-breaking expan- 
sion is, with very few exceptions, keeping 
abreast of defense needs. 


The coming crisis will be one of finance. It 
will rise from our failure to provide the means 
to PAY FOR the defense program we now have 
under way. 


A $15 Billion Deficit? 


Congress has approved a defense program 
which is scheduled to raise total federal spend- 
ing in the year from June, 1952, to June, 1953, 
to somewhere between $85 and $90 billion. 
Additional appropriations for more air power 
and atomic development, which are now pro- 
posed, would add several billion dollars. 


But Congress has not approved a tax plan 
to match such spending. With the new levies 


enacted in this session, tax collections during 
the 1952-53 fiscal year are estimated to fall 
somewhere between $70 and $75 billion. That 
would be roughly $15 billion short of balancing 
the budget. If the defense program is expanded, 
the deficit will be that much greater. 


We have not yet felt the impact of the crisis 
that would accompany a federal deficit of this 
magnitude. Federal tax collections currently 
are big enough to balance federal expenditures. 
But the defense program is scheduled to boost 
the annual rate of federal expenditures $25 
billion in the next year, 


To Meet the Crisis 


By January the crisis will be clearly in sight. 


Then the President will present his budget. 
After that, Congress must act to close the broad 
gap between government income and govern- 
ment spending. If it fails to do that, the whole 
defense program will be menaced by weakness 
in its financial foundations. That weakness 
might well take the form of another destructive 
wave of inflation. 


We have three ways to meet this crisis. 


The best approach, of course, is to cut unes- 
sential expenditures. That can make a real dent 
in the deficit. The second is to collect more 
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taxes. The third, and by all odds the most dan- 
gerous, is to have the federal government meet 
its deficit by going deeper into debt. Borrow- 
ing, which might feed inflation, can easily lead 
to disaster. 


Near Income Tax Limits 


It will not be possible to raise taxes to meet 
the deficit merely by increasing further the 
rates on corporations and on persons in the 
upper income brackets. Congress has about 
scraped the bottom of that barrel. 


The Senate Finance Committee said as much 
in reporting this year’s tax bill. The Commit- 
tee reported that it had “serious doubts as to 
the feasibility of raising any substantial addi- 
tional amounts of revenue from income tax 
sources.” The Committee observed that recent 
tax legislation brings the burdens of most cor- 
porate and individual income taxpayers close 
to the World War II peaks, and actually carries 
the rates paid by many taxpayers above those 
peaks. 


Our ramshackle federal tax system must be 
thoroughly overhauled in order to broaden the 
tax base if it is to produce more revenue — 
without doing much more harm than good. 


The shocking fact is that no one seems ready 
to act along any line that might enable us to 
surmount the crisis. 


That fact of itself aggravates the coming 
crisis. And next year’s presidential election 
doesn’t make it any easier to move effectively. 
Both parties will shrink even more than nor- 
mally from backing any program that might 
irritate any considerable number of voters. 


If we are to meet this crisis on the tax front 
in an orderly way, the technical work should 


be in progress right now. To a large extent it 
is being ignored. 


If we are to enforce the vitally essential pro- 
gram of government economy, there is the 
same urgent need to get under way the spade 
work that is required. 


And if—as a last miserable expedient — we 
decide to let the federal government drift 
deeper into debt, it must have a well-developed 
program of borrowing from individuals and 
other investors, such as insurance companies, 
rather than from the commercial banks. Bor- 
rowing from commercial banks might speedily 
translate the deficit into more and more price 
inflation. No adequate program of borrowing 
from savings is now in sight. 


Now Is the Time 


It is possible, of course, that international 
relations may improve sufficiently to make it 
safe for us to slow down the rearmament 
program. If that should happen, the fiscal crisis 
would not be so critical. But that kind of good 
fortune has been notably absent in recent years. 


Lenin, patron saint of Communism, is 
quoted to the effect that to destroy a political 
and social system such as ours “you must 
debauch its money.” 


We shall set democracy to digging its own 
grave if, through our preoccupation with poli- 
tics during the presidential campaign, we pave 
the way for further debauchery of our money. 


If we really want to avert that disaster, now 
is the time for us to get going. 


Once the crisis is full upon us, it will be toe 
late. 


McGraw-Hill Publishing Company, Inc. 
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Here’s how 


DEALERS WILL PROFIT 


from the new 


association 


THEY WILL PROFIT through the new strong alliance of Watch for the new 4-color advertising 
the world-famed International Telephone and Telegraph Se Cereery eae Saree oes 


Corporation and the pioneer Coolerator Company. 


THEY WILL PROFIT by the remodeling, expansion and 


modernizing of Coolerator’s plant facilities. 


THEY WILL PROFIT by the styling-up and improving of 


Coolerator’s line of refrigerators, ranges and freezers. 


THEY WILL PROFIT by the current program, backed by 
both IT&T and Coolerator, of strong national advertising, 


sales promotion and merchandising. 


For full details on Coolerator appliances, see your local 
Coolerator distributor or write today to The Coolerator 


Company, Duluth 1, Minn. 


Ask about a Coolerator franchise now! 


a1 ® 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York, N. Y. 
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The Year Ahead 


Credit restrictions, housing cutbacks and materials short- 


ages will hamper progress, but increasing purchasing power 


means a high level of demand for the appliance, radio and 


television industry 


“\ LECTRICAL appliance dealers 
kK can have a big year in 1952— 
but it will not be a year without 
worries. Credit restrictions will still 
hamper sales to some potential cus- 
tomers. Fewer housing starts will 
mean a smaller market among new 
home-owners. Reduced supplies of 
metals for civilian goods may cut the 
number of appliances dealers can get 
from manufacturers These are all 
special problems. 

Despite these problems, appliance 
sales overall promise to show an in 
crease. Incomes are rising. Consum 
ers will have more money to spend in 
1952 than they ever had before. If 
they sell aggressively, dealers can ex- 
pect that much of the added income 
will be spent for electrical appliances. 


DEFENSE AND INDUSTRIAL 
EXPANSION 


The defense program is the prime 
force behind this outlook. As the 
program is now planned, defense 
spending will rise fairly steadily 
through 1952, from an annual rate of 
about $45 billion at the beginning to 
a rate of about $65 billion in the clos- 
ing months. The increasing level of 
defense activity will assure high em- 
ployment, industrial production and 
personal incomes through the year. 

Business capital spending will rein- 
force these effects of the defense 
program, especially in the first half 
of the year. American business spent 
about $25 billion last year to expand 
ind modernize its plants and equip- 
ment, and would have spent more if 
enough steel, machine tools, and other 
equipment had been available. Ex- 
pansion programs delayed by short- 
ages will be completed in early 1952. 
Added to work already set, they will 
make capital spending particularly 
large in the next six months. 

High-level capital spending will 
keep employment and earnings high 
in the heavy manufacturing industries. 
These industries employ one-third of 
all American manufacturing workers. 
Add the people on defense work, and 
a big share of the labor force is prac- 
tically assured of big increases in the 
coming months. 
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CONSUMER INCOME 


Personal incomes will set a new 
record. Total personal income about 
$250 billion in 1951—may reach more 
than $270 billion this year. 

Higher incomes will come from 
three main sources. Expanding em- 
ployment is one. Wide-spread wage 
increases, led by the increase granted 
to the steel workers this winter, are 
another. And overtime pay in many 
industries will sweeten workers’ pay- 
checks. 

Consumers won’t be able to spend 
all this money, of course. Federal in- 
come taxes will take a bigger cut this 
year. But consumers will still be left 
with some $12-$15 billion more, after 
taxes, than they had in 1951. 


CONSUMER DEMAND 


The big question for electrical ap- 
pliance dealers is: What will con- 
sumers do with this money? In 1951, 
capital spending and the defense pro- 
gram sent consumers’ incomes to new 
records—yet none of the extra money 
was spent on appliances. Appliance 
sales actually fell below their pre-Korea 
level while consumers incomes were 
rising. 

This year promises to be different— 
and better—for these reasons. 

The defense program is now well 
under way—that’s one big difference 
between 1951 and 1952. Last year, 
industry was hampered by the switch 
from civilian to military production. 
Cutbacks in civilian production slowed 
down the increase in employment and 
consumers’ incomes. At the same 
time, inflation forced consumers to 
spend more for food and other neces- 
sities. All this contributed to the big 
drop in sales of electrical appliances. 

But now the big changeover to 
military production is just about com- 
pleted. Production of civilian goods 
has been reduced about as much as 
it will be, short of all-out war. As a 
result, the rise in defense expenditures 
should carry the economy along with 
it, lead to a higher level of general 
business and steadier sales of electrical 
appliances. 

Consumers’ savings won’t hurt ap- 


1952 


By the McGraw-Hill Dept. of Economics 


pliance sales in 1952 the way they did 
in 1951. Savings jumped from only 
4.3 percent of consumers’ income 
after taxes in the first quarter of last 
year to 9.5 percent in the second and 
third quarters. Appliance _ sales 
slumped while savings shot to their 
postwar peak. 

Barring another wave of scare buy- 
ing, consumers are expected to go right 
on saving at a high rate well into 1952. 
But savings are not expected to go 
much higher, and they may drop some- 
what as the year advances. 

That’s the key fact for appliance 
dealers. As long as consumers do not 
increase their rate of saving, most of 
their new income will be spent—and 
some of it should be spent for electri- 
cal appliances. 

Credit restrictions promise to inter- 
fere with appliance sales less and less 
during 1952. That’s the third big 
difference between last year and this 
one. There is a chance that an elec- 
tion-minded Congress will revoke 
Regulation “W” entirely. But even 
if consumer credit stays under con- 
trol, it won’t restrict appliance sales 
the way it did in 1951. 

The increase in consumers’ incomes 
is steadily weakening credit controls by 
making it easier to pay bigger down 
payments and larger monthly install- 
ments. And in the long run, controls 
will be weakened further by the 
present high rate of saving. Consum- 
ers are paying off their old debts and 
building cash balances that can be 
used to meet tougher credit require- 
ments in the future. 


OUTLOOK IMPROVING 


The effects of defense are not all 
favorable to appliance sales, however. 
Shortages of materials, due to demand 
from high-priority defense and indus- 
trial expansion projects, are unfavor- 
able factors. 

Metals shortages will hit appliance 
sales by reducing homebuilding this 
year. Homebuilders will be starting 
fewer housing units, largely because of 
material shortages. And they will also 
be finishing fewer houses, because 
there will be a smaller carry-over of 
uncompleted units from 1951. This 


means fewer sales of “white goods’’ to 
equip new homes. 

Government agencies have not yet 
settled on how much housing should 
be cut back. But officials of all 
agencies agree that starts will go well 
below the roughly 1.1 million recorded 
in 1951. The National Production 
Authority will allocate enough mate- 
rials for a rate of 850,000 housing 
starts at the beginning of the year, 
expects to cut these allocations later 
on. 

This does not mean that starts will 
necessarily go below 850,000. Im- 
proved supplies of materials may allow 
more starts toward the end of 1952. 
And politics may enter the picture. If 
cutbacks pinch too many homebuild- 
ers and prospective home-owners, Con- 
gress might step in to make more hous- 
ing activity possible. 

But, regardless of politics, fewer ap- 
pliances will go into new homes in 
1952. Considering the reduced carry- 
over of uncompleted houses, sales of 
appliances for new houses may go 
more than 20 percent below their 
level in 1951. 

Scarcities of key metals could cause 
another kind of problem for electrical 
appliance dealers. Dealers may have 
trouble getting all the appliances they 
can sell, especially if sales are unusu- 
ally high. 


GENERAL SHORTAGES UNLIKELY 


But the outlook now is a little better 
than it was a few months ago. Present 
inventories of finished goods, along 
with supplies of parts and materials 
left over from last year, will prevent 
serious shortages in the first half. Ris- 
ing production of the basic metals will 
make a greater output of appliances 
possible toward the end of the year. 
Spot shortages of some appliances are 
a distinct possibility; general shortages 
of all appliances now seem unlikely. 

All this adds up to a good year for 
electrical appliance dealers. Credit 
controls, housing cutbacks and short- 
ages of materials will limit the gains 
they can make. But the over-riding 
fact of increasing consumer purchasing 
power promises, a high level of electri- 
cal appliance sales, End 
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PRODUCT 





Sold 


Retail 
Value 


Sold 





Retail 
Value 


Sold 


Retail 
Value 


Number 
Sold 


Retail 
Value 








Number 
Sold 


Retail 
Value 





BLENDERS 
BROILERS 
CLEANERS, VACUUM: 
Floor Type ** 
Hand Type... 
CLOCKS 
COFFEE MAKERS. 
DEHUMIDIFIERS 





AIR CONDITIONERS, Room 
BED COVERINGS, Electric 


DISHWASHERS, Motor-Driven 
DRYERS, Clothes, Elec. & Gas 


FANS: 
Attic 
Desk and Bracket. 
Hassock or Floor 
Ventilating & Window 
FLOOR POLISHERS 


FOOD WASTE DISPOSERS 


FREEZERS, HOME 
FRYERS, DEEP FAT 


HEATERS, SPACE, Electric 


HEATING PADS 

HOTPLATES 

IRONING MACHINES 

IRONS: Total. . 
Automatic . 
Non-Auto. & Traveler. 
Steam 


KITCHEN CABINETS, Steel f 


Wall, Base, etc. 
Undersink 


LAMP BULBS & TUBES: To 


Fluorescent 

Incandescent 

Photo 

Miniature 

Christmas Tree..... 
MIXERS, FOOD 
OIL SPACE HEATERS 
RADIO 

Home Radios. . 

Portable Radios 

Automobile Radios... 
RANGES 
REFRIGERATORS 
ROASTERS 
SHAVERS 
TELEVISION. . 
TOASTERS: Total. 

Automatic..... 

Non-Automatic 


WAFFLE IRONS—SAND- 


WICH GRILLS 


Electric (Standard Size) 
Gas Engine. 
Small. 


tal 


_ WASHING MACHINES: Total 


WATER HEATERS, Storage... 


WATER SYSTEMS. . 


13,350 


967,000 

295,600 
2,500,000 
1,233,400 


1,206,800 


58,400 


1,852,000 


803,000,000 


487,000,000 > 


316,000,000 


338,000 
305,000 


7,100,000 


910,000 
275,000 
1,254,000 
225,000 
1,300,000 
1,996,100 
583,300 
1,412,800 


1,617,800 
1,137,600 
4,031,300 

106,300 


99,650 
175,000 





$57,028,000 
4,368,500 
12,000,000 
5,185,900 


8,508,300 


1,181,500 


1,540,800 
2,182,900 
1,024,000 
8,865,000 
13,747,500 
9,525,500 
4,222,000 


128,416,000 
98,396,000 


/ 
30,020,000 


6,084,000 
17,842,500 


250,000,000 


39,875,000 
215,688,000 
4,990,500 
19,500,000 


10,955,500 
7,338,500 
3,617,000 


6,966,600 
84,136,400 
74,401 ,800 

9,734,600 


9,137,900 





8,800 


1,084,600 

312,000 
3,227,000 
1,674,300 


1,502,000 


84,580 


525,000 


2,653,000 


975,505,000 


533,687,000} 


4414 818,000 


400,000 
358,115 


10,538,000 


1,400,000 
335,000 
1,900,000 
235,000 
1,200,000 


2,437,000 
960,000 
1,477,000 


1,426,800 
1,433,200 
1,329,300 
103,900 
11,000 
102,270 
211,145 


$62,840,000 
4,939,000 
45,490,000 
5,600,300 


10,589,000 


1,704,300 


2,194,500 
2,666,800 
1,0¢:3,200 
8,7 10,000 
17,568,000 
11,442,000 
6,156,000 


148,608,000 


107,508,000, 


18,411,250 
355,000,000 


49,245,000 
321,100,000 
5,475,500 
18,000,000 


16,778,000 
12,864,000 
3,914,000 


6,572,600 
100,519,000 
91,354,800 
9,164,200 
200,000 
9,024,300 


11,450 


1,340,600 

358,600 
3,600,000 
1,873,000 


1,681 900 


107,000 


931,500 
415,000 
175,500 
5,171,000 
2,597,000 
2,574,000 


1,115,476,000 
6,500,000 
568,026,000 


285,469,000 
236,041,000 
460,000 
390,000 


11,860,000 


2,200,000 


2,307,000 
995,000 
1,312,000 


1,545,000 
1,552,600 
1,454,800 

97,800 


125,000 
258,500 





528,000 


19,720,000 .. 


$73,156,000 
5,348,000 
17,600,000 
6,000,000 


10,663,000 


1,924,000 


10,219,000 
18,853,500 
12,959,000 

5,894,500 


21,060,000) 


355,532,600) 


62,775,000 
410,400,000 
6,084,000 
11,700,000) 
15,425,000 
12,040,000 
3,385,000 


7,073,000 
113,156,100 
104,486,000 

8,670,100 


10,125,000; 


33,000 


1,670,000 

383,000 
5,400,000 
1,941,250 


1,985,000 


116,800 


564,000 
1,117,800 
547,800 
259,000 
5,585,000 
2,900,000 
2,685,000 


1,322,135,000 
21,931,000 
675,383,000 
29,289,000 
339,773,000 


255,759,000 . 


510,000 
411 393 


13,700,000 


1,403,800 


1,646,400 
2,014,400 
1,892,400 

122,000 





$93,600,900 
5,726,000 
27,000,000 
6,783,300 


14,587,200 


2,044,000 


2,312,400 
3,633,000 
1,430,000 
14,489,000 
21,100,000 
14,790,000 
6,310,000 


11,220,000 
28,260,000 
469,636,000 
103,376,000 
542,500,000 
7:366,000 
15,950,000 
17,945,500 


14,295,500 
3,720,000 


7,899,800 
159,329,970 
148,556,150 

10,773,820 


17,015,000 


29,840 ....... 
200,000 $8,000,000 
800,000 9,800,000 
2,289,500 155,228,100 
80,000 1,505,880 
6,500,000 40,950,000 
5,000,000 43,150,000 


1,239,450 13,680,000 


203,080 92,877,000 


210,300 80,000,000 
25,000,000 
17,400,000 
11,560,000 
13,146,000 
82,959,000 
67,645,000 
15,314,000 


2,000,000 
2,900,000 


60,000,000 
18,800,000 
680,000 41,200,000 
1,304,545,000 285,405,000 
50,573,000 48,818,000 
726,105,000 149,287,000 
43,049,000 7,202,000 
329,271,000 70,143,000 
155,547,000 9,955,000 
1,500,000 47,265,000 
1,006,174 69,778,200 


1,153,450 
576,100 107,266,2 
2,100,000 434,700,000 

150,000 4,500,000 
2,115,000 35,955,000 

6,500 2,100,000 
3,500,000 41,489,000 
1,400,000 26,138,000 
2,100,000 15,351,000 


3,600,000 45,529,000 
2,123,980 256,283,580 
2,047,380 247,303,000 

76,600 8,980,580 


625,700 57,083,650 











** Vacuum cleaner figures, include new and 
for prewar, but from 1946 on represent new models only. 
metal cabinets not included. Oil space heaters based on Dept. of Commerce figures. 
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Radio, Television figures since 1947 represent production, estimated by Radio- 


Television Mfrs. Assn. 





JANUARY, 





1951 Air Conditioner Unit Figures from A.C.R.M.A 


1952—ELECTRICAL MERCHANDISING 


alue of 






APPLIANCES, RADIO AND TELEVISION 








Retail 
Value 


Retail 
Value 





PRODUCT 





42,900 
630,000 


255,000 


3,801 ,000 

186,400 
9,729,000 
2,963,000 


120,000 
58,000 


125,000 
3,555,000 


265,000 
185,000 
100,000 
607,000 


1,850,000 
2,140,000 
1,453,000 

599,300 
11,004,000 
8,495,000 
1,353,000 
1,156,000 
2,790,000 
1,775,000 
1,015,000 
1,705 ,044,000 
79,073,000 
831,241,000 
78,791,000 
444,911,000 
271,028,000 
1,220,000 
2,004,249 


14,484,500 
2,476,000 
3,029,600 
1,210,000 
3,400,000 

410,000 
2,500,000 
178,570 
5,019,000 
2,840,000 
2,179,000 


3,567,000 
4,281,000 
3,657,000 
126,000 
498,000 


$19,734,000 
26,460,000 


3,442,500 


285 368 ,000 
4,827,000 
69,076,000 
29,516,000 


30,000,000 
12,180,000 


15,625 ,000 
65 ,767,50C 


9,142,500 
9,250,00C 
12,500,00C 
200,310,000 


26,825,000 
13,910,000 
13,803,50C 
75,821,800 

121,215,00C 
93,645,000 

8,118,000 
19,652,000 
104,600,00¢ 
48 ,000,00C 
56,600,00C 
392,077,00C 
79,524,000 
174,477,00C 
13,702,000 

102,773,000 
21,601,000 
43,310,000 

165,079,970 


838,720,000 
87,420,000 


278,300,000 
867,000,000 
15,375,000 
43,750,000 
83,500,000 
62,015,000 
51,120,000 
10,895 ,000 


50,537,500 
575,814,000 
541,236,000 

18,144,000 

16,434,00C 


1 ,100,000-4.43 000,000 


730,000 


84,000,00C 





76,500 
675,000 
215,000 
280,000 


3,360,800 

289,920 
9,995,000 
2,700,000 


225,000 
92,000 


85,000 
3,470,000 


240,000 


175,000 
690 000 


1,300,000 
1,600,000 
1,225,000 

477,000 
7,360,000 
5,850,000 

700,000 

810,000 
3,236,400 
2,058,900 
1,177,500 

1,837,294,000 
79,400,000 
845,083,000 
143,602,000 
390,546,000 
378,663,000 
1,550,000 
1,234,865 


10,465,500 
2,642,700 
3,409,000 
1,600,000 
4,166,000 

675,000 
1,650,000 
975,000 
4,850,000 
3,650,000 
1,200,000 


3,670,000 
4,616,000 
4,195,600 
114,400 
306,000 
—T7840,000 
650,000 


$32,512,500 
29,025 ,000 
8,170,000 
5,026,000 


257,542,700 
7,106,400 
74,962,500 
33,870,000 
61,875,000 
20,720,000 


11,050,000 
60,725 ,0OC 


9,000,00C 


21 ,000,00C 
220,800,00C 


16,900,000 
10,800,000 
10,964,00C 
71,550,000 
94,392,500 
75,1757,50C 

4,865 ,00C 
13,770,000 
124,776,70¢ 
57,649,200 
67,117,500 

406,605,000 
80,059,000 

179,411,000 
24,125,00C 
87,908,000 
35,102,000 
58,105,00C 

103,305,100 


613,470,000 
78,170,000 


376,000,000 
1,239,160,000 
25,312,500 
32,175,000 
383,500,000 
78,315,000 
71,175,000 
7,140,000 


57,114,000 
756,184,800 
726,404,400 

17,846,400 

11,934,00C 
137,800,000 

89,050,00C 





95,500 
440,000 
175,000 
260,000 


2,889,500 
191,000 
6,110,000 
2,450,000 
25,000 
160,000 
105,700 


76,500 
2,776,000 


255,000 


155,000 
485,000 


835,000 
1,350,000 
820,000 
307,350 
6,310,000 
4,850,000 
495,000 
965,000 
2,132,000 
1,320,000 
812,000 
1,756,665 ,000 
72,068,000 
814,401,000 
155,066,000 
330,102,000 
385,028,000 
1,375,000 
741,412 


6,619,900 
1,351,300 


3,437,800 . 


1,056,000 
4,450,000 

350,000 
1,725,000 
3,000,000 
4,200,000 
3,450,000 

750,000 


1,960,000 
3,200,000 
3,065,000 
35,000 
100,000 
695,000 
600,000 


$39,155,000 
16,500,000 
6,562,500 
4,667,000 


221,794,300 
5,355,138 
39,715,000 
39,300,000 


44,000,00C 
24,317,200 


9,562,500 
51,356,000 


9,817,500 


20,925,009 
162,475,000 


9,602,500 
9,112,500 
6,519,000 

43,028,300 
81,639,500 
62,807,500 
3,440,250 
15,391,750 
83,852,800 
36,432,000 
47,420,800 
389,980,000 
72,700,000 
173,000,000 
26,080,020 
80,600,000 
37,700,000 
51,562,50¢ 
60,054,300 


304,990,000 
40,470,000 


242,880,000 
1,134,750,000 
13,125,000} 
37,087,500} 
970,000,00C 
73,290,000) 
68,827,500 
4,462,500 


30,205,000 
534,178,000 
525,188,000 

5,390,000 
3,600,000 


90 350,000] 


78,900,000 





195,000 
685,000 
225,000 
295,000 


3,529,400 


318,500 


95,000 
2,450,000 
180,000 
495,000 
240,000 
320,000 
890,000 
500,000 
1,115,000 
1,725,000 
1,160,000 
409,200 
7,475,000 
5,235,000 
595,000 
1,645,000 
2,969,000 
1,652,000 
1,317,000 
2,006,880,000 
88,439,000 
933,523,000 
229,230,000 
467,728,000 
287,960,000 
1,700,000 
877,500 


8,174,600 
1,674,700 


4,140,600 . 


1,830,000 
6,200,000 

400,000 
2,150,000 
7,463,800 
4,525,000 
3,795,000 

730,000 


2,535,000 
4,405,610 
4,272,580 

18,650 
114,380 

—* 990,000 
735,000 


$72,150,000 
27,057,500 
8,437,500 
7,360,000 


280,305,000 
6,614,200 
56,025,000 
54,101,250 
6,300,000 
66,700,000 
70,449,400 


12,302,500 
42,262,500 
7,110,000 
17,145,800 
13,800,000 
43,200,000 
289,250,000 
12,475,000 
15,364,700 
11,988,750 
9,454,000 
59,465,900 
101,188,500 
67,793,250 
3,867,500 
29,527,750 
125,848,300 
48,040,100 
71,808,400 
466,400,000 
95,500,000 
204,600,000 
37,400,000 
98,500,000 
30,400,000 
67,150,000 
72,744,500 


382,653,000 
50,994,600 
424,623,000 
1 602,266,000 
15,580,000 
50,525,000 
2,235 ,408,000 
80,142,700 
16,127,700 
4,015,000 


42,968,250 
791,216,000 
784,563,600 

2,774,900 

3,877,500 
131,175,000 
113,925,000 





251,000 
745,000 
260,000 
312,000 


2,700,000 
165,000 
7,650,000 


4,950,000 
535,000 
2,100,000 
2,672,100 
1,486,800 
1,185,300 
1,988,900,000 
82,000,000 
970,000,000 
250,000,000 
398,900,000 
288,000,000 
1,600,000 
750,000 


6,600,000 
1,375,000 
4,800,000 
1,400,000 
4,075,000 

442,000 
2,200,000 
5,100,000 
3,725,000 
3,350,000 

375,000 


1,875,000 
3,533,000 
3,433,000 
12,000 
88,000 
845,000 
625,000 


$91,615,000 
31,662,500 
10,270,000 
7,200,000 


231,525,000 
4,991,300 
53,167,500 
59,409,750 
7,975,000 
78,000,000 
118,162,300 


12,325,500 
41,162,500 
6,452,500 
16,790,000 
16,632,500 
45,225,000 
378,000,000 
20,662,500 
14,576,200 
10,077,500 
8,695,000 


AIR CONDITIONERS, Room 
BED COVERINGS, Electric 
BLENDERS 
BROILERS 
CLEANERS, VACUUM: 

Floor Type 

Hand Type 
CLOCKS 
COFFEE MAKERS 
DEHUMIDIFIERS 
DISHWASHERS, Motor-Driven 
DRYERS, Clothes, Elec. & Gas 
FANS: 

Attic 

Desk and Bracket 

Hassock or Floor 

Ventilating & Window 
FLOOR POLISHERS 
FOOD WASTE DISPOSERS 
FREEZERS, HOME 
FRYERS, DEEP FAT 
HEATERS, SPACE, Electric 
HEATING PADS 
HOTPLATES 





42,830,000 
104,166,800 
60,637,500 
3,734,300 
39,795,000 
119,930,900) 
45,778,500 
14,152,400 
501,500,000 


43,900,000 

102,000,000 
33,000,000 
68,000,000 
68,249,97 


229,350,000 
41,937,500 


343,000,000 


1,570,800,000 
75,763,700) 
73,532,500] 
2,231,200! 


33,656,300 
727,405,800 
722,425,000 
1,914,000) 
3,066,800) 
114,075,000 

96,875,000 


IRONING MACHINES 
IRONS: Total 
Automatic 
Non-Auto. & Traveler 
Steam 
KITCHEN CABINETS, Steel } 
Wall, Base, etc. 
Undersink 
LAMP BULBS & TUBES: Total 
Fluorescent 
Incandescent 
Photo 
Miniature 
Christmas Tree 
MIXERS, FOOD 
OIL SPACE HEATERS 
RADIO: 
Home Radios 
Portable Radios 
Automobile Radios 
RANGES 


ROASTERS 

SHAVERS 

TELEVISION 

TOASTERS: Total 
Automatic 
Non-Automatic 

WAFFLE IRONS—SAND- 
WICH GRILLS 

WASHING MACHINES: Total 
Electric (Standard Size) 
Gas Engine 
Small 

WetTER HEATERS, Storage 

WATER SYSTEMS 








All other figures compiled by ELECTRICAL MERCHANDISING from sales reports 


of associations and 


t 


turers, from 


+i ry 





made by association executives and 


leading manufacturers, from ‘‘Facts for Industry,” and from Census of Manufactures 
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1952 


Permission to reprint, quote, or use is granted provided credit is given ELECTRICAL 
MERCHANDISING. Copyright McGraw-Hill Publishing Co., 1952. 
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HOW THE APPLIANCE MARKET 


Residential & Rural Home Washers lroner 
Electrical Customers Shipments* 





1 Dryer 
Shipments* Shipments* 


Jan. 1, &% of First 8 Months % of First 8 Months % of First 8 Months % of 
1952 U. S. Total 1951 U. S. Total 1951 U. S. Total 1951 U. S. Total 


Maine 273,780 
New Hampshire 177,480 
Vermont 110,950 
Massachusetts 1,368,650 
Rhode Island 232,900 
Connecticut 602,640 


New England 2,766,400 


New York 4,197,880 210,144 
New Jersey 1,432,360 67,261 
Pennsylvania 2,814,020 164,271 


Middle Atlantic 8,444,260 441,676 


Ohio 2,267,870 132,278 
Indiana 1,151,690 52,279 
IHlinois 2,348,890 106,822 
Michigan 1,855,620 92,767 
Wisconsin 1,015,540 40,582 


East North Central 8,639,610 424,728 


Minnesota 900 430 35,594 
lowa 751,070 i 32,737 
Missouri 1,084,410 58,898 
North Dakota 153,960 : J 

South Dakota 161,570 ; 8,033 
Nebraska 361,530 j 18,022 
Kansas 550,380 : 19,698 


West North Central 3,963,350 179,976 


Delaware 94,890 d 4,353 
Maryland 608 670 ‘ 25,150 
District of Columbia 162,820 ; 

Virginia 758,920 

West Virginia 485,500 

North Carolina ,036,680 

South Carolina 476,760 

Georgia 775,190 

Florida 797,180 


South Atlantic 5,196,610 


Kentucky 673,830 
Tennessee 783,200 
Alabama 680,400 
Mississippi 411,010 


East South Central 2,548,440 102,405 


Arkansas 428,710 17,625 
Louisiana 624,640 30,279 
Oklahoma 581,830 16,105 
Texas 1,965,620 86,571 


West South Central 3,600,800 150,580 


Montana 161,700 
Idaho 

Wyoming 

Colorado 

New Mexico 


3,625 
Mountain 1,354,090 3.31 64,656 


Washington 707,970 1.73 35,324 
Oregon 449,270 1.10 23,684 
California 3,296,380 8.05 176,293 


Pacific "4,453,620 10.88 235,301 
TOTAL UNITED STATES......... 40,967,180 100% 1,954,413 





* The state sales figures represent the volume of only those manufacturers reporting on a state basis. They do not represent industry, nor 
even full association figures. 
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IS DIVIDED Manufacturers’ Appliance Shipments by States, in Units and 
Percentages, Compared with Number of Electric Customers 





Refrigerator Range Water Heater Freezer 
_Shipments* Shipments* Shipments* Shipments* 











First 9 Months % of First 9 Months % of First 9 Months % ot | First 9 Months % of 
951 U. S. Total 1951 U. S. Total 1951 U.S. Total | 1951 U. S, Total 


Maine 

New Hampshire 
ermont 
Massachusetts 
Rhode Island 
Connecticut 


— New England 

333,788 7 . : ’ — : — New York 
y C i . ; 7,366 c eS. . New Jersey 

186, 193 d j : ; : Pennsylvania ‘ 


150,597 


_— —__-——- = 


53,332 | RSS Middle Atlantic 
142,702 t ; 22,177 i ‘ Renees Ohio | 
63,175 : ‘ . 15,252 ‘ K : ne Indiana — 
144,616 ’ , : 14,129 : } é oe) betel Mlinois 
108,297 : | . 13,785 . : _ Michigan i 
53,258 : | ? x ' } "Wisconsin © 


512,048 4 ae “49. ai ; ee fie 59 | Meee Central 





East North Central 

42,454 j ; | P - | ; ; es ne ‘Minnesotdl 
40,067 ; : ne -.... dowal 
87,979 : f 3 k . | é & Missouri 
12,830 ; F 2,351 ‘ : rime q North Dakota 
11,300 ; : 3,331 J : ees South Dakota 
26,952 i ; 4,092 A ae 

28,136 d é | 1,851 





249,718 | 41,213 | | West st North Central 

7,453 é 1,104 4 Z ; ; Delawarel : 
38,086 5,064 ‘ ’ ‘ ee Maryland — 
36,017 1,761 : “ee District of — : 

9,559 : Mees ; Virginia 
4,816 : ; % West Virginia | 
21,185 ; ; basen North Carolina : 
t 





11,404 South Carolina 
15,249 eorgia 


20,670 ‘ ee a Florida 


Cewvsezrosi 


Owmwaow 





372,245 | 90,872 | P ‘South Atlantic 
40,565 5,324 ue Kentucky 
56,667 . 11,454 : : 7 : Tennessee 
39,956 : E : 6,522 ‘ ; ori ; Alabama 
25,640 j : } 1,473 j : : Mississippi 


162,828 | 24,773 


j;a@ | WWNHhHNK 


>= 
ao 
“~w 


East South Central 
30,102 : t 1,301 ‘ ; : Be ; ua 
42,496 ‘ : 99 : ‘ ; "Louisiana 
36,614 : ° ‘ ; ; Peped : “Oklahoma 
128 466 ‘ ; . an Texas 


238,678 West South Central 


New Mexico 

Arizona 

; ; ; Utah 

1,654 | , : eee Nevada 


13,558 es _. Mountain 
4 ; ; . ; ; ‘ .. .Washington 
25'909 


: i ; : .. Oregon 
195,078 : i 10,255 : J J Mp California 


253,130 si ; 10.58 25,101 35,532 te asia Gee 


2,640,272 | | 949,654 | «| 100% 355,633 100% | 394,176 | 100% |.......TOTAL UNITED STATES 





Prepared by Market Analysis Department of Electrical Merchandising, on Basis of Figures Compiled by Edison Electric Institute, The 
National Electrical Manufacturers Association, and the American Home Laundry Manufacturers’ Association. 
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INDEX OF SATURATION . 


























. JANUARY 1992 


All figures, except radio, dryers, oil space heaters and gas engine washers, based on 40,967,000 domestic and 
farm electric customers. Radio, dryers, oil space heaters and gas engine washers, based on 44,564,000 total homes. 


Air Conditioners, Room 
Bed Coverings (Electric) 
Blenders (Liquefiers) 
Broilers 

Cleaners, Vacuum (Floor) 
Clocks 

Coffee Makers 
Dishwashers (Electric) 
Dryers, Clothes, Elec. & Gas 
metete MA AcE (- OLE 
Freezers 

Heaters, Convector & Radiant 
Heating Pads 

Hotplates 

lroners 

gelaky 

lrons, Steam 

Mixers 

Oil Space Heaters 
*Radio Receivers 

Ranges 

Refrigerators 

Roasters 

Sandwich — Waffle Combs. 
Shavers 

Television 

MRelehs i183 

Waffle Irons 

Washers (Electric) 
Washers (Gas Engine) 
Water Heaters 


*Broadcast Measurement Bureau 


Number of 
Homes with 


337,500 
2,925,000 
1,070,000 
2,487,000 
23,640,000 
32,292,500 
20,070,000 

1,050,000 

982,500 
1,116,500 
cm -10]0K0]6)0) 


9,052,000 . 


12,263,000 
8,512,000 
3,725,000 

36,875,000 
6,310,000 

11,431,500 
6,750,000 

44,167,000 
9,350,000 

35,500,000 
3,442,700 

12,340,000 

12,270,000 

14,545,900 

28,862,000 

12,036,000 

30,100,000 
1,292,000 
5,230,000 


40,629,500 
38,042,000 
39,897,000 
38,480,000 
17,327,000 
8,674,500 
20,897,000 
39,917,000 
43,581,500 
39,850,500 
37,167,000 
31,915,000 
EWA ROe0 
32,455,000 
37,242,000 
4,092,000 
34,657,000 
29,535,500 
37,814,000 
397,000 
31,617,000 
5,467,000 
37,524,300 
28,627,000 
28,697,000 
26,421,100 
12,105,000 
28,931,000 
10,867,000 
43,272,000 
35,737,000 


Percentage of 
Wired Homes 






Te. rer 


mt 


he 
ct ellis. we er 
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DOMESTIC AND FARM ELECTRIC CUSTOMERS 





Total Residential end 
Rural Electric Customers 
January 1, 1952 


Urban 
Electric Customers 
January 1, 1952 


Rural Non-Farm 
Electric Customers 
January 1, 1952 


Farm 
Electric Customers 
January 1, 1952 





Maine..... 
New Hampshire.......... 
vi tee 


273,780 
177,480 
110,950 

1,368,650 
232,900 
602,640 


121,935 
101,229 
44,190 
1,205,395 
209,619 
406 678 





125,247 
63,420 
48,782 

142,620 
20,833 

181,177 


26,598 
12,838 
17,978 
20,635 

2,448 
14,785 





New England...... 


2,766,400 


2,089,039 


582,079 


95,282 





New York... 
New Jersey 
Pennsylvania 


4,197,880 
1,432,360 
2,814,020 


3,542,747 
1,151,753 
2,030,939 


535,470 
256,774 
645,223 


119,663 
23,833 
137,858 





8,444,260 


6,725,439 


1,437,467 








illinois... . 
Michigan. ... 
Wieconsia.........- 


2,267,870 
1,151,690 
2,348,890 
1,855,620 
1,015,540 


1,672,494 
730,647 
1,850,725 
1,307,231 
625,108 


405,654 
260,733 
320,214 
394,450 
229,799 


189,722 
160,310 
177,951 
153,939 
160,633 





East North Central 


8,639,610 


1,610,850 


842,555 





Minnesota. . 


North Dakota 
South Dakota....... 
Nebraska. ........ 


ae 








Delaware. . 
Maryland... . ee 
District of Columbia. . . 
Virginia 

West Virginia. . . 
North Carolina... 
South Carolina. . 
Georgia. .... 

Florida. .. 





900,430 
751,070 
1,084,410 
153,960 
161,570 
361,530 
550,380 





552,808 
372,839 
697,014 

45,423 

54,116 
171,885 
288,872 





3,963,350 





94,890 
608,670 
162,820 
758,920 
485,500 

1,036,680 
416,760 
715,190 
797,180 





South Atlantic. 
Kentucky . 
Tennessee... 
Alabama. 
Mississippi. . 





East South Central... 





Arkansas. . . 
Louisiana. .. 


Oklahoma. . 


2,182,957 


590,998 | 
} 


410,232 
197,892 
456,087 
196,237 
419,621 
562,445 





673,830 
783,200 
680,400 
411,010 


2,548,440 





428,710 
624,640 
581,830 

1,965,620 





West Seuth Central. . 





Montana... . 
| 
Wyoming... .. 
Colorado... . 
New Mexico. 
Arizona... 
ee 
Nevada 


2,889,732 


335,830 
426,521 
346,774 
163,992 





184,859 
181,156 
197,396 
53,537 
52,454 
94,975 
148,879 


162,763 
197,075 
190,000 
55,000 
55,000 
94,670 
112,629 





148,287 \ 


215,027 
219,955 
335,593 
172,698 
195,569 
188,683 


867,137 


6,592 





32,275 
133,661 
67,653 
245,000 
107,825 
160,000 
46,052 





1,507,820 


169,025 
165,212 
171,573 

87,684 


799,058 


168,975 
191,467 
162,053 
159,334 





1,273,117 


185,242 
396,127 
355,788 
1,268,721 


593,494 


681,829 : 





95,683 
129,171 
125,201 
428,338 


147,785 

99,342 
100,841 
268,561 





7 3,600,800 


2,205,878 








161,700 
174,130 

74,760 
375,140 
150,340 
188,430 
186,460 

43,130 





Mountain 








Washington. . 
Oregon... .. ; 
California 


78,678 
78,469 
38,656 
241,597 
86,457 
94,248 
114,304 
20,348 


752,757 


707,970 
449,270 





Pacific... 


3,296,380 


439,130 
265,920 
2,526,494 


778,393 


53,022 
56,986 
26,356 
97,486 
49,417 
84,964 
49,784 
20,851 








202,591 
127,744 
637,952 


131,934 





4,453,620 





TOTAL UNITED STATES.............. 


3,231,544 


968,287 


253,789 





40,967,180 


27,536,668 


| 8,830,512 


| 4,600,000 





DISING 


Totals estimated by Edison Electric Institute on basis of 8 Mos. 1951 customer data Farm figures, estimated by ELECTRICAL MERCHAN.- 


on basis of REA data as of June 30, 1951, show a drop from recently published totals because of a c 
Census of Agriculture defining a farm on a new basis. 


This change 


ange in terminology by 1950 
has resulted in a decrease of 480,126 farms compared with 1945. Thus 


the urban customers and the rural non-farm customers shown above reflect increases resulting from the change in farm totals, but follow ratios 


established in 1940 Housing Census 


market computation. 


ELECTRICAL MERCH 


These figures are used throughout all ELECTRICAL 


ANDISING—JANUARY, 1952 


This term “Domestic Electric Customers’ and this tabulation, issued period 
preference to the Census figures on Occupied Dwelling Units Using Electricity because it maintains a continued base for state as we 
ERCHANDISING calculations on saturation. 


ically, is 


resented in 
as national 
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The FARM 


MARKET , 
Is Ready 











Near-complete electrification, increasing 


wealth and demands for more production in 


the face of a dwindling labor supply mean 


that the farmer can and must buy more 


electrical equipment for both house and 


barn. All he’s waiting for is a salesman 


By DON CUNNION 


Editor, Rural Marketing 


HE job of bringing power lines 
to America’s farms is virtually 


complete. The house, barns and 


outbuildings have been wired at 
least basically The farm family is 
ready and waiting to be sold both 


household and production equipment 

Never was there a more opportune 
time to sell this market. Not only do 
farmers have the electric power, they 
also have the need and the money 

Gross income from farming reached 
in all-time high in 1951 and every in 
dication points to even greater in 
comes this vear 

Farmers are being asked to produce 


more food and fibre than ever before 
in the face of a growing manpower 
shortage. Much of the answer lies in 


more help by electrical means—both 
in the home and in the bam 

Much of the farm market is a new 
market, a virgin market, for household 
ippliances, large and small, which long 
igo reached the saturation point in 
urban homes. The market for electri 
cal farm production equipment has 
hardly been tapped 

All of these points take on added 
significance in the face of the slow 
urban sales plaguing many dealers 
City families often make their 
present equipment do for a few more 


can 
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vears—but out in the country it is 
often a question of buving a refrigera 
tor, automatic washer, freezer or milk 
ing machine for the first time. 

Latest estimates by the U.S. De 
partment of Agriculture place 1951 
farm income at $37.5-billion, 
not including off-farm income (such 
as labor off the farm, dividends, roy 
alties and the like) which amounts 
to probably another $5-billion. This 
is approximately 15 percent greater 
than 1950. For 1952 USDA officials 
figure gross income should be about 
five percent greater than 195] 


rea a 
gross 


Production Costs 


Net income—after production costs 
in 1951 was something less than half 
income—about $15-billion 
But the farmer does not do all his buy 
ing out of that net income figure 
Much of the electrical equipment h 
buys can be charged off—wholly or in 
part—against production costs. This 
is one important way in which the 
farm family differs vastly from the 
urban family which does all its buy 
ing out of “net’’ income or salary 

In this connection it is well to re 
member that the farmer is an entre 
preneur—buying for both his business 
and his familv living. He is a two 


the gross 


~ 
— 


way customer who has use for a lot 


more different kinds of  clectrical 
equipment than the average city fam 
ilv head. 


The Farmer is a Rich Man 


Ihe Balance Sheet of Agriculture 
as of January 1, 1951, compiled b 
the USDA, that farmers’ 
liquid assets—including currency on 
hand, bank deposits, U. S. 


showed 


savings 


bonds and unclaimed dividends in 
co-ops—amounted to about $22-billion. 
[hese savings are so large that they 


could be used for paying off the en 
tire farm indebtedness of $12.8-bil 
lion and leave something like $9-bil 
lion for other spending. Naturally, 
these figures don’t represent the sta 
tus of each individual farmer, but they 
do give a pretty clear picture of the 
soundness of the market in general. 
The latest estimate of the Rural 
Electrification Administration, — re 
quired by law to make annual esti 
mates of farm electrification, is that 
84 percent of all U. S. farms had 
power lines as of June 30, 1951. This 
estimate based on_ installations 
made since the 1950 Census, which 
found that there were 5,379,000 
farms in this countrv. This is a re 
duction of about 500,000 farms from 


was 
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the 1945 Census, but the difference 
is accounted for mainly by a change 
of the definition of a farm. The pre 
vious definition permitted many sub 
urban places to be counted as farms. 

By using information available in 
the Agriculture Census of 1950 a 
dealer can do a good job of figuring 
the farm market potential in his trad 
ing area. ‘The Census figures are 
broken down by counties and list the 
number of farms in each county, the 
number electrified and the amounts 
of certain electric cquipment owned 
by each. The list of equipment in 
cludes electric water systems, refrigera 
tors, water heaters, washing machines 
ind home freezers. For production 
are listed such electric equipment as 
chick brooders, power feed grinders 
and milking machines 

This doesn’t mean that these are 
the only types of electric equipment 
that farm people buy. In household 
equipment they want the same things 
as city folks. For production, thev 
buy electric motors, heat lamps, venti 
lating fans, dairv water heaters, 
thermostats and manv, many other 
types of electric and electronic equip 
ment. Just how much equipment a 
farm can use may be judged from the 
fact that the average well-run small 
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APPLIANCE OWNERSHIP 


Comparison Between Farm, Rural and Urban Markets, 1950 * 


















farm which is making good use of elec 
tricity requires almost as much power 
ind equipment as the small 
factory or business 


average 


The Farmer is Building 

Helping to pot up the emphasis 
on tarm electrical needs is the tre 
mendous amount of farm construction 
which has been going on since the 
end of World War II. New construc 
tion in 1951 is estimated to have 
mounted to $1,250,000,000. with re 
pairs and maintenance adding another 
$750,000,000. ‘This means a lot of 
wiring and electrical equipment. With 
plenty of money coming in it can be 
expected that this construction trend 
will continue in 1952. 

So far as selling the farmer electric 
quipment is concerned it 
make anv difference whether 
had electricity for only a few 
or for several vears 
the U 


doesn’t 
he has 
months 
Survevs made by 
S. Department of Agriculture 
reveal that the longer a farmer has 
electricity the more use he makes of it. 
In addition to the increase in 
number of electric-supplied farms 
since 1945 the average use of clec 
tricity on farms has increased tre- 
mendouslv. In 1941, for instance, 
the average farm used about 600 kilo 


thy 
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watt hours. ‘This average jumped to 
1,608 kwhs in 1949. 

The REA surveyed the billing rec 
ords of 1,300 farms in 13 areas. It 
found that these farms used an average 
of 3,054 kwhs in 1948, almost five 
times the average amount used 10 
years earlier. In two of the REA co- 
ops the average consumption per farm 
was seven times the 1937 average. 
Despite these vast increases in the use 
of electricitv, the REA observes that 
“there is no indication that thev have 
reached their limits in the use of elec 
tricity.” 

A study made by private utilities 
and the University of Illinois in De- 
Kalb County, Illinois, found farms 
using an average of 8,000 kwhs in 
1950. Electricity use varied by types 
of farms. Dairy farms used 12,250 
kwhs in 1950; livestock farms, 9,100; 
mixed 5,643, and produce 3,895. The 
study indicated that average annual 
use would move from 8,000 kwhs to 
12,000 within the next few vears. 

Power Use Will Doub’e 

The USDA expects that the aver 
age use of electricity on all farms will 
double within the next decade. Its 
studies show that the use of electricitv 
on farms is still in its infanev, with 
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INCOME OF FARM OPERATORS 
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NONMONEY NCOME 


farms bound to buy more equipment 
for both household use and farm op- 
eration. Ilome freezers, air-condition- 
ing units, water systems, pumps for 
supplemental irrigation, chick brood- 
ers, dairy cquipment ot various kinds 
and a wide variety of other equipment 
are expected to augment the farm de- 
mand for electricity. A check of seven 
widely separated farming areas gave 
no indication of any leveling off in the 
use of electricity even among farms 
that had been electrified for 20 years 
or more. 

This USDA study found that farm 
ers continue to install milking ma 
chines, pig brooders, chick brooders, 
shop tools and other equipment to 
reduce the cost of production and to 
increase labor efficieney. And just as 
rapidly they are installing water sys- 
tems, automatic water heaters, re 
frigerators, home freezers, washers and 
the like to ease the work of the home 
maker. 


Another highly significant point 
was brought out by the study. High 


income farms were found to use more 
electricity than the low-income farms. 
The better farms had more occupied 
dwellings per farm, more service build- 


ings, livestock and machinery and 
thus had more need for electrical 
equipment. Furthermore, the more 


prosperous farmers were better able to 
finance the costs of the equipment and 
the cost of its installation. 


Top Half Is Best Market 


Some 90 percent of all farm incom 
is accounted for by half of the nation’s 
farmers. ‘The majority of these top 
half farms are commercial family 
operated establishments which offer 
unexcelled opportunities for the dealer 
in the sale of both home and produc 
tion equipment 

The extensive purchasing plans of 
farm families in the field of appliances 
for both household and _ production 
use are pointed up in a studv reported 
by the Farm Electrification Bureau of 
the National Electrical Manufacturers 
Association. A spot check of farm 
families in eight states indicated that 
3,500,000 appliance units would be 
bought “in the near future” by the 

















1,151,827 farms represented. Leaders 
among the household purchases listed 
were pressure water systems, water 
heaters, ranges and home freezers. In 
production equipment, ventilating 
systems were high on the list, along 
with elevators, electric motors, ham- 
mer mills, portable drills and various 
types of water heaters. 


Water Systems Start Sales 


‘The sale of water systems to farmers 
carries particular significance for deal 
ers because of the many related sales 
which can follow. The water system 
is basic. Once a farmer has water un 
der pressure he automatically becomes 
a potential customer for all sorts of 
household and production equipment. 
One clectric water system company 
asked its dealers to report on later 
sales which could be directly attrib- 
uted to installation of an _ electric 
pump. The results amazed even the 
pump company. It was found that 
related item sales averaged 624 per- 
cent of the retail cost of the pump. 

Just because a farm has electricity 
that doesn’t mean the family knows 
just how much it will do for them. 
They need to be told and to be shown. 
This can be done by local advertising, 
direct mail and personal solicitation. 
It has been found that demonstrations 
can’t be beat for selling farmers. Mrs. 
Lenore Thye of the Bureau of Human 
Nutrition and Home _ Economics, 
USDA, has worked with farm women 
all over the country. One of the best 
ways to sell a farm woman a major 
appliance, she says, is to let her use 
it for a week or two. 


Dr. Elaine K. Weaver, associate 
professor of home economics at 
Ohio State Universitv, says farm 
women need to know more about 


what electrical appliances can do for 
them in labor-saving, particularly since 
the farm woman so often has farm 
chores to do—such as cleaning the 
milking utensils, feeding the poultry 
and the like. The time saved with an 
automatic washer, ironer and dryer 
can be put to use in the money-mak- 
ing end of farming. Studies at Ohio 
State recently showed that the use of 
(Continued on page 270) 
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of retailer (such as appliance store, etc.) from which you made your 





Total buying last 5 years 
No Answer 


Total Answering 


Appliance Store 
Hardware Store 

Farm & General Store 
Furniture Store 

Chain Store 

Department Store 

Mail Order House 
Power Supplier 
Plumbing & Heating Dealer 
Electrical Contractor 
Automotive Supply House 
Farm Co-op 

Private Salesman 

Jewelry & Music Store 
Supply House 

Type Unknown 


last purchase of a major electrical household appliance.” 


Type of Retailer Mentioned: 


Number of 
Respondents Percent 
1735 
101 
1634 100.0 






598 36.6 
261 16.0 
138 8.4 
127 7.8 
89 ‘5.4 
77 47 
59 3.6 
58 3.5 
52 3.2 
39 2.4 
34 2.1 
27 17 
15 0.9 
9 0.6 

8 0.5 
71 4.4 


Other types of retailers mentioned by less than 8 respondents included: 
Lumber and Building, Locker, Second-hand Dealer, Singer, Freezer 
Co., Auction House, Electrical Welding Shop, Refrigerator Dealer, 
Market, Washer Dealer, Parts Store, Repair Man, Soldier in Service, 


Trading Co., Variety Store. 


retailers. 


Note: Some respondents made more than one purchase from differe 





WHERE Farmers Buy WHY Farmers Buy 


REQUEST: Designate, to the best of your knowledge, the one type QUESTION: Why do you prefer to buy from this retailer? 


Total buying in last 5 years 
No Answer 
Total Answering 


Recsons for buying from 
this retailer: 


“Carries preferred brands” 
“Service facilities” 

“Past business dealings"’ 
“Reputation” 

“Convenient for other purchases” 
“Friendship for retailer" 
“Location of retailer” 

“Only store with desired product” 
“Fair prices" 

“Best offer" 

“Character of owners” 

“Good trade-in" 

“Relative employed” 











Respondents Percent 
1735 
64 
1671 100.0 





932 55.8 
660 39.5 
610 36.5 
597 35.7 
524 31.4 
493 29.5 
486 29.1 
54 3.2 
31 1.9 
25 1.5 
25 1.5 
18 1.1 
18 1.1 


Other reasons mentioned by less than 10 respondents included: 
Chance, Prefer local dealing, Large selection, Sale, Dividends, Good 
quality, Partner, Good credit, Cheaper, Guarantee, Recommended 
by friends, Discount, Employee, Good demonstration, Immediate in- 
stallation, Makes changes without fuss, No sales tax, Salesmanship, 


Wholesale. 


Note: Percentages add up to more than 100% because many re- 


spondents gave more than one reason. 





Brand names, service and dealer integrity mean 


more to farmers than price and trade-in allow- 


ances, Country Gentleman survey shows. Farmers 


say they give appliance dealers the biggest share 


of their business, but could give them even more 


By JAMES BOLGER 


y HEN farm families buy elec- 
\ trical equipment, they don’t 
pay nearly as much attention 
to price and trade-in allowance as they 
do to the brand name on the mer- 
" chandise and the service facilities and 
integrity of the dealer. 
This is revealed pretty clearly in a 


survey of farm family purchasing 
habits made jointly by the Farm and 
Rural Development Committee of the 
National Electrical Manufacturers 
Assn., and Country Gentleman, na- 
tional farm magazine, with the work 
being done by the research depart- 
ment of the Curtis Publishing Co. 





How Farmers Buy 


Members of the Country Gentle- 
woman League took home question- 
naires given to them by their club 
secretaries and filled them out with 
the aid of their husbands and others 
who helped operate the farm. Replies 
came from 1,997 members of 171 
clubs in 39 states, showing how much 
they bought in the way of elcctrical 
household appliances, farm production 
equipment, and lighting and wiring 
equipment, and what they thought 
about the people who sold it to them. 


Nine-tenths Have Bought Appliances 


It turned out that almost 90 per- 
cent of the families who answered the 
questionnaire had bought at least one 
major electrical appliance during the 
last five years. Refrigerators led the 
parade, with 32.8 percent reporting 
that they had bought one. About 21 
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percent had bought either a range or a 
washer, and about 18 percent had in- 
vested in either a freezer or a water 
heater. From there the percentages 
dropped off sharply, with vacuum 
cleaners showing about four percent, 
and other appliances trailing behind, 
although practically every kind of 
appliance was represented. 

As for the source of supply, more 
than a third of these appliances (36.6 
percent) came from the stocks of 
appliance retailers, with the nearest 
rival (hardware stores) doing no bet- 
ter than 16 percent of the business. 
Farm and general stores, furniture 
stores and chain stores took cuts of 
8.4 percent, 7.8 percent and 5.4 per- 
cent, respectively, and all other types 
of suppliers fell below five percent. 

Slightly more than two thirds of the 

(Continued on page 284) 














Appliance and Radio Exports 


Foreign shipments rise after ‘50 dip, 
most appliances above pre-war level 
















































Vacuum Radio & " Washing 
Chaeniars Clocks lrons Television Refrigerators Shavers Nadiinas Ranges 
1951 Units... (7 Months) 13,550 175,408 137,298 271,260 231,419 19,937 41,131 7,937 
Dollars (7 Months) $507,787 $688,115 $723,594 $17,071,285 $36,451,164 $263,241 $5,082,934 $1,139,341 
1950 Units 19,966 315,303 241,471 422,958 199,558 25,410 52,582 | 5,841 
Dollars $691,900 $1,094,432 $1,095,984 | $15,830,662 $29,736,971 $289,448 $6,012,104 $769,360 
1949 Units 27,841 259,840 243,727 523,898 166,242 22,150 56,887 6,496 i 
Dollars $841,610 $899,328 $1,027,889 $17,075,828 $26,814,489 $270,630 $5,989,422 $978,796 : 
1948 Uniis 51,511 192,831 354,964 710,490 271,353 32,413 "70,594 13,469 . 
Dollars $2,161,647 $791,928 $1,580,783 $28,132,276 $41,469,892 $327,938 $7,308,072 $1,955,840 
1947 Units 74,221 410,673 563,947 1,520,818 273,624 125,833 118,891 15,508 
Dollars $2,799,209 $1,623,013 $2,927,886 $53,537,043 $39,628,246 $1,128,834 | $10,984,534 $1,767,755 
1946 Units 14,124 140,134 286,454 832,377 102,798 35,435 30,304 4,663 
Dollars $488,745 $495,134 $1,331,820 $23,232,973 $11,639,487 $272,175 $2,052,329 $451,263 
1945 Units 1,470 27,306 53,762 38,547 7,134 1,913 1,109 1,158 
Dollars $53,565 $111,014 $215,198 $4,272,613 $530,412 $15,678 $53,193 $86,482 
1944 Units 1,597 3,632 1,187 70,092 2.970 2,072 138 1,056 
Dollars $45,976 $30,973 $6,461 $15,065,520 $248,046 $14,367 $11,210 $69,902 
1943 Units 1,363 5,259 20,341 158,511 17,704 1,257 652 882 
Dollars $37,748 $29,036 $47,539 $12,515,428 $1,805,681 $9,528 $44,549 $78,416 
1942 Units 3,861 60,562 82,323 453,150 12,364 10,134 5,131 2,354 
Dollars $101,466 $149,795 $154,998 $12,992,237 $1,181,395 $47,566 $306,838 $142,589 
1941 Units 13,368 117,046 205,258 648,425 126,471 25,866 20,540 11,770 
Dollars $338,241 $272,417 $332,203 $13,487,434 $10,281,136 $139,046 $929,110 $551,304 
1940 Units 9,964 86,686 162,587 558,398 102,082 36,758 29,657 7,302 
Dollars. $205,484 $248,920 $249,982 $10,157,423 $8,073,763 $147,134 $1,196,947 $402,500 
1939 Units 20,739 98,538 164,705 551,846 124,031 296,387 55,239 6,636 
Dollars $383,976 $221,071 $280,211 $10,448,017 $9,534,978 $918,489 $2,148,199 $379,180 
1938 Units 29,779 138,866 175,061 449,163 141,008 239,501 65,207 6,210 
Dollars $558 662 $283,692 $319,200 $10,553,547 $10,767,512 $1,058,674 $2,629,207 $350,410 
1937 Units 27,990 196,538 199,299 618,710 167,862 43,766 56,921 6,807 
Dollars $529,398 $436,566 $342,099 $16,128,572 $12,754,616 $196,921 $2,100,562 $399,939 
TOTAL Units 311,344 2,298,622 2,892,307 7,828,643 1,946,620 918,832 605,913 98,089 
Dollars $9,745,414 $7,375,434 $10,635,847 $260,500,858 $240,917,788 $5,099,669 $46,849,210 $9,523,077 
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CONSUMER ACCEPTANCE of good lighting is 


a light conditioned model home 


have marked the exhibitions of such model homes 


indicated in the expression of these visitors to 
Heavy attendance and favorable comments on the lighting shown 





THE APPEAL of good lighting can have just as decided an effect 
on the owner of the old kitchen below as on the housewife who 


owns the modern kitchen above 


| More for the Dealer 


In Lighting 


Growing public interest in good lighting helps the industry set 
new records and a new promotional program and higher discounts 


make it easy for appliance dealers to get an increasingly profit- 
able share of both the lamp and fixture business 


By TED WEBER 


NI veal igo ~~ ELECTRICAI 
O MERCHANDISING devoted _ its 
innual survey of the lighting 
field to a study of the appliance dealer's 
role in that market. The article’s con 
clusion: the appliance trade in many 
cases was not capitalizing on the light 
ing market as a source of additional 
profits. 
“But,” added last article, 
there does appear to be some chance 
that the coming year will see appli 
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ince retailers taking a healthier in- 
terest” in the lighting business. Such 
“improved prospects,” added the 
article, were due “largely to an ambi- 
tious campaign launched last fall 
1950) by General Electric’s lamp di 
vision 

What has happened in the 12 
months since that article was written 
is still not entirely clear. There are no 
sharp indications that any appreciable 
number of appliance dealers have de- 


cided to try their hands at more in 
tensively cultivating the lighting busi 
ness. Such indications, however, would 
be difficult to isolate and their ab 
sence does not necessarily mean that 
dealer interest in the lighting market 
has not quickened. 

What has been proved in the past 
12 months, however, it that the light 
conditioning program, which last year 
looked good on paper, has turned out 
to be just that good in practice. The 
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consuming public has accepted it as 
a means of expressing its appetite for 
better lighting—an appetite which, in 
turn, has provided a file of case his- 
tories which should (and is) doing 
much to convert dealers and builders 
who have heretofore been skeptical 
about the lighting business. 


The Public Reaction 


Consider these reactions by con- 
sumers to the “light conditioning” 
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The Lamp Business Has a Big Year 


INETEEN fifty-one brought 
N good news for everybody con- 

nected with the lamp busi- 
ness. 

Manufacturers saw dollar volume 
move up beyond 1950's record despite 
a slight softening of the .market in 
the final months of the year. 

Retailers benefited not only from 
the industry’s ever-increasing volume 
but also from an adjustment of mar- 
gins which brought minimum dis- 
counts to about 30 percent (with an 
extra two percent cash discount). 

Nor do the gains registered last 
vear seem likely to stop there. Unit- 
wise, lamp sales in 1952 may dip 
under 1951 (just as 1951 was slightly 
under 1950). Dollar volume in 1952, 
however, is expected to run above 
1951, just as 1951’s volume was above 
1950’s. In the long run the industry 
is riding a steady growth curve up 
ward. 

Next year’s slightly reduced unit 
volume will be achieved in the face 
of some matcrials shortages. CMP 
allocations, however, together with 
research into alternate materials by 
industry engineers, tend to minimize 
the possibility of lamp 
next year. 

The prospect of continued good 
business plus higher profit margins 
should attract dealers who are in 
terested in cultivating profitable com 
plementary lines. For those who 
missed last year’s more extensive 
treatment (“Help Wanted: To Sell a 
Growing Lighting Market,” January, 
1951), Eecrrica, MERCHANDISING 
presents a brief survey of the lamp 
market. 

The Product: Over 10,000 types 
and sizes of bulbs and tubes con- 
tributed to last year’s $501,500,000 
volume. Retailers, however, need be 
concerned with only a figurative hand- 
ful of these varied types. Ten lamps, 
for instance, account for at least 75 
percent of retail sales. They include 
the 15, 25, 40, 60, 75, 100 and 150 
watt bulbs and three (the 50-190-150 
medium and mogul base and the 1-2-3 
mogul base) three-light lamps. Among 
these the fastest movers are the 60 
and 100 watt sizes, which account for 
over 30 percent of sales. Following in 


shortages 


FLUORESCENT . 
INCANDESCENT... 
“be ee 
MINIATURE (Incl. ““L"’) 
CHRISTMAS TREE. 


DOMESTIC LAMP SHIPMENTS 
1950 Revised 


1951 Estimated 


1952 Estimated 








Quantity 


a Val 
000)” (000) (000) 


(000) 


Value 


~-— 


Quantity 
(000) 


Video 


(000) (000) 





88,439 
933,523 
229,230 
467,728 
287,960 


95,500 
204,600 
37,400 
98,500 
30,400 


82,000 
970,000 
250,000 
398,900 
288,000 
2,006,880 


466,400 1,988,900 


227,500 


102,000 


95,100 83,000 
960,000 
275,000 
367,600 
288,000 


93 600 
226,100 
57,400 
96,600 
33,000 


43,900 
33,000 
501,500 


1,973,600 506,700 


Retail sales values are estimates only, since many lamps are sold to quantity customers at varying discounts from list 


price. 


1950 unit figures are revised in accordance with Bureau of the Census figures. 


,- -- 


order are the 40, 25, 75, 50, 15 and 
150 watt sizes. The 60 and 100 watt 
diffused white bulbs should also be 
included as well as the mushroom- 
shaped types availalbe for use in pan- 
type ceiling fixtures. 

Among fluorescent tubes, dealers 
should handle, 15, 20, 25 and 40 watt 
sizes in both the standard and the de- 
luxe cool and warm shades—with par- 
ticular emphasis being paid the deluxe 
tubes for residential application. 

Specialty bulbs on which dealers 
can expect to realize a profitable vol- 
ume include sun and heat lamps, re- 
flector and projector spots and floods 
and ozone-producing lamps. 

The Market: The average home, ac- 
cording to a recent survey, contains 
18.5 sockets. Keeping these filled— 
and spares on hands—is the dealer’s 
principal source of lamp business. But 
dealers should not overlook the small- 
commercial market, the neighborhood 
stores and offices which constitute a 
heavy market for lamp sales. It is true 
that some large stores and office build- 
ings qualify for “E” contracts under 
which they may purchase lamps di 
rectly from the manufacturer. But 
within the past year at least one firm 
has raised the minimum purchase 
necessary to qualify for this contract, 
with the result that fewer stores can 
buy directly—and more are now in 
a position to buy from lamp dealers. 

Specialty appliance dealers have a 
particular opportunity in merchandis- 
ing specialty-type lamps. It is true 
that the “bread and butter” incandes- 


cents are sold through a wide variety 
of outlets (groceries, drug stores and 
super markets as well as through elec- 
trical dealers). But these outlets are 
in no position to merchandise a spe- 
cialtv type bulb. 

The Profit: Last year the lamp in- 
dustry’s minimum discount was 27 
percent. That has now been boosted 
to 30 percent and compensation all 
along the volume scale has also been 
pushed upward. The 30 percent figure 
applies to stores doing less than a 
specified minimum per year. Beyond 
this minimum the discount increases 
as the overall volume increases. A two 
percent cash discount also applies. 
(Discounts mentioned here are ap- 
proximations only since the major 
manufacturers now differ in their 
compensation schedules.) 

The results of a recent survey by 
ELECTRICAL MERCHANDISING are par- 
ticularly worthy of note here. Almost 
80 percent of the responding dealers 
indicated that thev handled lamp 
bulbs and/or fluorescent tubes and 
63.7 percent said they considered it 
profitable business. 

In considering profit margins, deal- 
ers must consider operating expenses 
as well as discount. Traditionally the 
lamp business has involved relatively 
low operating expenses. Promotional 
expenses are small, there are no service 
costs, little sales training is needed 

‘and inventories need not be heavy (a 
minimum of 60-day and a maximum 
of 120-day stocks are recommended.) 
And there are other advantages: the 


lamp business is not highly seasonal; 
most lamps are pre-sold by manufac- 
turer advertising; because it is largely 
a replacement market, sales are likely 
to be repeat sales, and the industry is 
free of price-cutting tactics. 

In years past the fact that a large 
share of the lamp business was han- 
dled on consignment was usually cited 
as another operating advantage. Last 
year, however, witnessed a continua- 
tion of the trend to a direct sale basis 
for small accounts. Consignments, of 
course, mean that the dealer’s capital 
is not tied up, that he has no obsoles- 
cence or price reduction worries, and 
that he is not liable to transportation 
costs or insurance on his stocks. Those 
now on a direct sales basis will find 
compensation for the end of consign 
ments, however. The business is easier 
to handle and considerably less paper 
work is involved. In addition, the 
higher margins should make up for the 
end of consignments. Consignment 
stocks, incidentally, are still available 
to dealers handling more than the 
minimum volume. 

The Conclusion: The lamp market 
is a constantly expanding field which 
thus far has failed to attract any con- 
siderable amount of activity by appli- 
ance dealers. It promises added traffic, 
volume and profit for the merchant 
willing to apply his specialty selling 
techniques. And the industry's top 
officials, while conceding that dealers 
have so far largely ignored their 
product, are still anxious to enlist the 
appliance trade on their team. 


program (which is built around pro- 
motion of 24 “recipes” for lighting 
every “seeing” situation in the home): 
. Each time a small booklet con- 
taining the 24 “‘recipes” is offered on 
the Fred Waring television show, 
G-E’s lamp division receives several 
thousand requests for copies. 

. . . Similarly, ads on the light con- 
ditioning program in consumer maga- 
zines draw several thousand requests 
per appearance. 
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. . . Reaction in specific localities 
in which light conditioned homes 
have been built is even more acute. 
In one mid-western city, for instance, 
on the day after the model home was 
opened, dealers noted two immediate 
responses. One customer asked a 
dealer to duplicate the model fix- 
tures throughout her-own-home: The 
second prospect—armed with a tape 
measure—asked no help from the 
dealer but began measuring fixtures 


1952 


on his display floor to determine if 
they met “recipe” standards. 

. . . Where a store (not exclusively 
a fixture outlet) has directly promoted 
“recipe” fixtures, sales have gone up 
sharply, volume has mounted even 
more abruptly—and best of all has 
stayed at higher levels even after in- 
tensive promotion has been concluded. 

. . . In one mid-western city where 
light conditioned homes were opened 
alongside of non-light conditioned 


models, the former drew 2.5 times as 
much traffic as the latter. 


Opening the Market 


Incidents like these indicate that 
the light conditioning program is pro- 
viding an important means of opening 
up the residential market. Lighting 
men concede that the industry has 
heretofore done a poor job on this 
particular market. But lighting de- 
velopments and applications have con- 
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MORE FOR THE DEALER IN LIGHTING (continued) 


8) 

ANOTHER MARKET for appliance 
floor of this model home call 
ironing and for the laundry tut 


tinued in office, stor 
the that the home 
owner has become acclimated to bet 
ter lighting and is interested in buy 
ing it 

No group, apparently, is realizing 
this faster than certain builders who 
have begun to actively promote light 
conditioned Builders in the 
past have frequently tended to regard 
lighting as no more than a necessary 
item of expense which should be held 
to a minimum. [or a program less 
than 18 months old, light condition 
ing has scored heavily with builders 
One index to this is the present vol 
ume of new home advertising featur 
ing light conditioning as co-equal with 
tiled baths and modern kitchens in 
ippealing to the prospective buyer. 
Or, one can consider the experience 
of individual builders. A New Jersey 
contractor said recently: ‘After discus 
sion we agreed to try it (light condi 
tioning) and have concluded that the 
public is much more light conscious 
than we had thought.” A New York 
builder had much the same experi 
“My model were not 
already roughed with the elec 
trical work but were ready for decorat 
ing. Did we decorate? No. We went 
on a rampage of ripping. Our models 
are now completed. The only way I 
can describe them is to say that they 
are terrific. I am not trving to sell 
houses today, I am selling lighting, 
and the response from the home buy- 
ing public is sensational.” 


ind shop with 


result average 


homes. 


ence: houses 


only 


The Appliance Dealer's Share 


There is no real reason why the 
appliance dealer cannot handle a share 
of the business which should logically 
result from the light conditioning pro- 
gram. The fact that he may not previ- 
ously have paid much attention to 
either lamps or lighting need not be a 


dealers is in the laundry 
attention 





Placards on the 


to recipes for hand ironing, machine 


deterrent he light conditioning 
represents a approach 
to residential lighting business—an ap 
proach, therefore, admirably suited to 
the newcomer in the field. 

Beyond that, there are other reasons 
why an appliance dealer might profit- 
ably tic-in with this promotion. ‘To 
begin with, fixture business is supple- 
mentary volume, a factor which could 
assume considerable importance 
should supplies of major appliances be 
curtailed. In addition, appliance men 
who are faced with the problem of 
selling relatively well-saturated items 
should be able to appreciate the com- 
parative ease of handling the virtually 
untouched residential fixture market. 


Sell Half the Job 


In at least one other respect the 
lighting market compares favorably 
with the appliance business. Selling a 
major appliance is usually an “all or 
nothing at all” proposition—at least 
in the sense that if the customer balks 
at paying $200 for a refrigerator you 
can not sell him half of the refrigera- 
tor. 

But when selling the kitchen light- 
ing package, for instance, it is per- 
fectly possible to concentrate on only 
a part of the package if price threatens 
the sale. 

In addition, the fixture business has 
several other characteristics which 
make it attractive. Relatively little 
display space is needed, particularly 
if lines are limited in keeping with 
the light conditioning recipes. No 
special sales training is required in 
handling fixtures, there are no service 
problems, and margins are attractive. 

But despite the fixture market’s ap- 
parent advantages, appliance~ dealers 
have long done little with it—just as 
they have done little with the lamp 
business itself. Paradoxically enough, 


prograin new 


A “Sight Cond tuned BATHROOM 


_ por EASIER SHAVING 
. for BETTER MAKEUP 


BOTH SIDES OF 
YOUR FACE 


THE TOP OF 
YOUR HEAD 


PROoreCTS can pull the switch on this fixture display to see for themselves the 
difference between a light conditioned and a non-light conditioned bathroom. 


Placard calls attention tc 


however, the fixture business provides 
an answer to what is probably the 
appliance dealer’s most frequent com 
plaint about the lamp trade: that it 
is a “nickel and dime” business. At 
least a partial answer to this complaint 
lies in the truism that if you devote 
sufficient effort to the lamp business 
it will quickly outgrow any nickel and 
dime status. But it is equally true 
that fixtures represent a logical exten 
sion of lamp business and are of suffi 
cient value to boost a dealer’s lighting 
volume. Since a dealer’s sales organi 
zation is designed to sell the residen 
tial market and since his salesmen are 
iccustomed to selling items more ex 
pensive than bulbs alone, the resi 
dential fixture market is the logical 
spot for his entry into the lighting 
field. It is obvious, of course, that 
promotional effort on fixtures will 
almost automatically raise a_ store’s 
lamp volume. 


Multiple Advantages 


For those interested in capturing a 
share of the market, the light condi- 
tioning campaign offers multiple ad- 
vantages: 

(1) In the long run, it will result in 
more sockets to be filled in each 
home, thereby expanding the dealer’s 
potential bulb market. 

(2) More immediately, it offers re- 
tailers an opportunity to tie-in with 
local light conditioning campaigns bv 
stocking bulbs, fixtures and accessories 
featured in light conditioned model 
homes. 

(3) It provides simplified recipes 
which dealers can use in selecting a 
limited but workable stock of fixtures, 
particularly those lighting applications 
(kitchen, laundry, utility room and 
bathroom) which appliance dealers 
might most logically handle. The 
recipes not only provide a standard for 
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the recipe standards for lighting the bathroom 


limiting stocks but also furnish an 
effective argument in selling such fix 
tures. 


What's At Stake 


The effect that the Light Condi 
tioning program could have on the 
fixture market can be approximated 
by reference to current expenditures 
for lighting. 

Today’s average five-room house has 
seven fixtures with a retail value (at 
1950 prices) of about $32. A five 
room light conditioned home would 
have 21 fixtures (five valances, nine 
ceiling, five wall and two exteriors) 
with a retail value of at least $236. 

In 1950 the fixture market broke 
down this way: 


New Homes at $32 per home 
$45 million 
Replacements at $2.39 per owner- 
occupied home $35 million 

Now, if it be assumed that one out 
of every seven new homes and one 
of every 50 existing homes were light 
conditioned—at a cost of $236—a total 
of $142,300,000 additional fixture 
business could be realized. 

Or consider what light conditioning 
could do to the portable lamp mar 
ket. 

In 1950 the average five-room 
house had five portable lamps with a 
retail value 6f $59.50. A well lighted 
home of the same size should have 13 
lamps at a total value of $165.65. 

The 1950 market on_ portables 
broke down like this 


..$72 million 
Replacements $117.5 million 
Total $189.5 million 
If two percent of existing homes 
were light conditioned it would be 
possible to realize an additional port- 
able lamp business of over $115 mil- 
(Continued on page 256) 
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WASHERS 


Automatics account for 62% of industry's $727- 
million volume. Saturation of electric models 
reaches 73.5 percent. Materials shortages may 


ease by middle of year 


ESPITE some cutbacks at the 
D production level and a general 

slump in consumer goods buy- 
ing at the retail level, the washing ma- 
chine industry came through in 195] 
in a relative blaze of glory. A grand 
total of 3,533,000 washers of all types 
were produced, valued at retail at 
$727,405,800. This compares with 
1950’s record year of 4,405,610 ma- 
chines, worth at retail value $791,- 
216,000. Surprisingly enough, the 
1951 volume even exceeded that of 
1949 when 3,200,000 washers were 
sold at a retail value of $534,178,000 

Here’s the breakdown on 1951 
washer volume: 

A total of 1,830,000 conventional 
Ww ringer spinner type washers were 
produced, worth at retail value $273,- 
585,000—a drop of 30.3 percent in 
units and 24.3 percent in dollars. 
Automatic washers hit 1,603,000 units, 
worth at retail $448,840,000—a de- 
cline of only 2.6 percent in units and 
up 6.1 percent in dollars. The figures 
show that the gap between conven- 
tional and automatic type washers is 
rapidly shrinking. Conventionals ac- 
counted for 62.5 percent of the busi- 
ness in 1950, but shrank to 53.3 per- 
cent in 1951. In unit sales, therefore, 
the automatic is almost on a par (46.7 
percent of total standard-sized wash- 
ers) with the conventional. In dollar 
volume, however, automatics now 
represent 62 percent of the business as 
against 53.6 percent the year before. 
Still included in the total washer 


figures are gas-engine sales of 12,000 


units—a rapidly shrinking market as 
rural electrification strides towards 
completion—and small, portable wash- 
ers with 88,000 units. 


76% Saturation 
Phe 1951 figure of 3,433,000 stand- 


ard size washers sold, brings satura- 
tion, or homes owning, to over the 
30,000,000 mark for the first time. 
Figures for junking, obsolescence, dual 
ownership and service shop inventory 
have been calculated, of course, but 
out of 40,967,180 homes with electric 
service, 73.5 percent now own electric 
washers. Add three percent of the 
non-wired homes and you have about 
76 percent of families with a home 
washer. This evidence of the popu- 
larity of the home washer is extraordi- 
nary, but it is even more significant 
when we realize that about 17,500,000 
washers have been sold in the post- 
war years alone. 

A quick look at the 1951 record, 
therefore, discloses that 3,433,000 
standard size washers were sold at an 
average retail price of $210.44 for a 
total dollar volume of $722,425,000— 
a drop of 19.6 percent in units from 
the 1950 record and 7.9 percent in 
dollars. The figures are for wringer, 
spinner and automatics alone. 

It’s been a hectic year, too. Fear of 
material shortages spurred production 
in the early months; scare-buying in 
the late fall of ’50 and the early spring 
of ’51 brought about “advance” buy- 
ing; credit restrictions for seven 
months of the year crippled many 
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(Jan. 1952) 
30,100,000 
10,867,000 


(Jan. 1952) 
1,292,000 
43,272,000 
*Based on Total Homes 


potential sales at a time when con- 
sumer goods buying was off generally; 
factory, distributor and dealer inven- 
tories piled up throughout the year 
ind only showed signs of getting back 
to near normal by the year’s end; and 
ictual cutbacks at the production 
level began to take effect in the last 
half to harass manufacturers into lo- 
cating substitute materials and switch- 
ng metals from other lines. By and 
large, however, it may be said that 
the home laundry equipment business 
uffered less, by comparison with re- 
frigerator and television business. 
ELEecTRICAL MERCHANDISING | sur- 
veys dealers every year to find out the 
proportion of appliances going to 


(Jan. 1951) 
28,092,000 
10,952,000 


(Jan. 1951) 
1,285,000 
42,183,000 





homes as replacements and the num- 
ber of trade-ins accepted to sales made. 
In 1951, a total of 250 dealers re- 
ported and insofar as washers are con- 
cerned may be summarized as follows: 

A total of 228 of the 250 dealezs 
handled washers, or 91.2” percent— 
highest of any other appliance classi- 
fication. Lowest, ironically, was the 
washer’s teammate, the ironer, with 
65.2 percent. Of the 228 dealers re- 
porting on washers, sales of 8,351 
units were reported, or 37 washers pert 
dealer. (Figures are for the first eight 
months of the year). In the same 
period, they sold 1,226 ironers, or 
eight per dealer. 

(Continued on page 272) 
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CLOTHES DRYERS 





A 50 percent increase in business in ‘51 brings 


annual sales to the half-million mark. With 1,050,- 
000 in use, the appliance industry's new baby takes 


off for the big time 


ITH most major appliances 
W taking graceful _nose-dives 

saleswise in 1951, two newer 
members of the family blithely ignored 
the obvious trend and _ registered 
healthy increases—freezers and clothes 
dryers. And of the two, clothes dry- 
ers ended up way out in front with 
whopping increases in both unit sales 
ind dollar volume. Furthermore, dry- 
ers were running under wraps, so to 
speak, because in their brief five-year 
history, from a_ standing start of 
58,000 units in 1947, the industry had 
too slim a volume pattern to warrant 
illocations of metals sufficient to sup 
ply demand. 

At any rate, the year 1951 saw 495, 
000 dryers sold, at an average price of 
$238 for a total dollar volume of 
$118,162,300. That represented an 
increase of 55.4 percent over the 318, 
500 units sold in 1950 and an increas¢ 
of 67.7 percent over the dollar volume 
for the previous year. Historically, few 
major appliances have shown so fast 
1 growth in so short a time 
ten-fold in five years. 

The figures above are for the total 
industry—they include both electric 
and gas models. A breakdown of the 
two shows 360,000 electric dryers and 
135,000 gas dryers. Electric models 
sold at an average price of $231.75 for 
1 total dollar volume of $83,433,600 
ind the gas dryers at an average pric 
of $257.25 for a dollar volume of 
$34,728,700. Electric dryers, there 
fore, comprised 72.7 percent of the 
business and showed a unit increase 
over the previous year of 43.4 percent; 
gas dryers comprised 27.3 percent of 
the business and were up an alarming, 
or reassuring—depending on 


close to 


your 


- 


POST WAR ELECTRIC AND GAS DRYER SALES RECORD 


195) 


1950 


105, 700 


1949 


92,000 


| 


1948 


58,000 


| 
| 947 
| $ 12,180,000 


| 


viewpoint—99.9 percent. ‘The gas 
boys’ “take” in the total business went 
from 21.2 percent of the total in 1950 
to 27.3 percent in 1951. 

Figures for the past year's sales 
means that the American public have 
now bought approximately 1,070,000 
clothes dryers. Figured on a basis of 
about 44,564,000 total homes in the 
country (because gas models must be 
figured in the estimate) saturation is 
therefore 2.2 percent. 


When Dryers Sell 


One of the unusual findings in our 
new study of sales at the retail level, 
published complete elsewhere in this 
issue, is the heavy preponderance of 
dryer business done in the last six 
months of the vear. Manufacturer 
sales show 40 percent shipped in th« 
first six months and 60 percent|in the 
final half. Actual retail sales,| based 
on this 1950 study, shows 29 percent 
sold in the first six months and 71 per- 
cent sold in the last half of the year. 
As a matter of fact, dryers parallel 
washers and ironers in that sales take 
a sudden spurt in July and build up 
through the fall and summer to a peak 
in November and December. These 
two months alone account for nearly 
30 percent of the entire year’s business 

Prime markets regionally are the 
Fast North Central states (O., Ind., 
Ill., Mich., Wis.) which account for 32 
percent of the business. The Middle 
Atlantic big three (N.Y., N.J., Pa 
are second with 18 percent; the Pacific 
coast third with 15.5 percent and the 
West North Central area fourth with 
13 percent. All other regions con- 
tribute less than 10 percent of the 
total. The pattern changed little in 
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495,000 


318,500 


GHB Units Sold 
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TWO YEARS STATISTICAL SUMMARY 
CLOTHES DRYERS, Electric and Gas 
1951 





1950 
EE oe so « oy oe SS eee 318,500 
ey Average Retail Price......... 21.20 
$118,162,300 ........ Retail Value......... $70,449,400 
(Jan. 1952) (Jan. 1951) 
eee “Homes Owning........... 555,000 
43,581,500 ........ *Homes Without........ 42,913,000 


* Based on Total Homes 





the first cight months of 1951 (figures 
quoted above were four-year averages 
except for the fact that the two lead- 
ing regions increased their percentage 
of the total business—the East North 
Central group accounting for 37 per- 
cent and the Middle Atlantic for 20 


percent 
Some Marketing Angles 


Obviously, a number of important 
marketing factors must be present 
when a new device rolls up an im- 
500,000 unit sales record an 
nually in a five-year period and has 
over a million users. From a consumer 
standpoint, the rapid acceptance of 
the automatic washer paved the way 
for the dryer. With push-button 
washing, the transition to push-button 
drying was a natural. Early dryer 
problems such as excessive moisture 
and lint are being eliminated and even 
many housewives who cling to the out- 
moded idea that sunshine is better for 
clothes are rapidly being persuaded to 


pressive 





JANUARY, 


switch to dryers. Those who saw the 
striking demonstration of the bleach- 
ing effect of sun on colored clothes at 
the Home Laundry Conference last 
October, realized that the industry 
had a potent weapon to combat this 
fallacy. 

From a promotion standpoint, th« 
dryer found a willing and even anxious 
helpmate in the electric and gas utility 
field. For electric companies, the 
dryer represented the first major load- 
building device since the introduction 
of the electric range. Most dryers re 
quire 220-volt service and use from 
900-1,000 kw.-hrs. annually, provid 
ing the utility with about $20 a year 
in new revenue. Gas utilities, seeing 
chunks of range and water heater gas 
volume going electric, have embraced 
the gas clothes dryer and, if the figures 
mean anything, they are carrying the 
ball to the opposition. Despite the 
fact that gas dryers sell at slightly 
higher prices than electric models, 
(Continued on page 254) 
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IRONERS 





Merchandising inertia, general sales decline and 
metals transfers account for 31 percent sales drop; 
TV offers hope as mass demonstration medium 


RONING machines were one of 

the casualties of the 1951 “appli- 

ance depression” for a number 
of reasons: cutbacks in essential metals 
accounting for perhaps a 75,000-unit 
drop from 1950; transfers of essential 
steel by manufacturers from ironers 
to washers; and the general inclination 
on the part of the buying public to 
forego purchases of major equipment. 

At any rate, a total of 280,000 iron- 
ers of all types were sold at an average 
retail price of $153 for a total dollar 
volume of $42,830,000. The unit 
figure is off 31.6 percent from the 
409,200 ironers sold in 1950 and the 
dollar volume is off 28 percent from 
the $59,465,900 racked up in 1950 

\ breakdown of the totals shows 
that standard-sized ironers accounted 
for 230,000 units, sold at an average 
of $173.50 for a total dollar volume 
of $39,905,000. Portable ironers made 
up the remainder with 50,000 units 
sold at an average retail price of $58.50 
for a dollar volume of $2,925,000 
Standard-size units, therefore captured 
82.2 percent of the market and port 
ables 17.8 percent. In the previous 
year, standard units registered 328,350 
sales, at an average retail price of 
$168.65 for a total dollar: volume of 
$55,382,975. This represented 80.2 
percent of total ironer business. ‘The 
portable seld 80,850 units in 1950 
which, at a retail price of $50.50 
mounted to $4,082,925. 

So much for the figures for the past 
two years. Before we leave them, how- 
might comment that the 
280,000-unit figure is pretty close to 
the last prewar figure of 260,000 in 
1941 and is less than half the business 


ever, we 


done in 1947 when close to 600,000 
units were sold. Traditionally, about 
one ironer is sold for every ten wash- 
ers, except in 1947 when one ironer 
was sold for every six washers. In 
1951, this ratio—a sad _ statistic— 
slumped to one ironer for every twelve 
washers. The industry knows the 
answer and it has been repeated here 
many times—ironers are still not push- 
button devices. They require a cer- 
tain degree of skill in operating. Not 
as much as the average prospect seems 
to think they do—but some. That 
means adequate demonstration in 
the store and in the home. ; 

And speaking of demonstration, it 
may very well be that the ironer in- 
dustry has hit upon a real champ—a 
knight in shining armor where the 
important element of demonstration 
is concerned. Television, no less. One 
important ironer manufacturer used 
15 TV stations in 1951 and came up 
with an imposing 29 percent increase 
in sales directly traceable to TV 
demos. In Chicago, for instance, the 
increase was 37 percent. They are 
not kidding themselves, because they 
asked people why they bought and 
the 29 percent said because of the TV 
demonstration. More of the same by 
other manufacturers in the field, or 
by the AHLMA, might go a long way 
toward pushing ironer sales. 

In the meantime, ironer saturation 
is still less than 10 percent of the 40- 
odd million wired homes in the U.S. 

9.1 percent to be exact. 


Replacements and Trade-ins 


Our annual replacement survey, 
comprising reports from 250 dealers, 
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(Jan. 1952) 
3,725,000 
37,242,000 


pb RAE AA 


(Jan. 1951) 
3,465,000 
35,579,000 





showed only 163, or 65.2 percent, sell- 
ing ironers. They sold 1,226 machines 
in an eight-month period, or cight 
machines per dealer. These figures 
are low in comparison with other ma- 
jor appliances. On refrigerators, for 
instance, 90.4 percent of the dealers 
stocked them and accounted for an 
average of 52 boxes per dealer. On 
washers, 91.2 percent handled them 
and did 37 sales per dealer. Here may 
be a clue to part of the ironer indus- 
try’s problem. Even the dealers in 
the major appliance business have not 
been sufficiently well sold on the profit 
possibilities of ironers. Perhaps manu- 
facturers and distributors should start 
ironer demonstrations for dealers be- 
fore they worry about customers. 

As might be suspected with a device 
of relatively low saturation, the 156 
dealers reporting on replacement busi- 
ness claimed that 90.3 percent of their 
sales went to homes without ironers 
and only 9.7 percent constituted re- 
placements. With washers it’s the 


other way around—33.7 percent going 
to non-owners and 66.3 percent for 
replacements. Likewise trade-ins ac- 
cepted by dealers were taken in only 
3.3 percent of the total ironer sales. 
Close to half the sales of washers in- 
volve trade-ins. About 50 percent of 
the ironers traded were disposed of by 
dealers, 17 percent were junked and 
34 percent were still parked in their 
service shops. Curiously, the per- 
centage of ironer sales involving re- 
placements dropped in 1951 from the 
17.1 percent figure of 1950. Replace- 
ment percentages generally increase as 
the years go by. 


Seasonal Factors 


‘This magazine’s new study on sea 
sonal factors in selling at the retail 
level (see “When Appliances Are 
Bought’) shows that December is the 
biggest ironer month with 12:44 per- 
cent of the year’s total; July is the 
next biggest with 10.42 percent. 
(Continued on page 252) 
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HOME LAUNDRY SALES BY STATES..... 


WASHING MACHINES (1946-1950) 
























































STATE 1946 
Maine 13,994 
New Hampshire 7,311 
Vermont... 5,013 
Massachusetts 68,510 
Rhode Island 10,652 
Connecticut 27,989 
New England 133,469 
New York 183,181 
New Jersey 52,636 
Pennsylvania 180,674 
Middle Atlantic 416,491 
Ohio 159,578 
M® Indiana 70,181 
® Illinois 165,636 
Michigan 104,436 
Wisconsin 65,376 
East North Central 565,207 
Minnesota 55,560 
lowa 51,802 
Missouri 78,327 
North Dakota 11,070 
| South Dakota 11,279 
Nebraska 26,109 
Kansas. 28,616 
: West North Central 262,763 
: Delaware 4,386 
: Maryland 24,438 
) District of Columbia 16,919 
) Virginia 30,495 
) West Virginia 26,109 
» North Carolina 26,109 
South Carolina 9,190 
Georgia 25,900 
Florida 22,916 
South Atlantic. 186,522 
» Kentucky 29,242 
Tennessee 40,521 
Alabama 17,963 
Mississippi 9,399 
East South Central 97,125 
Arkansas 12,950 
Louisiana 22,976 
Oklahoma 27,153 
Texas. . 74,567 
West South Central... 137,646 
Montana 9,399 
idaho 5,848 
Wyoming 3,133 
Colorado 20,470 
New Mexico 4,595 
Arizona 7,728 
Utah 12,115 
Nevada 2,924 
Mountain 66,212 
Washington 38,224 
Oregon 23,394 
California 161 667 
Pacific 223,285 
UNITED STATES 2,088,720 


1947 


24,574 
9,170 
10,270 
123,973 
20,540 
50,983 


239,510 
337,441 
107,468 
275,455 


240,244 
102,700 
242,077 
169,821 

93,163 


848,005 





86,194 
78,125 
129,841 
15,038 
17,606 
41,080 
50,616 


418,500 





6,602 
42,914 
35,578 
55,018 
42,914 
60,519 
22,007 
63,454 
49,882 


378,888 





46,948 
86,928 
38,880 
21,273 


194,029 


25,675 
57,952 
49,516 
156,983 


119,572 
70,789 
45 848 

342,210 

458,847 


3,667,841 





720,364 











































































































TOTAL 
1948 1949 1950 FIVE % 1946 } 1947 j 1948 
YEARS 
| 
23,331 12,797 17,797 92,493 54 735 | 3,379 | 2,270 
7,211 7,737 11,864 | 43,293 25 308 1,600 662 
9,333 4,761 | 6,356 | 35,733 21 205 | 7711 710 
115,382 92,554 | 135,172 535,591 3.11 3,728 | 14,345 12,203 
19,513 16,070 | 25,000 91,775 53 821 | 3,142 2,129 
54,722 38,986 | 58,052 230,732 1.34 906 | 34,915 | 6,527 © 
229,492 172,905 254,241 | 1,029,617 | 5.98 | 6,703 | 58,152 | 24,501 
330,028 225,879 | 387,717 | 1,464,246 8.51 13,868 43,688 38,739 
87,809 87,792 | 141,527| 477,232 2.77 3,882 15,353 | 7,331 
339,360 247,603 | 336,446 | 1,379,538 | 8.02 14,860 46,415 | 38,455 
757,197 561,274 865,690 | 3,321,016 19.30, | 32,610 105,456 | 84,525 
268,094 173,501 258,902 | 1,100,319 | 6.39 | 20,007 59,634 | 35,759 
113,262 83,030 111,442 480,615 2.79 9,029 19,206 13,149 
246,460 152,669 225,851 | 1,032,693 6.00 24,436 38,531 29,421 
180,285 126,182 185,172 765,896 4.45 12,090 37,345 32,826 
86,961 58,925 82,628 387,053 2.25 7,114 12,923 10,406 
895,062 594,307 863,995 | 3,766,576 | 21.88 | 72,676 | 167,639 121,561 
88,658 50,592 67,374 | 348,378 2.02 | 3,711 12,271 11,872 
76,780 54,758 70,764 332,299 1.93 3,027 13,634 8,183 
159,075 93,447 126,697 587,387 3.41 4,685 16,124 13,906 
18,241 | 11,904 | 13,560 69,813 40 | 616 2,134 2,696 
19,513 13,690 15,254 | 77,342 AS 598 1,719 2,791 
44,541 27,379 39,407 | 178,516 1.04 | 1,505 6,343 | 5,061 
51,328 30,355 | 44,916 205,831 1.20 1,659 5,453 5,298 
458,136 282,125 | 377,972 | 1,799,496 10.46 15,801 | 57,678 49,807 
6,187 6,845 9,746 34,366 20 | 154 830 157 
58,116 35,712 58,475 219,655 1.27 1,402 5,394 4,446 
36,481 31,843 51,272 172,093 1.00 1,333 4,624 4,068 
78,901 48,211 61,331 273,956 1.59 1,146 5,809 4,493 
76,780 44,343 61,553 251,699 1.46 2,052 7,232 6,291 
107,747 80,352 90.679 365,406 2.12 1,402 5,987 5,723 
25,876 31,248 39,831 128,152 14 547 2,430 2,176 
97,142 70,829 89,832 347,157 2.01 838 6,876 6,480 
70,841 60,115 76,696 280,510 1.63 1,060 7,529 | 5,440 
558,671 409,498 539,415 2,072,999 12.04 9,934 46,711 39,874 
82,295 49,402 57,628 265,515 1.54 1,402 5,335 4,541 
134,471 81,840 97,459 441,219 2.56 2,377 9,199 7,048 
59,388 49,104 64,831 230,166 1.34 855 3,794 3,453 
25,876 29,760 37,289 123,597 72 291 2,608 1,892 
302,030 210,106 257,207 | 1,060,497 6.16 4,925 20,866 16,934 
42,420 36,605 41,102 158,752 92 906 3,320 2,176 
81,447 63,389 82,205 307,969 1.79 1,265 5,394 5,818 
52,601 29,760 44,492 203,522 1.18 1,642 5,632 5,818 
225,250 163,382 238,139 858,321 4.99 3,779 18,376 21,710 
401,718 293,136 405,938 1,528,564 8.88 7,592 32,722 35,522 
16,544 11,011 14,831 68,657 | 40 | 393 1,897 3,264 
13,150 12,499 17,373 60,607 35 | 205 1,126 1,987 
5,515 4,761 7,203 25,747 15 120 533 757 
55,994 27,379 45,340 184,394 1,07 | 1,214 4,446 6,385 
7,636 9,821 15,254 46,842 27 342 1,245 1,088 
16,968 14,285 22,458 77,578 72 462 1,778 2,270 
25,452 15,773 24,577 98,457 | 57 | 923 2,905 4,872 
4,242 5,952 8,051 25,571 15 103 1,719 1,088 
145,501 101,481 155,087 587,853 3.42 3,762 15,649 21,711 
64,903 54,758 78,815 307,489 1.79 2,394 14,049 14,142 
72,538 36,307 53,390 231,477 1.34 1,419 8,773 12,109 
— 356,752 260,103 385,599 , 1,506,331 8.75 13,184 65,088 52,314 
494,193 351,168 517,804 2,045,297 11.88 16,997 87,910 78,565 
4,242,000 2,976,000 4,237,349 17,211,910 100% 171,000 592,783 473,000 
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.... All figures based on Manufacturers’ Shipments 


MACHINES (1946-1950) 


TOTAL 
YEARS 


CLOTHES DRYERS (1947-1950) 


TOTAL 
FOUR 
YEARS 





1949 





1,397 | 
1,038 | 
559 | 
14,212 | 
2,595 
6,746 








1,031 | 
583 | 
491 | 

10,192 | 

1,289 

3,806 


17,392 


8,812 | 
4,191 | 
2,736 | 

54,680 | 
9,976 | 

52,900 | 


1,232 

154 740 

113 | 277 

1,281 | 5,823 
492 | 1,479 | 

1,117 | 3,266 


3,495 | 


5,033 | 
2,214 | 
8,538 | 


2,184 
1,241 | 
673 | 
10,600 
2,534 
6,759 


141 | 
122 | 
1,885 | 
295 | 
1,266 | 


.. «New Hampshire 
161 
1,611 
268 | 
1,110 


3,741 


2.82 
51 
2.72 


Rhode Island 
.. s+. Connecticut 


.. New England 


26,547 


6.86 
8.10 
2.33 
8.01 








3,938 12,817 | 


133,295 23,991 








7,259 | 
1,172 
7,169 | 


5,109 | 
9.040 | 
4,516 | 


11,665 16,200 15,785 
3,661 
1,995 
4,727 
3,708 
2,742 | 


157,271 
45,326 
155,662 | 


24,130 
6,784 | 
23,118 | 


20,181 
7,548 
28,068 


37,582 | 
12,974 
48,891 | 


99,447 | 


53,518 
23,855 | 
42,654 
40,756 | 
18,625 


179,408 


18,789 
12,796 
17,473 | 
4,042 
3,867 | 
8,151 | 
6,239 


.. .New Jersey 
Pennsylvania 


..Middle Atlantic 


32.814 





54,032 81,636 358,259 18.44 55,797 








168,137 
60,393 

138,615 

126,960 | 
43,703 


28 822 
10,659 
25,229 
24,990 

7,305 


23,915 
8,350 
20,998 
19,109 
5,955 


8.65 
3.11 | 
7.13 
6.54 
2.25 


10,772 | 
4,889 
7,411 
7,729 
3,526 


6,211 
3,947 
5,406 
9,138 
2,775 


32,874 | 
13,094 
25,110 
20,181 
9,582 





78,927 97,005 537,808 27.68 16,763 | 100,841 | 


3,977 | 
2,788 
3,598 
1,056 | 
881 | 
1,794 | 
1,240 | 


27,477 | 34,327 


43,531 
39,520 
57,949 
8,744 
8,663 
21,184 1.09 
20,841 1.07 


200,432 10.32 





8,012 
6,692 
9,302 
1,781 | 
1,719 
3,684 
3,561 


7,665 
7,984 
13,932 
1,517 
1,836 
4,591 
4,870 


2.24 
2.04 
2.98 
45 
45 


1,853 
961 | 

1,586 
227 
189 
510 
691 | 


3,007 | 
1,745 
2,399 
448 
456 | 
1,164 
1,011 


9,952 
7,302 | 
9,890 | 
2,311 | 
2,341 
4,683 
3,297 





—————__— 


West North Central 


34,751 42,395 6,017 | 10,230 15,334 39,776 | 71,357 | 





—___—__—_—__———_4 
ny nee 
el 
. . .District of Columbia 
Virginia 
... West Virginia 
....North Carolina 
| .. .. South Carolina 
2,403 | ‘ Ce ......+- Georgia 
1,787 | k Ae 
18,701 36,620 
4,037 
6,551 
3,606 
9.211 
16,405 
2,259 
6,170 
3,197 
13,693 | 


460 
3,499 
4,205 
2,517 
3,438 
3,100 
1,166 
3,714 
3,315 


798 
4,511 
5,190 
2,994 
4,950 
3,553 
1,158 
4,231 
5,150 


2,999 
19,252 
19,420 
16,959 
23,963 
19,765 

7,477 
22,139 
22,494 


Be 
99 
1.00 
87 | 
1.23 
1.02 
39 
1.14 
1.16 


105 
630 
572 
612 | 
421 
680 
394 

1,069 | 
639 


5,122 


832 | 
2,126 
4,344 
1,448 
3,358 | 
1,664 | 

739 


206 
582 
698 
814 
7719 
868 
438 
680 | 
967 


205 
523 
1,712 | 
451 
1,148 
892 
338 | 
840 
656 | 


1,348 
3,861 
7,326 | 
3,325 | 
5,706 
4,104 





6,032 
850 
904 
949 
644 


South Atlantic 


25,414 32,535 154,468 7.95 6,765 


Be 
1.17 
65 
40 


2.94 








83 
1.35 
61 
.40 


2,241 
3,315 
1,536 
1,596 | 


2,555 
4,511 
2,196 
1,357 


16,074 
26,380 
11,834 


. .Kentucky 

Tennessee 
.... Alabama 
... Mississippi 


584 
1,220 
605 
338 


2,747 


2,064 
3,451 
1,510 

801 


8,688 


3.19 





10,619 
2,116 
3,992 
5,030 

19,361 


3,347 7,826 ty East South Central 
.... Arkansas 
. Louisiana 


". .Oklahoma 





356 
702 
411 
2,141 


1,657 
3,192 
3,562 

14,336 


52 
1.01 
1.12 
3.99 


528 
1,495 
1,020 
3,177 


451 
984 
472 

2,398 


924 
2,989 
1,294 
5,977 


40 
1.11 
57 
2.46 


22,747 | 30,499 129,082 | 





6.64 6,220 _...West South Central 


414 
788 
188 
7197 
170 
224 
447 
116 


4,305 11,184 = 25,319 | 











2,149 | 
2,087 
736 
3,162 
1,442 
1,229 
2,670 
583 | 


9,939 
7,441 
3,024 
20,317 
5,913 | 
7,895 
15,202 
4,451 


51 
38 
16 
1.05 
30 
1 
.78 
= 


656 
1,005 
297 

707 | 
92 


2,187 
2,557 | 
109 
1,664 
216 
246 
2,280 
401 


3,524 
4,585 | 
1,288 | 
3,623 
606 
733 
3,893 
761 | 


10,260 19,013 


. ....+Montana 


...Wyoming 
.. . Colorado 
. New Mexico 








14,058 74,182 3.82 3,204 








7,890 48,415 2.49 


4,819 
38,282 


6,866 
42,156 


58,962 


399,200 


33,986 
211,024 


1.75 
10.86 


293,425 


1,942,983 


15,10 


100% 


3,866 
3,213 
5,970 


1,698 
926 
3,949 


17,377 
11,954 
21,567 


28,148 
20,337 
37,841 





13,049 


50,898 | 


86,326 


.. . Washington 
.Oregon 
California 


Pacific 





57,786 89,500 


102,500 


308,100 


557,886 


UNITED STATES 
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REFRIGERATORS 





Sales of 4,075,000 units—off 34% from 1950's 
record—push saturation above 86 percent. Heavy 


inventories complicate the sales picture for ‘52, 
but it looks like 3,500,000 units 


“6 DVANGE buying” in the late 
A fall of 1950 and the early 
spring of 1951 due to war 

sharp declines in buying 
throughout most of the remainder of 
the year, scriously high inventories at 
ill levels of the industry and the 
imposition of production cutbacks duc 
to metal shortages characterized the 
refrigeration industry's 1951 year. 

Despite these multiple headaches, a 
total of 4,075,000 domestic electric 
refrigerators were produce d, at an aver 
ige price of $275, for a total dollar 
volume of $1,120,625,000. This com 
pares with 1950's all-time record year 
of 6,200,000 units, sold at an average 
price of $258 for a dollar volume of 
$1,602,266,000 Compared to 1950, 
therefore, refrigerators were off 34.3 
percent in units an 
dollar volume 

For the benefit of the 
the crying towels, however, we might 
point out that 1951’s business was not 
much under the 4,450,000-unit vear 
of 1949, or the 4,766,000-unit vear 
f 1948. It far most pre 
war years—1941 was the biggest with 
3,500,000 units—and topped the two 
postwar years of 1946 and 1947. It 
was also accomplished in the face of 
the fact that nearly 21,000,000 
refrigerators had been sold in the five 
revious postwar years 


Car®e, 


30 percent in 


bovs with 


exceeded 


Present Saturation 


Ihe 1951 refrigerator volume brings 
total owns rship to 35.500.000 of the 


+0.967,180 domestic electric custom 


POST WAR REFRIGERATOR SALES RECORD 


4,075 000 


3,400,000 


2,100,000 


$ °334 700,000 
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ers in the United States, or 86.6 per 
cent. To those readers who are not 
entirely familiar with these annual 
figures on present ownership, we want 
to point out that it is not arrived 
at by simply adding the latest. year’s 
sales to totals of previous years.’ Many 
factors enter into the final figure— 
replacements of obsolescent machines, 
the proportion of replaced machines 
finding their way back into the mai 
ket through rebuilding or mere resel 
ling, the percentage junked as unfit 
for further service, dual ownership, 
the number on hand in dealers’ 
service shops, etc Annual saturation 
estimates normally, however, have not 
taken into consideration the number 
of machines in manufacturer, dis- 
tributor and dealer inventory. ‘This 
figure has rarely deviated from a norm 
of 30-60 days’ supply. We are awar 
that this figure cannot be relied upon 
n 1951, because of the unusually 
heavy inventories, but inasmuch as 
sales are on the upturn and the spring 
of ’52 promises a return to morc 
normal inventory positions, saturation 
is of Jan. 1, 1952, has been figured 
on the usual basis, without considera 
tion for refrigerators in the pipelines 


The Replacement Market 


And that leads us, naturally, into 
the present status of the replacement 
market for refrigerators. Our annual 
survey on replacements and trade-ins 
brought replies and information from 
250 dealers. Of these, 226, or 90.4 


] 
percent handled refrigerators (second 





4,766,000 


>, 


$.867,000,¢ 


GE Units Sold 
Ge Retail Value 


TWO YEARS STATISTICAL SUMMARY 


REFRIGERATORS 
1951 





Average Retail Price 
Retail Value 


(Jan. 1952) 
35,500,000 
5,467,000 


(Jan. 1951) 
33,750,000 
5,294,000 





highest of all major appliances) and 
reported sales of 11,654 units for an 
eight-month period, or 52 units per 
dealer. That would mean sales of 
78 units for the year if the figure was 
projected to 12 months 

A total of 201 dealers supplied us 
with information on new vs. replace- 
ment sales. They showed that 34 per 
cent of total sales went to homes not 
already owning and that 66 percent 
were replacements. This replacement 
ratio compares to 52 percent in 1950, 
41 percent in 1949, 36 percent in 1948 
and about 24 percent for the two 
previous years. It is roughly com- 
parable to the replacement ratio for 
both washers and vacuum cleaners. 

On the matter of trade-ins accepted 
to total volume, 222 dealers supplied 
the necessary information. Collec- 
tively they sold 11,392 refrigerators in 
the 8-month period and accepted 
4,265 boxes in trade, or 37.4 percent. 
Only washers, with 47 percent, 
exceeded this trade-in percentage. The 


JANUARY, 


obvious discrepancy in the figure of 
66 percent of sales representing 
replacements and 37 percent of sales 
involving trade-ins is accounted fot 
by the fact that many people sold 
their own box privately, many have 
more than one refrigerator in the 
home, many are too far gone to wat 
rant the dealer making a_ trade-in 
allowance, etc. Of the trades the 
dealers did accept, they reported an 
average of 22.7 percent junked; 3] 
percent rebuilt and resold; 31.3 per 
cent resold “as is” and 15 percent 
still on hand in the service shop. In 
other words, about two-thirds of the 
trades taken in are resold and one 
third are either no good or have a 
dubious status as saleable merchandise. 


Seasonal Sales Trends 


ELECTRICAL MERCHANDISING’S new 
study, which appears complete else- 
where in this issue, measures the sea- 
sonal factors in refrigerator selling 

(Continued on page 264) 
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FREEZERS 





Sales gain 18 percent to 1,050,000 units, lift satu- 


ration to 9.3 percent. 


Fifteen cubic foot models 


vie with twelves for leadership 


4 all in 1951 that good sales do 
not depend upon public panics 
ind fears of food shortages. 

lhe record 1950 volume of 890,000 
units could be—and was—attributed to 
the buying spree that followed the 
outbreak of the Korean war. But in 
1951, a year in which the lower sales 
of most other durables proved that no 
such conditions existed, freezers made 
an 18 percent gain to a new high total 
of 1,050,000 units which figured at 
an average retail price of $360, 
amounts to a $378,000,000 business. 
These last two figures compare with 
an average price of $325 and a total 
volume of $289,250,000 in 1950. 

Saturation, now at 9.3 percent of 
40,967,000 wired homes represents 
better than a two percent increase over 
the 1950 figure of 7.2 percent. 

To dealers in metropolitan «reas 
this saturation figure may appear to 
be inflated, but retailers in small town 
and rural areas will probably find it 
in understatement. According to a 
NEMA study made in 1°50, 60.2 per 
cent of freezer sales are made in towns 
of under 25,000 population. Places 
of from 1,000 to 2,500 inhabitants, 
for example, account for 14.2 per- 
cent of sales while cities of 1,000,000 
or more can only boast a 
share. 

During 195] the trend toward big 
ger and bigger freezers became cv n 


fea ZERS proved once and for 


7.2 percent 


FREEZER SALES BY 


1948 
26.64% 
14.61 

9.81 


485,000 


210,200 





$ 80,000,000 


ELECTRICAL MERCHANDISING—JANUARY, 


% 162,475,000 
690,000 


more evident. According to NEMA 
reports for the first nine months, some 
startling changes in consumer buying 
preferences have taken place. The 
Freezer Sales Table below, highlights 
a few of these changes. 

In 1950 the 12 cubic foot freezer 
(11 to 12.9) rose to preeminence as the 
biggest seller, going well ahead of the 
previous leader, the eight foot box (7 
to 8.9). But in 1951 a new contender 
for leadership appears—the 13 to 16.9 
cubic foot class—with 29.18 percent 
of total sales. And, if the present trend 
continues, 1952 should see these big 
ger boxes outselling any other classifi- 
cation. 

Another great change has dropped 
freezers of 4.9 cubic feet and under 
from a 1950 total of 4.28 percent of 
sales to 0.50 percent in 1951, almost 
eliminating the size which back in 
1948 accounted for 13.9 percent of all 
freezers sold. 

Also evident in the sales pattern is 
a steady decline in sales of upright 
models. In 1949 they accounted for 
4.39 percent of sales; in 1950 they 
slipped to 3.05; and in 1951 they had 


dropped still further to 2.3 percent. 


The Big Markets 


As in 1950, ‘Texas provided the best 
market for freezers in 1951, absorbing 
7.18 percent of the first nine months’ 
sales (6.85 percent in 1950) reported 
by NEMA companies. California’s 


SIZES, 1948-1951 
1949 

24.21% 

22.10 

15.92 


1950 
18.60% 
32.31 
17.38 


1951 (9 mos.) 


14.08% 
30.58 
29.18 


POST WAR FREEZER SALES RECORD 


1,050,000 


7 
890900 $378,000,000 


$ 289,250,000 


220,800,000 


607,000 


$ 200,310,000 


HB Units Sold 
GB Retail Value 


1952 


TWO YEARS STATISTICAL SUMMARY 


HOME FREEZERS 
1951 





(Jen. 1951) 
. . - 2,815,000 
36,229,000 





6.09 percent was a drop from 1950's 
figure of 6.41 percent and wasn’t good 
enough to hold second place against 
Ohio’s 6.15 percent (6.12 in 1950). 
New York was a close fourth with 
6.07 percent (5.39 in 1950) and 
Pennsylvania was fifth with 5.9 per 
cent (5.78 in 1950). Of the nation’s 
nine regions, the East North Central 
area bought the most units with 21.98 
percent of the nation’s sales. Second 
was West North Central with 15.92 
and the Middle Atlantic States were 
third with 13.84. (For complete data 
on sales by states and regions see, 
How Appliance Market is Divided, 
elsewhere in this issue.) 

In 1951, for the first time, we in 
cluded freezers in our Replacement 
and Trade-In Survey, thus supple- 
menting the figures annually secured 
on refrigerators and other appliances. 
Of the 250 dealers who responded, 
83.2 percent sell freezers, a percentage 
exceeded only by those carrying §re- 
frigerators, washers and ranges. The 


figure compares more than favorably 
with vacuum cleaners, water heaters 
and ironers. During the first eight 
months of the year these dealers soid 
an average of 12 units each. Projected 
for the entire 12 months this would 
be a total sale of 18 freezers, which at 
the price of $360 would mean a freezer 
business of $6,480 per dealer. 

Unlike the older, more established 
appliances, most freezers say the re 
sponding dealers, go to homes which 
did not previously own the appliance 
Only 10.2 percent of total sales _re- 
ported went to homes which already 
owned freezers, a figure far below re 
frigerators (66 percent), ranges (35), 
washers (66.3), and vacuum cleaners 
(67.6). 


Few Trade Ins 
Small as the replacement sales fig 
ure is, the percentage of sales involy 
ing trade-ins is even smaller—4.3 per 
cent. Again, the figure is far below the 
(Continued on page 262) 
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Sales by States, 1946-1950 





(Manufacturers’ Shipments) 


FREEZER SALES, 


1948-1950 


(Manufacturers’ Shipments) 









STATE 


Maine 

New Hempshire. 
Vermont 
Massachusetts. 
Rhode Island 
Connecticut. ... 


“ew Enghad. 


New York oti 
New Jersey... 
Pennsylvania. . 





ar Attantic. 


Indiana 

Ilinois. . 
Michigan... ... 
Wisconsin. ... . 


East Nerth Contedl.. 





Minnesota. . . . 


Missouri. . .... 
North Dakota. 
South Dakota. . 
Nebraska...... 
Kansas. 


























TOTAL TOTAL 
1946 1947 1948 | «61949 | 1950 |S FIVE % 1948 1949 1950 THREE =| 
} | YEARS | YEARS 
9,786 | 17,182 | 26,970 | 26,131 | 33,712] 113,781 57 3,967/ 2914| 4862) 11,743 
6590 | 11,559} 17,530] 15,850| 19,866 71,395 36 2,189| 1,598} 2899 6,546 
3994| 5,623/ 9889| 10,981| 10,836 40,623 20 1,368|  1,003/ 2033 4,404 
66,500 | 96,844 | 198,557 | 104,593 | 162,540| 558,964 2.81 9439| 5350| 13,348| 98,137 
17,174 | 26,241 | 39,556| 33,413| 48,762] 165,146 83 2394| 1,194] 2564 6,152 
35,946 | 53,733 | 64279 | 46693/ 71,036| 271687| 1.36 8345| 4586) 9459} 922,390 
139,990 | 211,182 | 286,781 | 236,891 346,752 | 1,221,596 | 6.13 27,702 | 16,575 | 35,095 | 79,372 | 
278,581 | 328,957 | 467,031 | 376,113 | 606,816 | 2,057,498 | 10.33 39,125 | 93,979 | 48,531 | 111,635 | 
17,574 | 122,461 | 155,527 | 125,514 | 200,466 | 621,542 3.12 12585 | 8455| 16,531 37,571 
162,356 | 239,611 | 311,953 | 253,170 | 391,902 | 1,358992| 6.89 42,887 | 29,186 | 51,714| 193,787 
458,511 | 691,029 934,511 | 754,797 |1,199,184 | 4,038,032 | 20.27 94,597 | 61,620 116,776 | 272,993 


1.38 * 


6.05 


13.34 





143,185 | 

57,913 | 92,158 
135,596 | 208,371 
99,850 | 153,388 
43,535 | 68,798 


203,685 | 


254,417 
129,456 
267,902 


182,497 | 


100,688 


146,286 | 
} 


178,632 | 291,970 
111,806 | 

| 909.475 | 297.990 | 

| 146,933 | 296,954 | 

| 86,532 | 114,982 | 


1,071,889 
537,619 
1,119,334 
809,622 
414,465 


42,750 
27,634 
41,245 
25,513 
21,272 


26,129 
20,253 
31,335 
15,716 
13,327 


54,631 
31,205 
50,830 
32,443 
22,631 


123,510 
79,092 
123,410 
73,672 
57,230 





480,079 | 


726,330 | 934,960 


| 733,378 (1,078,182 | 


3,952,929 


158,414 


106,760 


191,740 


456,914 
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District of Columbia. .. 
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Montana 
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Colorado 
New Mexico 
Arizona.... 
Utah 

Nevede 


‘Meuntein 
Washington. 
regon.. : 
California. ...... 
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42,736 | 63,417| 98,441 | 79,678 | 108,962 | 393,234 1.97 19,015 | 14617| 23,249 56,881 2.78 
35,746 | 58,106 | 89,450 | 85,675 | 105,350 | 374,397 1.88 17,852 | 17,435 | 25,794 61,011 2.98 
67,099 | 97,781 | 140,244 | 139,650] 199,864 644,638 3.24 20,657 | 14235 | 29,968 64,860 3.17 
5991 | 10,934| 19,778| 929,704| 27,014 | 86,421 43 7,319 6,114 9,194 22,627 1.11 
6590| 10934} 99096| 293132| 27166| 89/848 45 4,583 5,971 9,105 19,659 96 
18,372 | 30,998| 47,647| 47,550| 63,210 207,707 104 9,371 7,834 | 17,591 34,796 1.70 
18,373 | 29,366 | 48,546 | 53,118 | 66,822 216,295 1.09 7,198 7,022 | 12,730 27,550 1.35 
194,907 | —vory 466,132 | 451,507 | 598,388 | 2,012,400 10.10 86,595 | 73,298 | 127,561 | 987,384 | 14.05 
3,994 7,185| 8990| 9,494| 15,050, 44,643 22 1,163 1,099 2,033/ 4,995 21 
30,954 45,610| 66976| 58,959| 88494 290 293 1.46 7,934 6,067 9,989 | 23.990 1.17 
26,360 | 37,800 | 53,940| 44,551 | 81,270 243,921 1.23 5,951 4,013 9,194| 19,158 94 
27,359 | 47,172 71,990| 75,892| 98,126 320,399 1.61 8,824 7,308 | 13,348 29,480 1.44 
25,162 | 38,738 | 58,435 | 65,970| 79,464 267,169 1.34 9,166 5,684 9370} 24990 1.18 
32,951 | 52,796 88,551 | 118,660 | 163,142 456,100 2.29 12,722 | 11,995| 20,339 44,279 9.17 
15,776 | 24680! 40,006| 54404| 75,250 210,116 106 8,755 5,541 9,813 24,109 1.18 . 
30,354 | 55,607 | 86,753 | 100,668 | 133,644 407,026 2.04 9,781 9,410 | 17,238) 36,499 1.78 
99,556 | 54,358| 92,597| 110,092 150,500 437,103 2.19 11,149 8646 | 15,647) 35,442 1.73 
222,466 363,946 568,168 | 637,850 | 884,940 2,677,370 13.44 75,445 | 58,993 | 106,964 241,402 | 11.80 - \' 
25,162 | 40,612 | 62,031 | 86,103 | 97,524 311,432 1.57 8,071 6,353 | 10,254 24,678 1.21 
35,147 | 57,794 | 97,991 | 135,367 | 157,724 484,023 2.43 12,654 | 10,318| 17,061 40,033 1.96 
20,769 | 35,926| 62930| 85,247| 110,166 315,038 158] | 8977 5,828 | 12,907| 927,012 1.32 
12,781 | 22,493 | 38,657 | 62,114| 73,444 209,489 1.05| | 6,908 5,923 11,757| 24,588 1.20 
_ J | - 
93,859 | 156,825 | 261,609 | 368,831 | 438,858 1,319,982 6.63 | 35,910 | 28,422 51,979 | 496,311 5.69 
14,978 | 24680| 44,500| 79,678) 84,280 248,116 | 1.24) | 8619 | 7,595 | 11,669 927,883 | 1.36 
22,366 | 37,800| 66,976 | 102,810 | 117,992 347,944 | 1.75 | | 16,895 | 12,754) 95,548 55,197 2.10 
19,171 | 35,614 | 62,031 | 77,964| 99,932 294,712 | 1.48 | | 10,602 7,117 | 11,138 28,857 1.41 
82,476 | 145,266 | 241,381 | 301,148 | 376,852 1,147,193 | 5.16 | | 52,394) 34,966 | 65,062 | 159,499 7.45 
130,991 | 243,360 414,888 | 561,600 679,056 | 2,037,895 | 10.23, | 88,510 62,432 113,417 | 264,359| 12.92 
7,389 | 10,692| 17,081 | 16,278 | 19,264 70,634 | 35| | 5,130 4,490 | 7,426 17,046 | 83 
7,389 | 11,246) 17,980| 14,136] 18662, 69,413 | 35| | 4.788 4,108 6895 15,791 | 71 
2,796 4,374 6,742 | 7,282 8.428 | 29,692 | 15| | 1,710 1,767 | 2652} 6,129 30 
19,371 | 27,491 43,602| 46,965| 63,812) 200,541 | 1.01| | 8618 6,974 | 12,376| 27,968 1.37 
4,593 6,560 | 12,586] 16,707 | 20,468 | 60,914 | 31 2,463 2,006 4,332 8,801 43 
7,189 14,683 24,7929| 23,561 | 30,100 100,255 50 4,378 | 2,436 | 5,746 12,560 61 
10.384 17,182 | 923,894! 17,563| 927,699 96,645 | 48 5,130 3,965 6,276 15,371 | 75 
3,595 5,936 8,091 4,112} 9,030 31,364 16 1,778 | 1,051 | 1,768 4,597 93 
62,706 98,094 154,698 | 146,504 197,456 659,388 3.31 33,995 | 26,797 | 47,471 108,263 5.29 
- ——— ames } — ~ 
39,341 | 55,607 75,965 | 51,405 | 177,658 299,976 1.51 | 12586 |  7,308| 16,089 35,983 1.16 
26,560 | 40,2999) 55,738 | 42,838| 66,290 231,655 1.16 | 11,833 | 8191 | 15,470 35,424 1.73 
139,590 | 235,862 | 341,620 | 298,149 | 453,306 1,468,597 7.37| | 58413| 27,419| 61,438 | 147,270| 7.20 
anes Sem: —_ | } | Pe z 
205,491 | 331,768 | 473,323 | 392,392 597,184 | 2,000,158 | 10.04, | 82,832 | 42,848 92,997 218,677 10.69 
1,997,000 3,124,000 4,495,000 4,283,750 6,020,000 19,919,750 | 100% | | 684,000 | 477,675 | 884,000 | 2,045,675 | 100% 








(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Shipment 
Figures Reported by NEMA Refrigerator Membership) 
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1952—ELECTRICAL MERCHANDISING 


ROOM AIR 
CONDITIONERS 


Sales live up to preliminary estimates, and surpass 
1950 record. New firms enter the field and indus- 
try looks forward to further gains in 1952 





ditioner industry last year lived 

up to advance billing and the 
industry’s future remained promising 
enough to continue to lure still more 
new firms into the field. 

In 1950 the industry sold about 
195,000 units and at the end of that 
year many manufacturers looked ahead 
to sales of something like 250,000 
units in 1951. Preliminary figures in- 
dicate that the industry passed this 
goal by some 1,000 units—and might 
have done better had it not been for 
the economic ills which beset most 
of the appliance industry last year. 

These economic vicissitudes pro- 
duced a condition almost unknown 
in the booming young industry—sur- 
plus stocks in retailer inventories. 
This was true particularly in the north. 
In the south, southeast, and south- 
west, however, retail sales volume re- 
mained at a high level. 

A true index to the 1951 sales pic- 
ture lies in the fact that, for many 
firms, neither materials shortages nor 
lack of productive capacity exerted a 
limiting effect on the industry’s pro- 
duction. In 1950, for instance, there 
were widely varying estimates of how 
much more business might have been 
done if the industry had been able 
to turn out the merchandise. Simi- 
larly, many persons expected materials 
shortages to exert a similar limiting 
effect in 1951. 

But if materials shortages did not 
produce a seller’s market, they never- 
theless had a decided effect on the 


B iitioner in the room air-con- 


1951 


95,000 


i$ 39,175,000 


76,500 


$ 32,512,500 


42,900 


$ 19,734,000 


market-place, according to some man- 
ufacturers. One executive complained 
that the uncertainties produced by 
the supply situation prevented the 
formulation of the long-range plan- 
ning necessary to achieve maximum 
sales volume. In addition, it seems 
likely that the expected shortages had 
some effect in limiting promotional 
plans. 


No Time to Sell 


The fact that the industry did not 
turn in the sales job it might have in 
1951 and that production did, to 
some extent outrun sales, should not 
obscure the fact that the industry ac- 
tually bettered its 1950 record and in 
so doing set an all-time high. This is 
to be expected from a young industry 
entering its rapid growth stage but it 
is something of an achievement in the 
face of the varied ills which plagued 
the appliance trade in 1951. 

These troubles had both a direct 
and an indirect effect on the air con- 
ditioner market. The drop in con- 
sumer buying activity contributed 
directly to a slower sales pace but 
preoccupation over heavy stocks of 
TV and other major appliances had an 
indirect effect on the air conditioner 
market. Dealers who found them- 
selves busy unloading heavy stocks of 
these other items found themselves 
with less time and money to spend 
on promoting air conditioning. 

At the manufacturer’s level 1951 
prices remained close to those of 1950, 
although the appearance of 4 hp. 


251 000 
91,615,000 
195,000 


$ 72,150,000 


GH Units Sold 
SB Retail Valve 
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T4O YEARS STATISTICAL SUMMARY 


AIR CONDITIONERS, ROOM 
1951 





$365. . ace 
$91,615,000 . 

(Jan. 1952) 
337,500 ..... 


40,629,500 .. 


(Jon. 1951) 
21 


ih 2,000 
-.+...Homes Without........ 38,832,000 





models pulled the average price down 
slightly. 


Product of the Future 


Product-wise, the introduction of 
the 4 hp. models was probably the 
most important developmént—al- 
though this was more a continuation 
of a trend rather than any radical de- 
parture in unit design. The adjective 
“radical” as far as unit design was 
concerned, must be reserved for a 
vision of the future as described by 
RCA’s David Sarnoff. Speaking at a 
meeting commemorating his 45th 
anniversary in radio, Sarnoff told his 
research scientists that there were 
three inventions he would like devel- 
oped in the next five years. The third 
of these was “electronair’, an elec- 
tronic air-conditioner that would oper- 
ate with tubes, or possibly through 
the action of electrons in solids, and 
without moving parts. It should be 
“small, noiseless and inexpensive and 
should fit into any size room,” Sarnoff 


specified. “I am sure you will succeed 
in discarding the wheels and noise in 
air-conditioners.” 

But RCA’s sales executives weren't 
waiting for Sarnoff’s dream unit to be 
developed before entering the air-con 
ditioning business. In late summer, 
the company announced that it would 
begin marketing a unit (manufac- 
tured by Fedders-Quigan) in 1952. 
Soon after, Crosley also announced 
plans to market a unit (also manufac- 
tured by Fedders). And O. A. Sutton 
introduced a room air-conditioner of 
its own. The arrival of firms with 
such extensive marketing backgrounds 
and organizations may well have been 
the most significant development in a 
year otherwise marked by both pro- 
duction and sales uncertainties. ‘That 
was the opinion of one manufacturer 
long in the field. Another firm based 
its estimate of greatly increased 1952 
output partly on the addition of the 
new firms. 

(Continued on page 278) 
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URING the years following 
World War II increasing con 
5 sumer demand for electrical 
Pappliances was closely paralleled by 
membership growth in the various as 
sociations which compiled sales figures 
} for the industry. This meant the avail- 
Sability of more and better records 
} showing manufacturers’ sales both on 
an annual and monthly basis. Unfor- 
tunately no government, and few pri- 
vate agencies attempted to compile a 
like series of figures which would out- 

line seasonal sales trends and fluctua- 
, tions at the retail level. ‘To fill this 
existing void ELecrricaL MERCHAN- 
@ pisinc has undertaken a study de- 
signed to trace the direction taken by 
monthly retail sales and, in addition, 
Bto trace the comparative value of 
sinanufacturers’ sales for a like period. 





Utility Figures Used 
Some few utilities had compiled 
monthly sales figures based on the re 
fports of the appliance dealers who 
Iserved their respective _ territories 
"These utilities were approached, and 
the following agreed to supply figures 
covering the vear 1950 
Pennsylvania Power and Light Co., 
Allentown, Penna 
Nashville Electric 
ville, Tenn. 
Chattanooga Electric Power Board, 
Chattanooga, Tenn 
Southwestern Gas and Electric Co., 
Shreveport, La 
llorida Power Corporation, St. 
Petersburg, Fla. (Reports cov 
ered both Florida and Georgia) 
Union Flectric Co. of Missouri, St 
Louis, Mo 


Nash 


Service, 


Pacific Power and Light Co., Port 
land, Ore 

Washington Water Power Co 
Spokane, Wash 

New Jersev Power and Light, 
Dover, N. J 

Utah Power and Light. Salt Lake 


Citv, Utah 


Public Service Co. of No. Tllinois, 
Chicago, II 

United Illuminating Co., Bridge 
port, Conn 

West Penn Power Corp., Pitts 


’ 
burgh, Pa 


Wath 


APPLIANCES ARE BOUGHT = 


ELECTRICAL MERCHANDISING’S new study, the first of its kind ever made on a national 
scale, shows retail sales month by month for a wide variety of appliances, radio and television 


Niagara-Mohawk Power Co., Buf- 
falo, N. Y. 

Connecticut Light and Power Co., 
Waterbury, Conn. 

Pacific Gas and Electric Co., San 
Francisco, Cal. 

While the list of utilities supplying 
figures is admittedly not all-inclusive, 
representation is present from the 
nine geographic divisions of the coun- 
try. In addition while some utilities 
were not reporting on a full listing of 
both major white goods and the 
smaller housewares, coverage on. all 
types of appliances was sufficiently 
broad so that monthly retail sales as 
shown in the accompanying charts 
could be held to be reasonable as na- 
tional averages. 


Monthly Trends Vary Sharply 


Among the larger appliances it was 
interesting to note that refrigerators 
enjoyed their largest retail sales during 
the month of July. These amounted 
to 16.40 percent of the twelve-month 
total. August followed closely with 
sales totalling 11.71 percent, and June 
with 11.07 percent. Manufacturers 
sales of refrigerators on the other 
hand were fairly evenly distributed in 
the four early months of spring, with 
March sales accounting for some 10 
percent, and April, May and June all 
ranging slightly higher than 9 percent. 

Freezers followed a similar course to 
that charted by refrigerators in the 
pattern of retail sales, with 18.16 per- 
cent being made in Julv and 13.42 
percent in August. The fact that Sep- 
tember registered in third place with 
10.23. percent might justifiably be 
accounted for by the fact that many 
consumers would purchase in order to 
take advantage of lower prices oc- 
curring at this season for garden crops 
ind other foodstuffs that might profit- 
ably be preserved in a freezer for later 
use. Movement of freezers bv the 
manufacturer also. greatest in 
these three months, with 11.90 per- 
cent of vearlv business being done in 
August 

The appliance dealer who carried 
ranges as part of his stock in trade 
found that by far his greatest volume 
of business was being done in mid- 


was 





summer. Thus July held 13.64 per 
cent of the year’s trade for him, and 
August fell off only slightly to 11.22 
percent. Manufacturers on the other 
hand registered sales that did not vary 
greatly from month to month. June 
accounted for a high of 9.90 percent 
and January was low with 6.20 per- 
cent. 


Home Laundry Sales 


Ihe housewife making either an 
initial or replacement purchase of a 
washing machine did so most often in 
the month of July, the figures showed; 
13.89 percent of retail sales were 
made during this month, followed by 
9.55 percent in September. Manufac 
turers, on the other hand, enjoyed 
their greatest sales during October 
with 10.26 percent of the twelve 
month business picture. 

The two other members of the 
home laundry triumvirate were most 
usually sought out during the fall and 
Christmas seasons. This was most 
strikingly illustrated in the case of the 
dryer, which showed impressive sales 
of 15 percent during December alone, 
and percentages ranging from 11 to 13 
percent for the balance of the fall 
months. Ironers registered their great 
est appeal during the early fall 
months, and during December per- 
centages reached almost 13 percent. 
Manufacturers too showed a_ better 
than average activity in sales of ironers 
during the period August through 
October, with the latter as a cul- 
minating point with 11.60 percent of 
1950's sales. 


Housewares Follow Holiday Pattern 


Following the traditional line, most 
retail sales of housewares and the 
smaller appliances reached their peak 
during the Christmas gift giving 
period. ‘This has been pointed up in 
past by surveys conducted by such 
magazines as Sales Management which 
discovered that more women pre- 
ferred an electrical appliance as a gift 
than any other present. Not till the 
compilation of the present figures, 
however, was it proved how sharp this 
seasonal rise was. To cite an example, 
waffle irons, which enjoved fairly even 
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sales ranging from 5 to 9 percent for 
11 months of the year, showed De 
cember retail purchases soaring to 
29.96 percent. The waffle iron manu 
facturer, as might be expected, was 
doing the bulk of his selling during 
the four month period immediately 
prior to December, with a September 
high of almost 19 percent. 

Other housewares showing ex 
tremely high volume of sales during 
the month of December included 
clocks, with 17.44 percent of the 
vear’s total, Coffee makers with 20.17 
percent and mixers and toasters with 
29.27 and 21.75 percent, respectively. 

Winter Sellers 

\s might have been expected, appli 
ances manufactured with the consum- 
ing public’s cold weather comfort in 
mind found their greatest vogue dur- 
ing the winter months. Electric 
blankets sold almost 35 percent of 
vearly volume during the month of 
December alone, and perhaps 18.55 
percent during November. The manu- 
facturer busy supplying the retailer as 
carly as possible prior to the sales 
peak shipped out the majority of his 
merchandise, 20.34 percent, during 
September. 

Electric space heaters sold well all 
during the fall and winter months 
with the October through January 
period most fruitful from the sales 
standpoint of both dealer and manu 
facturer. Heating pads and sunlamps 
were also at their peak of sales during 
the five winter months. 


Radio and Television 

Most consumers appeared to be 
able to hold their desire for entertain- 
ment down during the spring and sum- 
mer months. With the advent of fall 
and colder weather, however, sales of 
radio and television spurted sharply 
upward. At the retail level shopkeep- 
ers found radio a good seller during 
November (8.65 percent) and an even 
better seller during the holiday season 
of December (20.83 percent). Tele- 
vision followed much the same pat- 
tern during 1950 with sales in Sep- 
tember, October and December all 
closely in line. End 
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ELECTRIC 


RANGES 





Boom’s end leaves sales 24% behind 1950, but 
average dealer still sells $7,350 worth and 1952 
should be a profitable year 


ESPITE herculean efforts by a 
D few organizations (such as 

Boston Edison with its out- 
standingly successful wiring allowance 
campaigns) electric range sales nose- 
dived 23.5 percent in 1951 to end the 
year with 1,400,000 units in an at 
mosphere considerably less rarefied 
than 1950's 1,830,000 sales. 

An increase in the average retail 
price to $245 from 1950’s $232 kept 
dollar volume from falling so violently: 
a 19.2 percent decline to $343,000, 
000 from the 1950 all-time record of 
$424,623,000 

It could hardly be expected that 
with a sales decline of 430,000 units 
ind an increase in wired homes dur- 
ing the same year of 1,923,000 (from 
39,044,000 to 40,967,000) ranges 
could add substantally to their satura- 
tion of 20.99 percent, but it is encour- 
aging that there was an increase to 
22.8 percent indicative that a large 
percentage of the new homes going up 
are being built with modern cooking 
facilities 

Like many other appliances, ranges 
started out the year with a continua- 
tion of the boom. NEMA sales were 
35 percent better in January than in 
the previous vear, 4 percent better in 
February and 11.6 percent better in 
March. Then the axe fell: April, off 
7.6 percent; May, off 24.7 percent; 
June, off 32 percent; July, off 51.9 per- 
cent, August, off 50 percent; ete. 
These figures are even more shock 
ing in the light of an average of 14 
vears of monthly manufacturers’ sales 
May and June are usually the two best 
sales months of the vear, cach account 


ing for 9.7 percent of annual volume. 

According to this magazine’s first 
annual study of monthly retail sales, 
made for 1950, May and June should 
also be good months for consumer 
sales. In 1950, they accounted for 
9.10 and 9.90 percent of annual 
volume, respectively. Good months 
for dealers, also, are (or were) March 
(9.10 percent), April (8.30) and 
September (9.70). According to the 
1950 study, worst months were Janu- 
ary, February and December. 


Best Markets 


\ breakdown by size of town of 
domestic shipments to dealers for 1950 
shows that cities of 10,000 to 25,000 
inhabitants lead all other classifications 
with 12.5 percent of purchases. Towns 
of from 1,000 to 2,500 led in 1949 
with 15.5 percent, but the 1950 figures 
put them second with 11.4 percent. 
A close third is formed by towns of 
2,500 to 5,000 with 11.1 percent and 
the 5,000 to 10,000 group is fourth 
with 10.5 percent. Shipments by 
states in 1951 show little variation 
‘rom the 1950 pattern and indicate 
that 1950’s best markets are still the 
best. During the first nine months 
of the year 21.33 percent of NEMA 
shipments went to states in the South 
Atlantic region (Del., Md., D.C., Va., 
W. Va., No. Car., So. Car., Ga. Fla.), 
a slight decline from the 21.78 percent 
of 1950 but not enough to knock this 
area out of first place as the best 
market. A total percentage of 19.93 
kept the East North Central states 
(Ohio, Ind., Tll., Mich., Wis.) in 


sccond place and represented some in- 


POST WAR ELECTRIC RANGE SALES RECORD 


$ 343,000,000 


1,056,000 


»400,000 


1,830,000 


$ 424,623,000 


$ 242,880,000 


1,600,000 


376,000,000 


1,210,000 


576,700 


$ 107,266,200 
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TWO YEARS STATISTICAL SUMMARY 


RANGES 


1950 





1,830,000 


$232 
$424,623,000 


(Jan. 1951) 
8,195,000 
30,849,000 





crease over 1950's figure of 19.32. The 
Middle Atlantic (15.31 percent), 
Pacific (10.58) and East South 
Central (9.53 percent) were the next 
three in line and New England, West 
North Central and Mountain states 
brought up the rear. The percentages 
compare closely all down the line with 
those achieved by water heaters. 


The Year Behind 


The year just ended was not 
marked by outstanding and aggressive 
range promotions and _ contests. 
Like some other appliances, electric 
ranges suffered from the dealer con- 
centration on big inventories of re- 
frigerators and television sets. These 
areas which normally provide good 
range sales were still good markets 
and ranges sold even without promo- 
tional emphasis, but little or nothing 
was done to open up new markets. 

According to this magazine’s Re- 
placement and Trade-In Survey, 84.4 
percent of the 250 responding dealers 
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sell ranges—which makes this appli- 
ance the third most widely sold, pre- 
ceded only by refrigerators and wash- 
ers. During 1951 these dealers sold 
an average of 30 ranges each (project- 
ing from eight months’ figures), a 
figure which does not compare favor- 
ably, of course, with the 51 sold in 
1950, but which nevertheless repre- 
sents a gross of $7,350—a healthy con- 
tribution to any dealer’s profit picture. 
Refrigerators, washers and _ television 
sets were the only major items which 
outsold ranges. 


Fewer Replacement Sales 


Just 35 percent of dealer sales were 
made on a replacement basis, the sur- 
vey shows, a three point drop from the 
38 percent figure reported by retail- 
ers in the 1950 survey. The differ- 
ence is not significant and indicates 
once again the stability of the replace- 
ment market. The figure is favorably 
low, too, by comparison with refriger- 

(Continued on page 271) 
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ELECTRIC RANGE . «= Sales by States, 1946-1950 


(Manufacturers’ Shipments) 





Maine. . : 
New Hampshire. 
Vermont. 
Massachusetts. . 
Rhode Island. . 


Connecticut 


New York 
New Jersey.. 
Pennsylvania 


Middle Atlantic. . 
Ohio 


Indiana 
Illinois 
Michigan 
Wisconsin 


East North Central. 


Minnesota 
lowa.. 
Missouri. 
North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central. 


Delaware 

Maryland 

District of Columbia 
Virginia. 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida. 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 


West South Central 


Wyoming. . . 
Colorado 
New Mexico 
Arizona 
Utah. . 
Nevada. 


Mountain 
Washington. . . 
Oregon. . 
California. . 


Pacific. 


UNITED STATES 


1948 


8,169 10,788 
6,157 7,139 
3,078 3,490 
25,693 30,461 
7,459 7,774 
18,944 21,418 


| | 
| 1949 | 


TOTAL 
YEARS 





7,241 11,868 
4,828 7,668 
2,204 | 3,286 
26,657 55,504 
6,087 12,416 
15,428 30,308 





69,500 81,070 


42,863 
28,247 
13,885 
151,277 
37,104 
95,805 





62,445 | 121,050 





56,003 74,566 
21,431 23,797 
39,114 86,432 110,579 
74,516 163,866 208,942 


52,895 99,142 
16,372 33,412 
124,154 


137,589 


369,181 





308,472 
104,548 





47,279 86,314 94,238 
20,556 44,400 58,383 
32,433 67,843 71,075 
42,082 71,987 71,393 
14,218 31,021 41,566 


156,568 301,565 336,655 


54,994 104,071 


35,053 54,956 
38,621 66,277 
42,610 82,709 
25,398 42,358 


350,371 


154,561 





1,341,835 





15,588 30,310 38,552 
12,448 24,272 32,840 
18,044 36,467 45,691 
2,798 6,159 12,851 
2,569 6,155 11,740 
13,735 24,591 

11,485 17,610 


30,856 
28,482 
46,740 
10,955 
10,407 
23,188 
18,258 





128,583 | 183,875 


134,407 
117,878 
173,389 
41,159 
38,217 
80,914 
62,128 








2,647 3,173 
13,271 14,754 
10,840 10,630 
24,272 «| 36,490 
16,576 | 26,653 
33,862 | 62,191 
14682 31,413 
30,547 54,258 
35,047 53,465 


168,886 


648,092 





4,565 
16,432 
13,876 
45,097 
31,221 
89,100 
43,454 
64,633 
77,962 


14,139 
60,615 
41,544 

144,824 

100,095 

255,221 

123,124 

200,184 

226,005 





181,744 293,027 


1,171,751 





11,366 25,067 
42,624 75,359 
22,614 38,710 

7,696 12,692 


31,404 
60,766 95,672 
32,010 51,305 
10,285 15,519 


93,468 
293,778 
153,603 

50,075 





38,314 


84,300 151,828 


122,582 193,900 


590,924 





6,275 9,995 
4,499 5,235 
6,157 10,630 
14,561 28,416 38,552 


7,661 9,312 
3,568 | 8,033 
5,457 8,581 
24,244 47,106 


36,212 
24,076 
33,508 

152,879 





22,954 45,347 64,412 


73,032 


246,675 





3,483 7,933 10,471 
5,367 11,011 | 20,149 
1,085 1,895 3,014 
5,082 9,709 15,072 

799 1,302 2,221 
1,542 3,670 4,442 
6,681 13,379 16,341 
1,656 4,026 4,442 


10,590 
18,806 
3,286 
15,154 
4,199 
4,382 
16,797 
5,478 


38,984 
66,982 
11,169 
54,148 
10,305 
16,450 
62,748 
18,751 





25,695 52,995 76,152 


78,692 





24,781 56,122 69,806 
19,243 39,427 54,417 
60,621 66,316 


279,537 





75,223 
53,861 
67,737 


268,752 
199,063 
259,369 





156,170 | 190,539 


112,507 196,821 


727,184 





1,184,000 1,586,500 


1,049,500 1,825,800 


6,216,800 





(Projected to Industry Totals from State Shi t Figures Rep 
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WATER HEATERS 





Slump hit water heaters later than most other ap- 


pliances, so year is fourth best in history with 


845,000 units. Essential nature of appliance pre- 


cludes drastic cutbacks in 1952 production. 


HE fourth best sales year in 

l water heater history was 1951 

with a total of 845,000 units at 
an average retail price of $132.50 for 
a retail value of $114,075,000. Al 
though slightly less impressive than 
1950's 990,000 units and $131,- 
175,000, it was better than 1949 with 
its 695,000 units and $90,350,000. 
The two best years, of course, were 
1947 and 1948, each with over a 
million units, but water heaters en- 
joyed a substantially more successful 
year in 1951 than did many other 
major appliance, some of which found 
their total sales off as much as 30 
percent. 

The struggle for electric storage 
type water heaters to get greater ac- 
ceptance in the nation’s 40,967,180 
wired homes has never been easy and 
1951’s sales only lifted saturation to 
12.8 percent, a gain from 1950's 11.6 
percent made possible in part by a 
continuing high rate of home build- 
ing and a constantly growing need 
for hot water. 

If sales followed the 1950 pattern, 
appliance dealers handled about 31 
percent of the business, somewhat 
more than the 22.7 percent which fell 
to plumbing and heating businesses. 
And if they followed the 1950 sea- 
sonal pattern, the months of July and 
August topped all others with a total 
of 22 percent of the year’s business. 
May, June and September were the 
next best months and January and 
February produced the fewest sales. 


I'hese peaks and valleys in retail sales, 
incidentally, are almost exactly the 
same as for electric ranges. 


The 1951 Pattern 

Interestingly enough, NEMA 
(manufacture, not retail) figures for 
the first nine months of the year show 
that water heater sales exceeded com- 
parable 1950 months right up through 
May, then in June took a sudden 
nosedive to minus 24.8 percent. In 
September they trailed September, 
1950, by 48.3 percent. The June 
slump was a sharp break from the 
pattern established through the years 
from 1947 to 1950. According to this 
same pattern, sales were supposed to 
pick up again in September. Obvi- 
ously, this did not happen and one 
can only conclude that the buying 
rush which characterized the latter 
half of 1950 for most appliances 
started later and ended later for water 
heaters. 

Geographical distribution clung 
more closely to the 1950 pattern. In 
both years the South Atlantic states 
led the country in water heater sales. 
Based on shipments made during the 
first nine months, this region ac- 
counted for 25.55 percent of units in 
1951. Second was the East North 
Central region with 22.46 percent 
and the Middle Atlantic states were 
third with 15 percent. Among indi- 
vidual states, Pennsylvania was the 
best market with 8.24 percent; Ohio 
was second with 6.24 percent; and 
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North Carolina was third with 5.96 
percent. 

In water heater advertising size of 
the unit has never assumed the im- 
portance that it gets with television 
screens, but size continues to be an 
important element in sales. During 
1951 the sales pattern followed 1950 
rather closely. The outstanding ex- 
ception was in units of 35 to 44 
gallons capacity, excluding _ table- 
top models, which dropped from 8.69 
percent of total heater sales to 5.79 
percent. Table-top models in- this- 
same size range, on the other hand, 
gained from 10.06 percent to 11.06. 
Tanks from 45 to 54 gallons increased 
their leadership as the most popular 
size by capturing 39.03 percent of 
sales, almost a four percent jump 
from-1950’s 35.08 pereent. However, 
table-top models in this size range 
still account for a miniscule portion 
of the market, 0.78 percent as com- 
pared with 0.68 percent in 1950. 

When both conventional and table- 
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top models are combined, the second 
most popular heater is in the 21 to 34 
gallons size range. Together these two 
models accounted for 25.51 percent 
of sales. Broken down, the conven- 
tional tanks accounted for 15.14 per- 
cent and table-top models accounted 
for 10.37 percent. Tanks of 70-84 
gallons (which do not include any 
table-top models) accounted for 10.84 
percent of sales. 


Replacement Survey 


According to the 250 dealers co 
operating in this magazine’s 1951 Re- 
placement Survey, 67.6 percent of 
them sell water heaters, a slight de- 
cline from the 1950 figure of 70.9 
percent. 

hag their nine months sales 
average -6f 10 units per dealer, it can 
be estimated that each dealer sold 
about 13 units during the year. This 
compares unfavorably with the pro- 
jection of 24 units per dealer for 1950 

(Continued on page 250) 
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WATER HEATER 222 Sales by States, 1947-1950 


(Manufacturers’ Shipment) 





1950 





ae 
New Hampshire. . 
Vermont. . 
Massachusetts 
Rhode Island. . . . 
Connecticut 


6,492 
3,246 
3,246 
8,656 
2,164 

15,148 


10,352 
5,125 
2,665 

11,992 
3,178 

17,425 


5,407 
3,217 
1,164 

16,976 
2,601 

10,815 


6,496 
3,445 
1,476 

28,247 
3,346 

15,747 








ew England 





TOTAL 
FOUR 
YEARS 


28,747 
15,033 

8,551 
65,871 
11,289 
59,135 





38,952 50,737 40,180 58,757 





New York.... 
New Jersey... 
Pennsylvania. 


44,486 
19,290 
81,590 


40,034 
22,722 
78,986 


42,127 
17,835 
78,105 


32,172 
13,553 
53,254 








138,067 


141,742 98,979 145,366 





Ilinois... . 
Michigan. . . 
Wisconsin. . 


East North Central. . 


68,166 
55,182 
58,428 
42,198 
38,952 


52,993 
43,768 
44,075 
41,410 
39,360 


32,995 
28,133 
29,707 
24,710 
27,859 


57,773 
44,682 
40,352 
32,282 
37,695 


212,784 





262,926 143,334 





Minnesota. .. 


Missouri. . 
North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central... 


Delaware. . 

Maryland 

District of Columbia... . 
Virginia. . . e 
West Virginia. ... 
North Carolina 

South Carolina. 
Georgia. . 

Florida. . 


South Atlentic... 


Kentucky. . 
Tennessee 
Alabama 
Mississippi 


East South Central..... 
Arkansas... . 
Louisiana. . 
Oklahoma. . 


Texas... . 


F West South Central... 





Montana 
Idaho.... 
Wyoming..... 
Colorado 


Utah. .... ; 
Nevada... 


188,626 
158,819 

73,400 
291,935 


-16 
.40 
-23 
1.74 
-30 
1.57 


5.00 
4.21 
1.94 
7.73 


13.88 





211,857 
171,765 
172,562 
140,600 
143,866 


840,650 


5.61 
4.55 





| 


4.57 
3.73 
3.81 


22.27 


41,116 
34,624 
35,706 
4,328 
6,492 
16,230 
8,656 


16,497 
23,684 
19,166 
4,723 
6,571 
9,104 
4,312 


22,735 
31,298 
27,164 
6,102 
8,661 
11,909 
5,019 


114,687 
121,688 
111,146 
23,251 
29,616 
51,798 
25,264 





133,353 84,057 
2,768 2,053 
9,942 6,366 
5,298 3,902 

28,700 21,972 
14,145 8,214 
46,432 39,229 
27,060 16,770 
32,698 19,645 
47,253 31,008 


147,152 
2,164 
11,902 
8,656 
25,968 
11,902 
35,706 
18,394 
32,460 
45,444 


192,596 
11,902 
40,034 
22,722 

5,410 


112,888 
2,953 
12,499 

5,610 
29,329 
11,712 
58,461 
26,967 
33,660 
54,328 


235,519 





214,226 149,152 





14,042 
37,310 


8,556 
23,204 
21,628 14,854 
7,277 3,765 


80,257 


477,450 


9,938 
40,709 
23,396 

105,969 
45,973 
179,821 
89,191 
118,463 
178,033 


282,354 





5,330 } 
2,767 
3,280 

16,605 





27,982 22,538 


18,579 
9,521 
9,141 

56,647 


93,888 





3.04 
3.22 
2.94 
62 
19 
1.37 
67 


12.65 
26 
1.08 
62 
2.81 
1.22 
4.16 
2.36 
3.14 
4.71 





5,535 
13,838 
1,537 
10,250 
1,333 
3,690 
12,095 
3,177 


3,560 
8,556 

890 
7,872 
1,239 
1,848 
7,803 
2,943 


4,035 
8,956 
886 
9,645 
1,476 
2,067 
11,220 
4,429 


18,540 
45,416 

4,395 
40,751 

5,123 
13,015 
46,266 
15,959 





«= $1,455 -34,704~ 42,714 





Washington... . 
Oregon..... 
Califomia. .. . 


"189,465 





38,437 
36,490 
32,390 


23,821 
20,740 
20,672 


27,154 
27,066 
27,164 


28,132 
64,920 





Pacific. 


130,046 
112,428 
145,146 





133,086 107,317 65,233 81,984 


387,620 





UNITED STATES... 


1,082,000 1,025,000 984,200 


3,775,700 
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OIL SPACE HEATERS © 


Sales dip to 750,000, but demand remains healthy 
and 38.4 percent of volume is replacement busi- 
ness. Over 20,000,000 dwellings without central 
heating provide the market 


HEN the gong rang ending 
W the year 1951, the oil space 
heater business was in much 

the same condition as the innocent 
bystander who had Jack Dempsey 
knocked into his lap 

Sales were estimated at 750,000 for 
1951, average unit price around $90, 
ind retail value at $68,249,970 

Due to terrifically overloaded in- 
ventories of other kinds of appliances, 
distributors did not have the money 
nor the warehouse space to pursue 
space heater business properly. Manu 
factures were dismayed by prospects as 
the season, August to September, ap 
proached. ‘Then piecemeal ordering 
began and in many cases stock moved 
uit by truck instead of by carload. 

On the other hand, there was every 
vidence that the retail buyer would 
have absorbed a great many more 
units had the business been properly 
promoted 


Future for 1952 


One manufacturer estimated there 
was a 25 percent carryover of the 1951 
output, which would mean that 187,- 
500 oil space heaters were still in the 
hands of manufacturers, distributors 
or dealers. ‘This same expert believes 
that the 1952 output by the industry 
will be 60 percent of the 1950 total 
or 527,850 space heaters, making a 
total available for the 1952 market of 
715,350. 

Again the industry has its troubles 
with materials. There is an allotment 
of 18,070 tons of steel for the first 
quarter of 1952. This authority be 


lieves that this CMP ruling will not 
mean much in an election year, as 
everything in Washington is governed 
by political expediency, and shut-down 
factories don’t get votes. So, his belief 
is that there will be sufficient produc 
tion to take care of the country’s needs 
this coming year and the industry 
will not be hurt by the lack of atten 
tion, by distributors pushing other in 
ventories, as it was in 195] 


Gain in Gas Use 


Ihe feeling is that nearly half of 
the space heaters sold in 1951 were 
equipped to burn gas. Gas has a price 
advantage, being controlled through 
utility franchises. It is the cheapest 
fuel on the market today because of 
its inability to climb with the laws of 
supply and demand. This is a false 
position as utility after utility is peti 
tioning for higher gas rates. The idea 
of gas costing 4 cent a cubic foot at 
the well, and with a cost of 14 cent for 
every hundred miles traveled is a situ- 
ation that cannot be maintained and 
sooner or later gas will move into its 
position as one of the higher priced 
fuels. But until then, it will be a pre 
ferred fuel. 

Two objectives are being followed 
by the space heater industry: 

In manufacture there is more and 
more emphasis on the production line 
with automatic machinery. Machin- 
erv eliminates manpower, cuts the cost 
of units. In one big factory alone 18 
men were replaced on the assembly 
line by automatic machinery. This 
firm estimates that as a result of mech 
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OIL SPACE HEATERS 
1951 





750, 
we 


Based on Total Homes 


anization its price has been held down 
to only 30 percent above the 1939 
figure. Conveyor belts stretching for 
miles are now in operation in space 
heater plants and cost savings are 
probably down as far as they can go. 

The second goal of the industry is 
to spread out the marketing time of 
oil space heaters. The traditional two 
months in which they are sold are 
August and September. However, 
thanks to dating and other methods, 
sales ace now being spread as early as 
June. 

One firm in 1951 gave away a free 
thermostat to early buyers as an in 
ducement. Another worked out a com- 
plete package plan of advertising 
which starts the dealer's publicity and 
activity much earlier than would nor- 
mally happen, because dealers seem 
to think that space heater time is long 
underwear time, and wait until there 
is a bite in the air before trotting 
them out. 


The Market 


With 38.4 percent of the heaters 
sold today going as replacements, and 
with about half of them burning gas, 
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the dealer in a metropolitan area is in 
a lucky position, indeed. The cus 
tomer is made aware that the time has 
come to replace his heater through the 
soot, smokiness and the usual events 
that announce the decreptitude of the 
old stove. Also, the appearance of fur 
niture styles in heaters increases his 
dissatisfaction with the old one. 

Ihe market for the space heater is 
determined by the number of dwell- 
ings without central heating in the 
neighborhood. No other factor de- 
termines this market. Dealers who 
live snugly in their own steam heated 
houses are always amazed to discover 
the great number of dwellings without 
central heating all about them. 

Of the 52,520,000 occupied homes 
reported in the 1950 U. S. Census 
estimates, 20,724,000 were equipped 
with some form of central heating. 
Of the balance, 20,053,000 were indi- 
cated as not having central heating 
and were, therefore, fair game for the 
dealer interested in promoting oil 
space heater sales in his community. 
The remaining 1,743,000 homes were 
unclassified in the report. 

(Continued on page 274) 
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VACUUM CLEANERS 





Shortages after April, higher prices by mid-year 
predicted for 1952. Last year’s sales off more 


than 800,000 units 


MANUFACTURER writing to 
At magazine recently said, “It 

must be kept in mind that the 
vacuum cleaner industry is a non-ad- 
vertising industry, generally speaking; 
therefore, consumer acceptance has 
not been built as well as it should 
be. ° rg 

That frank statement explains in 
part, at least, why in 1951 the indus- 
try sold only 2,700,000 cleaners— 
$29,300 less than the 1950 total of 
3,500,000, and less than any year since 
1946. The rest of the explanation lies 
in the same factors that slowed sales of 
most other appliances—reaction from 
the buying glut of 1950, an increasing 
cost of living. 

Dollar volume for the year suffered, 
too, but not so severely, because an 
increase in the average unit price to 
$85.75 from the $79.50 level of 1950 
resulted in a volume of $231,525,000, 
a decline of $48,780,000 from the 
previous year’s $280,305,000. Hand 
type cleaners also took their lumps, 
accumulating a 1951 sales total of 
165,000 units at an average retail 
price of $30.25 for a total dollar vol- 
ume of $4,991,300 as against the pre- 
vious year’s 230,300 units with an 
average price of $28.75 and a total 
volume of $6,614,200. 


Still Fewer Dealers 


The trend that was evidenced in 
1950 toward fewer appliance dealers 
handling cleaners again showed up in 
our 195] replacement survey. Back in 
1949, our survey of that year showed, 
85 percent of the responding dealers 
sold cleaners. Bv the end of 1950 the 
percentage had dropped to 79.4 and 


the 1951 study shows onlv 71 pet 


cent of the responding 250 dealers 
devoting time or space to the appli- 
ance. 

The number of cleaners sold per 
dealer also declined. Survey respond- 
ents claim an average of 16 cleaner 
sales each for the first eight months 
of the year. Projected for the 12 
months, this would mean 24 sales per 
retailer, substantially fewer than the 
34 sold in 1949 or the 64 sold in 
1950. This is an apparent trend that 
has been given some thought by 
inanufacturers and even caused one 
producer to estimate that appliance 
dealers account for only about 36 
percent of national cleaner sales. But, 
reports one manufacturer, it is not a 
trend that is likely to continue unin- 
terrupted. He says, “In my opinion, 
the dealer from now on will, if he 
wishes, realize an increasing percent- 
age of vacuum cleaner sales . . . Deal- 
ers can sell a vacuum cleaner if they 
have a plan. The house-to-house sell 
ing organizations and the companies 
which depend upon resale operations 
are finding it increasingly difficult to 
get men .. . (They) are finding it 
more profitable to work in defense 
plants.” 

Because of 1950's tremendous and 
unparallelled buying splurge many 
cleaners went into homes that might 
otherwise never have purchased them, 
a factor which helps to account for 
the relatively low replacement sales 
figure of that vear—only 56.9 percent 
of the cleaners went to homes which 
already had them. But in 1949 the 
replacement figure, according to our 
survev, was 68.4 percent, and in 1951 
the figure was again close to this 
norm with 67.6 percent. With the ex- 
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$30.25 
$4,991,300 
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ception of refrigerators and radio sets, 
a higher percentage of vacuum clean 
crs were sold as replacements in 195] 
than any other appliance. 


HAND UNITS 


Although the figures show a high 
percentage of sales going to homes 
which already own cleaners, replace- 
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TELEVISION... 


Saturation, anticipatory buying of ‘50, summer 
slump, color blindness and freeze hold TV sales 
down to 5,100,000 units. UHF and end of freeze 


offer hope for ‘52 


™\ EAST-OR-FAMINE market con 

k ditions have characterized the 

radio business since its inception, 
and 1951 was no exception. Manu- 
facturers sold 6,600,000 home radio 
sets during the year. This was some 
what under the 8,175,000 figure of 
1950 but quite close to the anticipated 
semi-wartime total. Television, on the 
other hand, experienced a_ serious 
summer slump that might have been 
foreseen but was not. 

Last winter’s avid consumer appetite 
for television caused manufacturers to 
overproduce. They were anxious to 
capitalize before material shortages 
closed in. When the summer slump 
occurred and distribution pipelines 
clogged they pulled their horns in too 
far. Many were caught short for mer- 
chandise when buying resumed in the 
early fall. Only fast work in the fac- 
tories prevented a famine and _ per- 
mitted 5,100,000 sets to be moved. 
This was well under the 7,463,800 
sold in lush 1950 


Factors in ‘51 


Sensitive as it is to market condi 
tions, radio is now a stable item in 
the appliance field by comparison with 
its companion item, television. Radio 
production schedules realistically re- 
flected summer sales probabilities. 
Felevision, late in the year, faced a 
curious situation. There was an ample 
supply of sets having medium-size 
screens in dealer stocks but the pub 
lic, returning to their homes after a 
season outdoors, demanded new sets 
with larger screens. ‘Thus the trade 
experienced feast and famine condi 
tions at the same time 


Easing of Regulation W _ credit 
restrictions and, particularly, applica 
tion of trade-in allowances against 
down payments, stimulated fall tele 
vision sales. In several cities replace 
ment business provided considerable 
nourishment. 

Completion of the coast-to-coast re 
lay system had a measurable effect 
upon the market in western states. It 
helped even in the East, where live 
talent Hollywood shows and several 
big-time western sporting events car 
ried by the rapidly growing networks 
were welcomed. Station power in 
creases approved by the Federal Com 
munications Commission gave more 
solid fare to urban viewers and, of 
even greater importance, further ex- 
tended fringe-reception contours. Less 
tangible, but still not to be completely 
discounted as another influence bring- 
ing the consumer back to the table, 
was the suspension of color-television 
programming and set-building plans 
at government suggestion. 


View for ‘52 


Radio is still the carbohydrate 
staple of the consumer’s home-enter 
tainment menu. If there is anything 
on drafting boards that can materially 
affect the dict it is not evident at this 
writing. No major change is antici 
pated in the broadcast spectrum. Fre 
quency-modulation service will remain 
essentially unaltered. Nothing that 
would have a radical effect upon the 
market has been seen in phonograph 
or record-player lines. 

lelevision is the red-meat protein 
igain this year. Despite tightening of 
the materials situation, predicted in 
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7,463,800 


Average Retail Price $300 


Retail Value 


Washington, manufacturers hope to 
produce at least 4,000,000 sets. ‘These 
will, in general, use picture tubes 17 
inches or larger in their major dimen- 
sion. Their front-panel controls will 
be simpler. Sensitivity will be greater, 
for fringe reception, and yet suscepti- 
bility to noise interference will be less. 
Pictures will be sharper, steadier. 
While searching for ways of conserv- 
ing critical materials engineers have, 
in the best American tradition, come 
up with performance improvements as 
well. A licensing laboratory intent 
upon reducing distortion in vertical 
picture lines has found a way to ac- 
complish this objective and at the 
same time omit at least one tube. A 
set manufacturer working to reduce 
the number of component parts in his 
video amplifier to the bare minimum 
has discovered that in so doing he has 
eliminated one disturbing form of pic- 
ture smear. A parts maker stimulated 
by a shortage of selenium has de- 
veloped a line of germanium rectifiers 
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$2,235,408,000 


that exhibit very interesting char- 
acteristics. 


Color and the Freeze 


here will be no materials faminc 
this year for makers of black-and-white 
television sets due to the voracious 
appetite of color sets for component 
parts. Last fall’s discontinuance of 
commercial color programs and the 
manufacture of sets intended to re- 
ceive these programs fixed that. Com- 
mercial color is now definitely out for 
the duration of the rearmament pro- 
gram. When commercial colorcasting 
is resumed it will in all probability be 
the compatible variety now being 
tested under the auspices of the Na- 
tional Television Systems Committee. 
This committee is supported, almost 
without exception, by the entire in- 
dustry. Should a compatible system 
eventually be approved by the FCC 
it would be possible for people at that 
time owning black-and-white receivers 
to look in on color programs without 
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1950 





HOME Units Sold 
Average Retail Price 
Retail Value 


1,375,000 .. 
$31.00 

$41,937,500 
7,975,000 .. 


modifying their sets. They would, of 
course, see the programs in black and 
white. 

The Federal Communications Com 
mission has fostered a famine among 
manufacturers of television transmit 
ters for several years by refusing to 
issue licenses to new stations. Nat 
urally, this also delayed a feast for 
receiver manufacturers, as well as dis- 
tributors and dealers in areas without 
television service. The freeze is sched- 
uled to be lifted in February or March 
but just what effect this will have on 
the market during the current year 
depends upon a number of factors. 
There are now 109 television stations 
operating on __ very-high-frequency 
channels 2 to 13 inclusive. Some 400 
applications for additional station li- 
censes have been filed. It will take the 
short-handed and somewhat flustered 
FCC at least a month or two to issue 
even the first few licenses, which takes 
us into April or May. Then, even 
though it is known that several manu- 
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.... Total Radio Receivers 
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Retail Value 


.... PORTABLE Units Sold 
Average Retail Price 
Retail Value 


9,789,300 
$44.30 
$433,647,600 


facturers have a few transmitters “on 
ice,” it will take another couple of 
months to get the new stations on the 
air. The best guess at the moment is 
that there may be a dozen new sta- 
tions in operation by late fall. They 
will probably be in areas not now hav- 
ing television service, and in these 
areas dealers should have a business 
banquet indeed. To double the num- 
ber of stations will take several years. 


UHF Possibilities 


Opening up of the ultra-high-fre- 
quencies to commercial television will 
in all probability occur simultaneously 
with or shortly after lifting of the 
freeze. It has been said that as many 
as 1,500 stations might be accommo- 
dated on these frequencies. Existing 
receivers in the hands of the consumer 
would not be capable of picking them 
up and modifications or accessory con- 
verters will be needed. Tuner strips 
needed for modification have already 
been designed by many manufacturers. 


1952 


AND RADIO. 
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Radio continues as bread-and-butter item despite 
decline to 7,975,000 sales. Portables hold up well 
and outlook for year is one of stability in demand, 


uncertainty in production 


Converters have also been designed. 
So have new receivers capable of re- 
ceiving both uhf and vhf stations. It 
would take some time to get this new 
equipment into mass production. The 
limiting factor, however, will be the 
time necessary to get stations on the 
air, especially in areas at present hav- 
ing no television service. And this is 
dependent upon the interest of poten- 
tial licensees in the new frequencies 
that must be pioneered and the ability 
of manufacturers to turn out suitable 
transmitters. 

One experimental uhf television 
transmitter has been in operation 
nearly two years. Several more are 
going on the air experimentally this 


year. Performance to date shows con- 
siderable promise; the distance cov- 
ered with a given amount of power is 
not as great as on the very high fre- 
quencies but local coverage has in 
some locations having many tall build- 
ings seemed to be more “solid.” 
Famine in the radio and television 
category of the appliance business dur- 
ing 1952 could only occur as a result 
of material shortages. Feast is indi- 
cated where new television stations 
go on the air in areas at present with- 
out picture service. UHF television is 
the dessert you may or may not get 
this year. When the dessert does come, 
then open up your belt. A few new 
notches will be necessary. End 
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*Based on figures released by National Broadcasting Co., Nov. 1, 1951. 
**Does not include 25,000 sets in Canada reached by Detroit stations. 
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Stations Sets* Saturation? | State City Network Affiliations Sets* Saturation? 
Alabama Birmingham WAFM-TV (CBS, ABC) \ New Jersey Newark WATV '. 
Alabama Birmingham WBRC-TV (Dumont, NBC) he — 2 ae Hboquerque  WOPTV 180 —30— 
California Los Angeles KECA-TV New York Butfalo WBEN-TV (ABC, CBS, Dumont, NBC)*** 1 232,000 74.8 
California Los Angeles KFI-TV New York New York WCBS-TV (CBS) . 
California Los Angeles KLAC-TV New York New York WABD (Dumont) 

California Los Angeles KNBH-TV (NBC) »7 1,045,000 = 68.5 New York New York WJZ-TV (ABC) 

California Los Angeles KNX-TV New York New York WNBT (NBC) 6 2,630,000 67.6 
California Los Angeles KTLA New York New York WOR-TV 

California Los Angeles KTTV New York New York WPIX 

Colifornia San Diego KFMB-TV (NBC) 1 108,000 «59.0 «—|:‘New York Rochester WHAM-TV (ABC, CBS, NBC, Dumont) © 1 93,300 43.0 
California San Francisco KGO-TV j New York Schenectady — WRGB (ABC, CBS, NBC, Dumont) 1 181,000 = 56.0 
California San Francisco KPIX 3 268,000 27.5 ew Vosk Syracuse WHER (ARC, CBS, Bement) \ 2 143,000 69.4 

California San Francisco KRON-TV (NBC) j fe a a pe hag , ; 
Lomedict New Haven WNHC-TV (ABC, (BS, Dumont, NBC) 1 200,000 38.7 itecth Comal aa —— oe = ae wre ; —. &.... 
sees ial carolina rlotte , CBS, ) 1 97,300 29.3 
Delaware Wilmington WDEL-TV (Dumont, NBC) 1 84,100 78.5 | North Carolina Greensboro WFMY (ABC, (BS, NBC, Dumont) 1 75,000 46.1 

st. of Colombia Washington WMAL-TV (ABC) Ohio Cincinnati WCPO (ABC, Dumont) 
st. of Colombia Washington WNBW-TV (NBC) 4 301,000 66.5 Ohio Cincinnati WKRC-TV (CBS) 3 290,000 66.9 
st of Cotomble Washington WTOP-TV (CBS) Ohio Cincinnati WLW-TV (NBC) \ 
f. of Columbia Washington WITG (Dumont) Ohio Cleveland WEWS (ABC, CBS) 
rida Jacksonville WMBR-TV (ABC, NBC, Dumont, (BS) 1 42,000 368 Ohio Cleveland WNBK (NBC) 3 530,000 65.8 
orida Miami wrvs 1 78,000 50.3 Ohio Cleveland WXEL (ABC, Dumont) 
rgia ~~ Atlanta. ——=S=S*S*S*«S«wN GAT (CBS, Dumont) 1 | (ohombes WONS-TV (C85) i 
ie Manta WSE-TV (ABC, HOC) p> ume ay | Oe ee a o 
ia Atlanta wiv homibes » Dement 
ea. . | Ohio Dayton WHIO-TV (ABC, (BS, Dumont) ee 
ins Chicago WBKB os | Ohio Dayton WLW-D (NBC) ‘ < 
oo — €ec = io. 4 1,020,000 61.1—| ‘Ohio Toledo WSPD-TV (ABC, (BS, NBC, Dument) 1 126,000 41.8 
nois ago ‘ 
i WGN-TV (Bement) ) | Oklahoma Okla. City WKY-TV 1 92,300 38.6 
Seale : - - WHBF-TV (ABC, Dumont, CBS) 1 7400 360 | Oklahoma Tulsa KOTY (ABC, CBS, NBC, Dumont) 1 77,500 447 
—_ on WET (ABC GBS, Dumont, NBC) j 17,600 355 | Pennsylvania Erie WICU (ABC, (BS, NBC, Dumont) 1 55,200 64.9 ' 
Indicna : cme WFBM-TV (ABC, (BS, NBC, Dumont) 1 170,000 43.4 | Pennsylvania © Johnstown © WJAC-TV (ABC, (BS, NBC, Dumont) 1 120,000 385 
: eat peal Pennsylvania Lancaster WGAL-TV (ABC, CBS, NBC, Dumont) 1 117,000 54.1 
: Gj , | , 
= Davenport WOC-TY (NaC) 1 “T4048 | Pennsylvania Philadelphia WCAU-TV (CBS) ‘ 
Des Moines (AMES) WOI-TV (Dumont, NBC, (BS, ABC) = 1 = 66,000 337 | tcivania Philadelphia WPTZ (NBC) 3 940,000 69.0 
Kentucky Louisville WAVE-TV (NBC, Dumont, ABC) 2 111,000 43.1 Pennsylvania Philadelphia  WFIL-TY (ABC, Dumont) j 
Kentucky Louisville WHAS-TV (CBS) | Pennsylvania —_—Pittsburgh WDTV (ABC, (BS, NBC, Dumont) 1 340,000 46.5 
Lovisiana New Orleans © WOSU-TV 1 67,800 26.2 Rhode Island Providence © WJAR-TV (NBC, ABC, (BS, Dumont) 1 170,000 417 
Maryland Baltimore WMAR-TV (CBS) | Tennessee Memphis WMCT (ABC, (BS, NBC, Dumont) 1 104,000 38.5 
Maryland Baltimore WAAM (ABC, Dumont) 3 ©: 338,000 71.3 | Tennessee Nashville WSM-TV (ABC, CBS, Dumont) 1 43400 21.0 
Maryland Baltimore WBAL-TV (NBC) \ i a KRLD-TV (C85) 
Massachusetts Boston WNAC-TV (CBS, ABC, Dumont) \ ’ 309,000 745 Texes Dallas WFAA-TV (ABC, NBC, Dumont) \ 2 141,000 38.1 
Massachusetts Boston WBZ-TV (NBC) Texas Fort Worth WBAP-TV (ABC, NBC) 1 141,000 = 38.1 
Michigon — WIBK-TV (CBS, Dumont) ) Texas Houston KPRC-TV (ABC, CBS, NBC, Dumont) 1 98,900 32.1 
Michigan Detroit WWJ-TV (NBC) 3 560,000 61.7 Texas San Antonio —_—KEYL (ABC, CBS, Dumont) 2 55700 354 
Michigon aot WXYZ-TV (ABC) \ | Texas San Antonio WOAI-TV (ABC, (BS, NBC) , 
Michigan Grand Rapids WOOD-TV (CBS, ABC, Dumont, NBC) 1 79,800 41.0 | itch Salt Lake City KDYL-TV (NBC) ? 59400 707 
Michigan Kalamazoo WKZO-TV (ABC, CBS, Dumont, NBC) 1 55,000 = Utah Salt Lake City  KSL-TV (ABC, (BS, Dumont) , 
Michigan Lansing WJIM-TV (ABC, (BS, Dumont, NBC) 1 67,000 32. Virginia Norfolk WTARTV TABC, CBS, HBC, Dumont) 5 85,700 ais 
Minnesota Minneopolis—St. Paul KSTP-TV (NBC) Ls 280,000 61.8 | Virginio Richmond —-- WTVR (NBC, ABC, CBS. Dumont) 1 92,300 68.8 
Mienessta = Mancapelle~. Past WHCL-TY (Bement, (BE, ASQ) Washington Seattle KING-TV (ABC, (BS, NBC, Dumont) 1 107,000 25.1 
Missouri Kansas City WDAF-TV (CBS, ABC, Dumont, NBC) «T= 157000 “33-2 mig : : 
Missouri St. Louis KSD-TV (ABC, (BS, Dumont, NBC) = —«327,000 57.5 aa co wean aie om “ sconmon hao as 
— sconsin jaukee a . a ’ Dumont! ’ 
Nebraska Omaha ~ WOW-TV (Dumont, NBC) 1 2 97000 44.4 ve “ oe 
Nebraska Omaha KMTV (ABC, CBS, Dumont) f : Total United States 108 14,545,900 54.8% 
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OSet figures for Davenport, Rock Island combined. 


***Does not include 33,000 sets in Canada reached by Buffalo station. *2Does not include XELD-TV, Matamoras, Mexico (Brownsville, Tex.). 
2Based on estimated families in station viewing areas. 
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“Any dealer who 
sells refrigerators 
and washers In 
volume can sell 
Lewyt Cleaners 
In Volume!” . necafse.... 


gives appliance dealers a complete, integra- 
ted vacuum cleaner program! Such revolutionary merchandising 
ideas as the famed 10-second Demo! 


@ PLUS the industry’s most-powerful national 
magazine campaign! 
@ PLUS 17,713 radio and TV announcements each month! 
e@ PLUS 4 months coast-to-coast 24-sheet poster showing! 
e PLUS the fabulous Market Place! 
e PLUS sales-winning trade-in bargains like the 
24-piece Knife Set! 
e PLUS traffic-boosting promotions...window streamers... 
and direct mail! 
No wonder so many dealers now sell Lewyt Vacuum Cleaners in 
volume! You can get real volume, too, when you Do it with Lewyt! 





go yor 


+ Guaranteed by > ed . ’ 
Good Housekeeping te t 
— DO IT with 
Listed by Underwriters’ 
Laboratories 


LEWYT CORPORATION, VACUUM CLEANER DIVISION, DEPT. M-1, GO BROADWAY, BROOKLYN 11, N. Y. 
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We Can't Demons 


BECAUSE we are located in downtown 





trate TV in the Store 


Bakersfield, Calif, the worst 


part of a poor reception area. But we are selling plenty of sets 


By GLENN H. LIBBING 


Radio and TV Manager, Beoth’s Radio & Appliance Co 


Photographs by Howard Emerson 


JY OU dealers who can sell TV 
sets with rabbit ear antennas, or 
who can read signal strengths of 

2,000 microvolts or more with a single 
stack antenna eight feet above the 
roof even in a suburban market, can 
best appreciate our problem here in 
Bakersfield when you realize that the 
average signal strength is 20 micro- 
volts with a four-bay antenna. 

And when you consider that our 
store location is downtown in the cen- 
ter of the weakest area, where with a 
quadruple V-cone antenna on a mast 
102 feet high we can’t get a signal 
that will override the high noise level 
sufficiently to make a satisfactory floor 
demonstration, you'll realize why 
Booth’s invested over $6,000 for a 
mobile 80-foot antenna to use for 
demonstration, promotion, testing and 
service. 

Most of the problems that faced us 
is we looked to television as a poten 
tially profitable part of our radio and 
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appliance business were those of deal- 
ers in any fringe area. Until such time 
as a station is built in the southern 
section of California’s central valley, 
the Bakersfield area with a popula- 
tion of about 120,000 people in the 
city and suburbs, must depend on 
programs from the seven Los Angeles 
and Hollywood stations. Transmitters 
for all seven are located in a cluster 
atop Mount Wilson, about 100 air 
miles from Bakersfield. But between 
us and that mountain top lies a con 
tinuous mountain range morc than 
6,000 feet high. 

The Booth organization tried vari 
ous methods of testing and demon- 
strating in the home. In some 
locations a_ telescoping mast was 
fastened to the side of the house and 
raised to the highest possible level 
without guy wires. In the weaker 
areas this was not satisfactory because 
the height was not enough to get an 

(Continued on page 104) 
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out to their home, where we. . . 


oa ST are SEs: 
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run up the 80 ft. mast to the best height... 


“Night demonstrations in the street . . . 





and close the sale with good reception.” 


acceptable signal. We tried making 
complete installations 40 feet above 
the prospect’s home in order to get 
the best reception and to ‘have the 
best chance of closing a sale. While 
that method did increase our volume 
of sales, much labor was lost on such 
installations in areas where we were 
unable to gct a salable picture. In 
one case we made a complete installa 
tion 40 feet above the prospect’s roof 
and found one watchable channel, 
too little to make the sale. Recently 
we found that at 50 feet above the 
same roof we could get four channels 
with more than twice the signal 
strength, 

As we, like other dealers, went 
through this period of hit-or-miss sell- 
ing, with labor costs eating up the 
small margins, it became evident that 
we needed a mobile antenna that 
could be used for quick and inexpen- 
sive checking on the signal strength 
md antenna height for each home, 


and which would serve as a portable 
demonstration room for our salesmen 
to use in place of the store. After 
considerable study, we planned a truck 
with a telescoping 80-foot mast with 
a rotary triple-bay V-cone antenna, 
space for a 16-in. table model ‘IV 
receiver, and a viewing couch for 
prospects. 

The hydraulic mast, ten lengths of 
heavy duty machined-steel tubing, 
6% inches at the base, and its mech- 
anism were built to our specifications 
by the Bakersfield Machine Shop 
Each section of the mast has a ma 
chined brass fitting on each end, one 
to hold the packing and the other to 
act as a stop. When fully telescoped, 
it rests on a leveling cradle on the 
floor of the truck and extends through 
a flexible collar two feet above the 
top of the truck. The top eight feet 
of the mast, including antenna and 
rotor, folds back to rest on the roof. 

On location, wooden blocks are put 


attract crowds of people and give us... 





“Antennas are tailored to the location... 


under the truck’s whcels on the side 
parked in the gutter, to make the 
floor of the truck reasonably level. 
An electrically-driven worm gear raises 
the antenna section to a vertical posi- 
tion where it is locked. Then, ot min 
ments are made on the cradle at the 
base of the mast to make it perfectly 
level. When the oil valve is opened, 
the antenna rises 80 feet into the air 
in just three minutes. The rotor 
quickly orientates it to the direction 
of Bear Mountain, 20 miles away, 
from which most of Bakersfield re- 
ceives its TV signals on a bounce 
from the Mt. Wilson transmitters. A 
control panel behind the driver’s seat 
contains a signal strength meter, two 
boosters, light switches, rotor controls 
ind hydraulic valves. A hatch has 
been built in the roof just behind the 
mast through which the operator can 
reach to secure the antenna after it 
has been lowered to its cradle at the 
end of a test End 


installed section by section... 


carried out on specially modified trucks. . . 








and the buyers are given careful instruction.” 


ee] ee 
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Exclusive to-and-fro, pulsating move- 
ment of the “Centric” agitator (does 
not spin or oscillate—CAN’T strain 
delicate fabrics), gives each piece the 
same thorough washing action— 
forces cleansing suds through every 
stitch of fabric—gets out all dirt gent- 
ly, thoroughly, smoothly. 


‘SHAMPOO’ WASHING “'SPIN-AIRE’’ DRYING 


Washing action starts with a little 
water, and the full amount of soap. 
Produces THICK, RICH suds—like 
lather in a shampoo. Dirt and soil 
are loosened instantly. Big, pliant 
rubber fins flex the clothes gently and 
distribute them evenly for a cleaner, 
whiter, brighter wash. 





Even without any water in the tub, ABC-O-MATIC shows its 
amazing “Centric” Agitation action to the buyer at a glance. 
She can see its gentle, pulsating, non-twisting movement. Anda 
“full-dress” demonstration, with water, soap or detergent and 
clothes, is the closest thing to self-selling in washer history ! 


Three thorough fresh-water rinses ! 
First, combined Spray and Deep Power 
Rinse loosens all dirt. Then Flush- 
Away Rinse lifts dirt and scum and 
floats it away. Finally, Splash-Away 
Power Rinse surges out any remain- 
ing soapy suds—leaves clothes truly 
clean, since dirt can’t settle back. 


Unique combination of air and cen- 
trifugal force removes all free water 
from clothes and damp-dries them 
soft, fluffy and wrinkle-free, without 
matting or tangling. This is NOT 
ordinary, high-speed spin-drying. 
ABC’s active air-flow makes that 
strain unnecessary. It’s new! It’s better! 











ALL AUTOMATICALLY 
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in the way it 
stays SOLD 


From ABC dealers who KNOW the tremendous value that good, 
strong, SIMPLE design and careful manufacture represent in the 
life and service-history of appliances, comes the same story... 
“ABC-O-MATIC STAYS SOLD!” It stays sold, not only because 
of its super-efficient performance, but because of its many other 
features: simple dial control, gearless automatic drive, automatic 
levelizer, fewer working parts, automatic signal light, no bolting 
down, no oiling or greasing. THAT kind of engineering, born 


of 42 years’ washer experience, tells you why ABC-O-MATIC 
STAYS SOLD! © 


ABLY) 











REG. U.S. PAT. OFF, 


THE COMPLETELY 


UTOMATIC WASHER 


Nationally advertised in 
LIFE © THE SATURDAY EVENING POST ¢ BETTER HOMES AND GARDENS ° SUNSET 
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DISHWASHERS and 
FOOD WASTE UNITS 





Substantial sales gains reveal rapidly growing 
acceptance. Some dishwasher makers on alloca- 
tion fear that 1952 demand will exceed supply 


| fee sales volumes of 260,000 
and 335,000, respectively, put 
dishwashers and disposers in 

the small group of appliances which 

actually made gains during a trouble- 
some 1951. For dishwashers, the figure 
represents a 13 percent increase over 
the 1950 total of 230,000 and means 

1 dollar volume of $78,000,000, a 16.9 

percent increase over the $66,700,000 

worth sold in 1950. A $10 increase 

in the average retail price, from $290 

to $300, helped boost retail value. 
Disposers had an excellent year in 

1950 with 320,000 units and a retail 

alue of $43,200,000, more than 

double any previous year, but they 
shot forward again in 1951 to $45,- 

225,000, without the help of any in 

rease from the 1950 price of $135. 
The gain in food waste disposer 

sales from just 100,000 units in 1947 

to 335,000 in 1951 puts them slightly 

thead of dishwashers in public accept 
ince with a saturation of 2.7 percent 
is Opposed to the latter’s 2.6 percent 


What Happened 


Chese happy sales figures can only 
be attributed, in the absence of any 
wartime panic, to a very real and grow 
ing public demand and participation in 
the industry by more manufacturers 
willing to do more advertising and 
promotional spade work. As one 
manufacturer sums up the year: 
Without question 1951 was our best. 

All during this year our distribu- 
ors’ requirements were in excess of 
uur ability to produce and we have 


operated on a strict allocation program. 
Distributor and dealer sales have been 
equally successful and to the best of 
my knowledge there is almost no dis- 
tributor inventory and very little 
dealer inventory. . .” 

However, despite the sales figures 
and the success of this manufacturer, 
not all producers were equally lucky. 
At least two had some difficulty mov- 
ing their production despite some elab- 
orate promotions and extensive ad- 
vertising. Brand-name acceptance and 
product operation had a great deal to 
do with the volume of individual 
producers. 

Almost more than any other appli- 
ance, customer recommendation is an 
outstanding factor in dishwasher sales. 
4 Hotpoint survey, based on personal 
interviews, revealed that three quarters 
of interviewed owners recommended 
their units to friends and that 30 per- 
cent of these endorsements resulted 
in sales. 

he survey, a rather thorough study 
of how and why people bought, also 
points out that use-value features de- 
cided the choice in 41 percent of pur- 
chases, confidence in the maker in 29 
percent, and both in 26 percent. 

According to Hotpoint’s study, 42 
percent of the machines were built in, 
38 percent were the dishwasher-sink 
combination, and 20 percent were 
the free-standing type with enamel 
top. Since the survey was limited to 
Hotpoint’s own sales, it did not in- 
clude any tabulations on portable dish 

Continued on page 110) 














POST WAR DISHWASHER SALES RECORD 


260 900 


$78,000,000 
230,000 
$ 66,700,000 
160,000 


44,000,000 
225, 


$ 61,875,000 


GHB Units Sold 
GB Retail Value 











TWO YEARS STATISTICAL SUMMARY 





(Jan. 1952) 
1,050,000 
39,917,000 


FOOD WASTE UNITS 
1951 











Ea $ 20,925,000 





POST WAR FOOD WASTE UNIT SALES RECORD 
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$ 43,200,000 
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$ 21,000,000 
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1947, GMB Units Sotd 


$ 12,500,000 GB Retail Value 
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@ Beginning this month and 
continuing throughout 1952, startling ads 
like this will appear in every one of 
the magazines mentioned above. 
Powerful, big magazines. Millions of 
families will see them. These ads will 


make Hamilton sales come easy. 


MAKE SURE YOU MAKE THE SALES... 
MAKE USE OF THIS 
HAMILTON ADVERTISING MATERIAL! 


@ New Billboards @ Envelope Stuffers 
@ A complete new direct mail campaign 
@ Special sales presentation that works free . . . to sell 


more Hamilton Dryers for you 


HAMILTON MANUFACTURING COMPANY © TWO RIVERS, WISCONSIN 
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SATURDAY 
EVENING POST 


BETTER HOMES 
AND GARDENS 


GOOD HOUSEKEEPING 
AMERICAN HOME 
HOUSE BEAUTIFUL 

PARENTS’ 
TIME 


eee and then 
she got a 
the original 
AUTOMATIC CLOTHES DRYER 








Exclusive Hamilton Features: 


@ Patented “Carrier Current” 
drying action cradles clothes in 
warm air. 


®@ Hi-Power Exhaust System 
controls condensation and 
linting problems. 





@ Sun-E-Day Ultra Violet Lamp 
leaves clothes fresher, sweeter. 





® Hamilton Lint Control, twice as 
efficient, far easier to clean. 
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Dishwashers and Food Waste Units 
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Motor Repair Shop Owner 
Finds KLIXON Protectors 


Insure Against Burnouts 


SO. HARWICH, MASS.: Mr. Alfred LaMontagne, owner of 
| the Cape Cod Electric Motor Service knows what he’s talking 
* about when he praises KLIXON Protectors. More than 


200 motors pass through his shop every month. 





washers (floor-standing), but at least 
one manufacturer achieved enviable 
results with this type of machine, 
working against a substantial backlog 
of orders all through the year despite 
a month-to-month increase in output. 


Who Made the Sales 


Appliance dealers made 53 percent 
of the sales covered in Hotpoint’s 
study, an increase over the +7 percent 
reported in 1950 and representing a 
recovery close to the 54.7 percent 
share of the business which they en- 
joyed in 1948. During 1951 depart- 
ment stores made 12 percent of the 
sales, becoming an important factor 
for the first time. Builders got 12 
percent of sales, holding their 1950 
share. Plumbers lost ground, captur- 
ing seven percent of the 1951 market 
as opposed to nine percent in 1950. 
Wholesale deals accounted for six per- 
cent of the sales and the remaining 10 
percent, says Hotpoint, were divided 
among all other types of stores. 

The spread of dishwashers to many 
types of retailers is paralleled by dis- 
posers and an Erecrricat MERCHAN- 
DISING survey made in late 1951 re- 
veals that 52.7 percent of wholesale 
distributors answering the question- 
naire now carry disposers and 30 per- 
cent of those who do not would be 
happy to find a manufacturer camp- 
ing on their doorstep with a line. A 
total of 54.8 percent of the responding 
wholesalers also carry dishwashers or 
other plumb-in appliances and 71 per- 
cent of them are convinced that the 
greatest deterrent to plumbed-in ap- 
pliance sales are plumber installation 
costs. The greater proportion of 
these wholesalers (65.6 percent) sell 
to builders and an almost equally 
large group (55.9 percent) sell di- 
rectly to plumbers. Some 75.3 per- 


eme=eCONTINUED FROM PAGE 108 





cent, incidentally, believe that dis- 
posers are best sold through both 
appliance and plumbing dealers. 


Sales by Months 


Elsewhere in this issue we have dis- 
cussed in full our first study of national 
retail sales by months (See When Ap- 
pliances Are ——e but a compari- 
son between monthly sales peaks for 
dishwashers and disposers at the manu- 
facturer and retail levels reveals more 
“seasonality” at the retail level. Manu- 
facturers’ dishwasher sales in 1950 in- 
creased gradually month by month to 
a climax of 14.23 percent of total sales 
in December. But dealers jumped 
from 6.85 percent of their yearly total 
in June to 11.55 in July, 10.49 in 
August and 11.07 in September. Sales 
fell back again then for the next two 
months and leaped up to the year's 

eak in December with 12.08 percent 
Much the same pattern was followed 
by disposers. Manufacturers had a 
relatively steady increase in sales 
month-by-month. Dealers had booms 
in — August and December. 
espite the good business at all 
levels of the industry, dealers did not, 
according to the Hotpoint study, put 
too ne effort into their sales. Al- 
though 64 percent of consumers visited 
only one store in selecting their dish- 
washer, less than 25 percent of the 
stores demonstrated the machine and 
54 percent of the eventual buyers did 
not see a pre-sale demonstration. Of 
the lucky 46 percent who did see a 
dishwasher at work, 59 percent saw it 
in the home of a friend, 23 percent in 
the store where anaes Fry and 17 
percent in another store. In only six 
percent of the cases did a dealer make 
a home call before the sale was made. 
Installation was still a headache to 
(Continued on page 112) 











“In my ten years of experience with electric motors, I’ve found 












that KLIXON Protectors save our customers unnecessary re- 
pairs. They're tamper-proof... and the lowest cost insurance 


against motor burnouts that you can get.” 















KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors illustrated are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like 





| 

= increased customer-preference, reduced | 

service calls and minimized repairs and 

replacements, it will pay you well to ask 

for equipment with KLIXON Protectors. } 

Automatic | 
Reset 





SPENCER THERMOSTAT 
Division of Metals & Controls Corp. } 
2501 FOREST ST., ATTLEBORO, MASS. | 
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“WHAT FOOD WASTE?” 
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Mas. Elmer Paul. of Nevada, Iowa, is the kind 
of superlative housekeeper who rates the raised 
eyebrow from your wife and mine. 

She knows as much about labor saving as most 
management experts, and applies her knowledge 
effectively ...can dust with both hands, does spot 
mending at the ironing board, cooks two meals at 
a time... uses a mechanical dishwasher, electric 
washing machine, dryer and ironer .. . has time 
left for family, social affairs, and hobbies such as 
weaving, Christmas cookies, and flying lessons. 

Read all about her in “Use your head about 
housework’’...in a recent issue of one of the great 
home service magazines—SUCCESSFUL FARMING. 


ELECTRICAL MERCHANDISING—JANUARY, 1952 


A farmer’s wife, Mrs. Paul substitutes for the 
non-existent hired girl, as her husband has replaced 
the old fashioned hired man... with machinery, 
efficiency, better methods. 

And finds ideas and inspiration on how to do 
her job better and get more out of life from 
SuccEssFUL FARMING...guide book for better farm 
living as well as better farm business. 

SuccessFuL FARMING goes to nearly a million 
prosperous farm families (out of its 1,200,000 total 
circulation) in the fifteen agricultural] Heart states, 
where farmers have a larger investment in land, 
livestock, building and equipment, better brains, 
better crops, better incomes. These SF subscribers’ 
average gross earnings are consistently more than 
50% higher than the national farm average. 


Wirn a decade of unprecedented prosperity, 
mortgages reduced or paid off, farms electrified 
and increasingly mechanized, billions in savings... 
SF families are bringing their homes up to their 
new living standards, represent the world’s best 
electrical merchandise market. 

Mostly missed by general media, little touched 
by television, this market is deeply penetrated by 
SuccessruL Farin... with its high readership, 
selective content and editing, and a half century 
of practical service. SF is needed to balance and 
fill out any national advertising effort! ... Ask any 
SF office for full facts. 

MEREDITH PuBLisHinc Company, Des Moines: 
also New York, Chicago, Cleveland, Detroit. 
Atlanta, San Francisco, Los Angeles. 
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LIVING PICTURES 
LIVE PROMOTIONS 
LOW PRICE 


























Yes, sir! And most important of all Sentinel 
LP*-TV—means Lively Profits for you! Excit- 
ing cabinetwork of superb styling and crafts- 
manship to set feminine hearts a-flutter; Living 
Pictures that bring in TV personalities as they 
live and breathe; prices that are highly com- 
petitive yet definitely profitable and free from 
caiman the “footballing” so common in this industry 
The Lavderdole today. All this plus traffic-building promotions 

that pull prospects in so you can prove in side- 
by-side comparisons that Sentinel tops ’em all. 


Need to know more? Call your Sentinel dis- 
ed n § nN 28 tributor or write Sentinel direct—much hurry! 
RADIO AND TELEVISION 


Evanston, Iilinois 
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Dishwashers and 
Food Waste Units 


os CONTINUED FROM PAGE 110 cee 


purchasers in 1951. Buyers had to 
make their own arrangements in 49 
percent of the cases, says Hotpoint; 
dealers took care of the arrangements 
in 35 percent and building contractors 


| handled the other 16 percent. Seventy- 


two — of the buyers had a 
plumber install the machine and deal- 


| ers did their own installation work in 


22 percent of the sales. Six percent 
of the buyers got out wrenches, wire 
and pipe and did their own work 
Post-sale demonstrations were given 
more frequently than pre-sale ones. 
At least 61 percent of the buyers got a 
demonstration from the installation 
man and 17 percent got a full-dress 
job. Strangely enough, and to the 
discredit of specialty dealers, depart- 
ment stores were first in home demon- 
strations, giving them in 31 percent of 
sales, compared with only 13 percent 
for dealers. 


The Outlook 


With the entrance of more manu- 
facturers into the dishwasher field and 
the necessity thereby imposed to get 
around present patent restrictions by 
new designs or by licenses it becomes 
obvious that some changes can be ex- 
pected. Manufacturers, of course, do 
not wax garrulous on any design plans. 
Chief change, but not a new one, is 
the trend toward front opening models 
and away from top opening machines. 
The introduction by Westinghouse 
and G-E of front-openers in 1950 ac- 
celerated this trend and it is likely 
that two new machines which will be 
announced in 1952 are also of this 
type. Several appliance makers who 
do not currently have dishwashers in 
their line are in process of designing 
and, barring stringent materials cut- 
backs, will probably announce them 
before the end of the year. 

As for the materials situation, one 
manufacturer dismisses it with, “I be- 
lieve that government predictions of 
scarcities will be proved wrong again 
and that white goods manufacturers 
will be able to buy all they can pro- 
duce—with only small, annoying scarc- 
ities popping up now and then.” 

Another maker, believing that per- 
haps copper will be the most difficult 
metal to obtain, has redesigned one 
major part to eliminate it. 

A third maker says, “Providing 
there is not a third World War pro- 
duction in 1952 could conceivably be 
better than the production in 1951. 
I base this on the assumption that in 
the last six months of 1952 additional 
supplies of materials will be available.” 

As for disposers, one maker is not 
so sanguine. He expects few design 
changes, but feels that production may 
lag by as much as 40 percent. Here 
again copper is a bottleneck. In gen- 
eral, however, the outlook is optimis- 
tic: Both dishwashers and disposers 
have given clear proof that they are in 
increasing demand and once the mate- 
tials supply pinch is over production 
and salesmenship can make every effort 
| to take advantage of it. End 
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NEW SUPER-TYPE VACUUM CLEANER 


Gives More Power- Gets More Dirt 
Easiest to Use-Empties in 2 Seconds 


JET POWER FOR SUPER SUCTION 


Cleans Everything Better, Faster, Easier 


from Floor to Ceiling! the most powerful unit 
ever put into a cleaner, the Jet 99 motor creates a super- 
suction . . . half a million cubic inches of air every minute. 
It gets all the dirt quickly without wear on your rugs. . . 
without going over the same spot again and again. 
Removes lint, threads and hair the first time over the 
rug surface. Saves you hours of time and effort. 








PRESTO-MATIC DIRT DISPOSAL 


Empties in 2 Seconds—No Dust Bags — 
No Heavy Tops, No Filters to Lift. You just 


push a button . . . and throw the paper bag away! So 
simple, so quick — no muss or bother. What could be 
easier? Nothing to take apart . . . no clips, no clamps, 
no heavy motor to remove, nothing to “wrestle” back 
in place. Use it once, and you'll agree it's the easiest 
cleaner in the world to empty. 
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CARRY-EASY 
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Easiest to Use —Upstc 
All Around the House 


clean, the Jet 99 is never in yc 
as you change direction... 
with the hose, glides smooth 
Compact and balanced for ec 
down. It’s the only cleaner bu 
... won't tip or slide off the t 









-ARRY-EASY DESIGN 
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o Use— Upstairs, Downstairs, 
nd the House. No matter where you 


et 99 is never in your way. It pivots easily 
ange direction...ends ‘‘hand-fighting” 
se, glides smoothly from room to room. 
d balanced for easy carrying upstairs or 
e only cleaner built to stand on the stairs 
p or slide off the treads! 


st Bag To Empty! 





Not an Ordinary Cleaner! 


Completely Different From 
All Other 
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Empties in 2 seconds... 


ier than any other Cleaner! 


Nothing to Take Apart- No Heavy Motor to 
Lift OFf-And, Naturally-No Dust Bag to Empty ! 









JUST PRESS THE BUTTON 


The small button on the top of your Jet 99 


wo 


is the only control. Just push it and flip open the lid 
that is so handily right on top of the cleaner. 

No need to stand the cleaner on end — no need 

to lift heavy covers and motors with a Jet 99. 


It’s the easiest thing you can imagine. 


AND THROW AWAY 
THE PAPER BAG! 





This convenient paper bag holds all the dirt — you 
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ow SERVATOOLS 
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for complete 
Home Cleaning! 
Nothing Extra to Buy! 
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Sure-Fit Lightweight Wands 


They will not bend or dent. Spring- 
lock ends make a snug fit that comes 
apart easily with a straight pull. 





EXCLUSIVE 
SCE GD RvG Nozze 


WITH THE FLOATING BRUSH 


Designed to give maximum suction from one end of the 
nozzle to the other, yet will not ‘‘cling" to light rugs. Gets 
all the hair, lint and threads the first time over. Floating 
brush adjusts automatically to “‘high-low’’ pile. 


© 


Sleeve-Lock Hose Coupling 
Slides on and off easily—yet will not 
pull out in use. The positive seal pre- 
vents any loss of suction and power. 
















Oval Brush 


Ideal for bare floors, screens, tile, 
linoleum and hooked rugs. Keeps 
walls and woodwork free of dust. 





Round Brush 


The soft bristles thoroughly and safe- 
ly dust lampshades, venetian blinds, 
furniture, moldings and pictures. 








Upholstery Nozzle 
Keeps fabrics looking like new. .. 
draperies, mattresses, blankets, 
clothing, upholstery and carinteriors. 
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Special Crevice Tool 
Pulls dirt from baseboards, radi- 
ators, radio and TV sets. Cleans 
down between upholstered cushions. 








Demother 





Keeps precious furs and woolens 
free of moths. Use it on the blower 
end of the hose right in your closet. 














Triple-Duty Spray Gun 
Sprays paint, waxes floors, or sprays 
insecticides on your plants. Novalves 
to clog...and no springs to break. 
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MILLION DOLLARS ON THE LINK! 


It's the BIGGEST promotion in cleaner history ! 


wew super-TYPE V 


Completely 
Different From 
Alt Othes Types! 


EVERY OTHER WEEK in 


ACUUM CLEANER 


enn 2 Gen aT 


«potter, Faster, Easier! 
Cleans Everything BOTT awn. 
+ 


—- 
The mow pow” 


V sitivrally 


Vo DUST BAG 


10 pwPly! 
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SCE 99 


Starting with this big color-spread in the March 3rd 
issue, over 20 million LIFE readers will be seeing the news about 


the new Jet 99 week after week! A 


continuous sales story right 


through the year to build your market. Every one of your customers 


will be reading about the marvelous cleaning advantages and 
benefits of the new Jet 99. And they'll be coming to you to buy! 


¢ 


Hew surntitt VACUUM ClEANED 
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Fi 3000 BILLBOARDS 
from Coast to Coast 


Nationwide coverage with big, colorful 
posters month after month right in your 
sales area with your name listed on che 
poster to tell your prospects where to 
come to buy the new Universal Jet 99. 


and RADIO, TELEVISION, 
NEWSPAPERS oe 

Every available medium is going a 

to be on Universal’s program to th N 

make this the most thorough sell- GE7- IS new 

ing promotion ever put behind + 

a cleaner. Everyone is going to M k t D ] 

know about the Jet 99. ar e eer IS a 
Specially designed to put Jet 99 up front, it's a self- 
selling eyecatcher that will be the center of your 


appliance section. It's a “stopper’’ and a ‘‘closer" 
that works all day for you. 


America’s Most Complete Line of Home Cleaning Equipment 


’ 
4 ALL your Universal Distributor Now — 
Get in on the greatest cleaner promotiun ever and the great 
volume of cleaner sales that's waiting for you. The new 
Jet 99 will outsell any other cleaner on the market and you 


won't want to miss out—Do it Today! 


LANDERS, FRARY & CLARK « NEW BRITAIN, CONN. 











STEEL KITCHEN 
CABINETS 


Output falls less sharply than anticipated and 
manufacturers find that factors other than mate- 
rials shortages had a limiting effect on 1951 sales 














susceptible to the effects of metals 
shortages as the steel kitchen cabi- 
net industry should survive a year of 
mobilization in better shape than did 
many other appliances which require 
proportionately less of the vital metals. 

Unit production of kitchen cabinets 
did fall in 1951, but the drop was 
only 10 percent below 1950. This 
was far less than expected at the bc 
ginning of the year. 

The small unit drop, combined with 
a moderate price increase of about six 
percent, brought retail volume fairly 
close to the 1950 figure. In fact, the 
1951 dollar volume, thanks to the 
price rise, was the third highest in 
the industry’s history. Unit-wise, 1951 
was the fourth best year in the indus- 
try’s history. 

(In comparing 1951 performance 
with past years it should be noted 
that the 1948 and 1950 figures used 
in previous market studies by Evec- 
TRICAL MERCHANDISING have been re- 
vised to conform with Steel Kitchen 
Cabinet Institute statistics which were 
used in 1946, 1947 and 1949. The 
1948 figures were estimated originally 
as 3.5 million units with a retail value 
of $138 million. These have been 
revised downward to 3,236,400 units 
with a retail value of $124,766,700. 
The 1950 estimate was 3,262,000 
units with a volume of $145 million. 
This has been changed to 2,969,000 


I T is paradoxical that an industry as 


units with a retail volume of $125,- 
848,500.) 

Using these revised figures, it is 
apparent that 1951—while better than 
originally expected—was still the in- 
dustry’s poorest year since 1947. This 
conclusion is, of course, based on unit 
figures, since changing price levels do 
not permit a true comparison of dol- 
lar volume. 


What Might Have Been 


How much better 1951 could have 
been had there been no steel short- 
age to complicate matters is a matter 
of conjecture. Some manufacturers, 
aware that in recent years the indus- 
try has enjoyed a healthy and con- 
stantly growing demand, feel that 
1951 could have bettered 1950 by a 
good margin. Their guesses range up- 
ward from 25 to 100 percent over the 
1950 level. Others, however, are con- 
scious that any volume greater than 
1950’s would have required propor- 
tionately greater sales effort; these 
men fear that such effort would not 
have been forthcoming. Even they 
feel, however, that 1951 could easily 
have equalled the previous year had 
it not been for oe problems. 

Those who incline to this more 
conservative opinion of how good 
1951 might have been point out that 
materials shortages were not the only 
factors limiting the industry’s progress 
last year. Several manufacturers con- 





POST WAR STEEL KITCHEN CABINET SALES RECORD 
2,672,100 


1951 


1,347,000 


$ 60,000,000 





$ 119,930,900 
$125,848,500 


2,132,000 
$83,852,800 


$ 104,600,000 


969,000 


3,236,400 
24,766,700 
2,790,000 
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cede that for part of the year, at least, 
materials limitations had no effect 
on their production. One executive 
pointed out that substitute materials, 
climination of certain product fea- 
tures and increased efficiency had al- 
lowed the industry to produce more 
units than it might have been expected 
to turn out. “Generally,” said this off- 
cial, “sales effort has been the de- 
termining factor. The drop in steel 
supply has been more than offset in 
importance by the inability of the re- 
tail sales team to overcome market 
resistance and move merchandise at 
the 1949 and 1950 volume.” 

During the past year some firms 
were bothered by shortages of materi- 
als other than steel. Brass for strain- 
ers and faucets was difficult to obtain. 
One company singled out the govern- 
ment restricting order on the use of 
nickel in prov, steel as the most 
serious that the firm had faced. De- 
velopment of the chrome stainless 
steel as a substitute was only partly 
successful since use of this metal was 
cut back to 25 percent of the base 








period. Other shortages on hardware, 
enamel, metal products other than 
steel (mainly copper-bearing prod- 
ucts), cobalt and packing materials 
bothered various manufacturers dur- 
ing the year. 


What's Ahead 


Most manufacturers commenting 
on the outlook for 1952 feel that steel 
shortages may, for the first six months 
at least, directly affect production. 
They were, however, undecided as to 
how much production would be ex- 
pected. Some felt that the impact of 
steel allocations would be about the 
same as this year. One said that ma- 
terials shortages will “effect a fur- 
ther restriction” in 1952. Almost all, 
however, expressed some confidence 
that allocations would be loosened 
after the first six months of the year 
and that the final months of 1952 
would see a more comfortable supply 
of steel. 

Turning to the demand side of the 
1952 picture, restrictions on building 

(Continued on page 124) 















MY CHOICE FOR 


WASHING MACHINES 
BECAUSE 

IT HELPS KEEP MY | 4 

CUSTOMERS SOLD!” | 


T. C. Meade, owner of Meade & Co., 
Paintsville, Kentucky, 
sells Norge, Barton, and Easy Washing Machines 


“I always recommend Tide. It gives a big boost to my entire selling effort,” says Tollie 
Meade, whose modern appliance and hardware business exceeds $650,000 a year. “I 
tell my customers to use Tide because it does the best job in washing machines—gets 
clothes cleaner than any soap I know. When my customers use Tide, they stay satisfied 
with the washers I sell . . . and recommend my store to their friends. Tide really pays 
off in customer good will and increased business for me!” 





















TO RECOMMEND TIDE BECAUSE TIDE 
MAKES WASHING MACHINES PRODUCE CLEANEST CLOTHES! 


are 


» Tide gets clothes cleaner than any soap of any kind. Your customers discover 
this the minute they rinse out a Tide wash. Tide makes the washing machines 
you sell produce the cleanest clothes possible. Laboratory tests prove it. 


Tide banishes soap film—leaves no gray streaks on clothes! 


Tide leaves no soap scum in tub! Can’t clog drains! 














A Product of 
Procter & Gamble 


Ameneas Largest Selling Washing-Machine Product !\ 
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SUB-ZERO FREEZER CO., INC. 


MADISON e WISCONSIN 


THE COMPLETE LINE OF FREEZERS 





‘epee Kitchen Cabinets 
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will reduce the size of that particular 
| cabinet market. Many firms feel con- 
fident, however, that additional em- 
phasis on remodeling will make up 
for the loss of the builder business. 


What About Prices? 


The price picture for the year ahead 
is too dependent upon a number of 
economic factors to allow any accurate 
guesswork. As has been noted, 1951 
prices were about six percent above 
those of 1950. If steel wages rise there 
appears to be a very good possibility 
that cabinet prices will rise once again. 
One firm, noting that it had been en- 
titled to a price hike for some time but 
had not taken advantage of it, pointed 
out that higher costs of wages or 
materials would mean that the com- 
pany would have to put an increase 
into effect. A reduction in volume, 
possibly contributing to higher unit 
costs, might also necessitate a raise. 
On the other side of the picture, how 
ever, one manufacturer pointed out 
that he did not expect any industry- 
wide increase this year and a second 
expressed confidence that the industry 
“will resist any price increase if at all 
possible.” 

If last year’s pattern is repeated in 
1952 there will be no drastic cutbacks 
| on advertising programs within the in- 
dustry. Indeed, a greater reliance on 
the remodeling market for business 
may lead some cabinet makers to ex- 
pand their promotional efforts. Some 
industry officials feel that lower volume 
last year led to reduced advertising but 
this was probably partially balanced bv 
expanded promotion by other firms. 


The Dealer's Role 


Last year’s volume led to anothe: 
type of cutback by one firm last year 
The company suggested that its dis- 
tributors reduce their dealer lists from 
30 to 40 percent in order that strong 
dealers might be kept alive during 
| periods of shortages. This is under- 
| standable when one notes the opinion 
of another manufacturer who contends 
that some of the dealers entering the 
market in early 1951 were merely 
“opportunists”’. 

Most manufacturers feel that either 
a larger number of dealers handled 
cabinets last year or a larger number 
did a better job. Appliance dealers are 
now apparently among the leaders in 
the cabinets sales picture. Experience 
gained in handling cabinet sales in 
recent years, the increasing saturation 
of many older appliances contrasted 
with the low saturation in the kitchen 
field, and the potential possible in a 
growing industry are cited as factors 
which have led appliance dealers to do 
a more complete job on cabinets. 
There is, however, still room for im- 
provement, claims one manufacturer 
who contends that retailers are still 
not putting in the effort “necessary to 
do the job satisfactorily”. The same 
manufacturer complains that when 
dealers found themselves with big in- 
ventories on hand this summer they 
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neglected the cabinet business. On 
the other hand, another firm feels that 
last summer’s buyers’ market on appli- 
ances led some dealers to take an in- 
creased interest in cabinets. 

One manufacturer, while emphasiz- 
ing that the dealer’s attitude toward 
the cabinet business was more im- 
portant than his type of business, vol- 
unteered the following breakdown of 
types of retailers handling his cabinet 
line: 


Appliance dealers 39% 
Plumbers . ates 13 
Furniture stores 9 
Hardware stores 9 
Department stores 45 
Kitchen modernization 45 
Lumber & bidg material 4 
Other 17 


At least one major manufacture: 
changed his distribution weeny dur 
ing the year, switching from largely 


builder contracts to a  distributor- 
dealer operation. 
Other Developments 


Demand for colored cabinets—a 
problem which worried some in the 
industry a few years ago—remained 
quiet in 1951. The consensus of 
opinion was that the smaller firms 
could handle whatever color business 
developed. 

Product-wise there was no radical 
change in the industry. Refinements 
and improvements on existing models 
were introduced. Materials shortages 
probably played some part in this lack 
of product-activity and for the coming 
year the government ban on new ma 
chine tools for consumer durables may 
have a similar effect. 

One manufacturer said that the 
most significant development in the 
kitchen business was the advent of de- 
centralized cooking units such as the 
Thermador built-in range. Obviously, 
such appliances offer new design pos- 
sibilities and kitchen equipment appli- 
cations. 


New Voice For Industry 


Industry-wide, 1951 marked the 
birth of the Steel Kitchen Cabinet 
Manufacturers Assn. This new group 
will engage in recognized trade asso 
ciation activities in behalf of the indus 
try, and preliminary plans indicate 
that its members will include firms 
which turn out 95 percent of the in- 
dustry’s volume. Among the projects 
being considered is a continuation of 
work on_ standards, an _ activity 
pioneered by its predecessor, the Steel 
Kitchen Cabinet Institute. 

As 1951 closed it was apparent that 
the appliance dealer was assuming a 
more important place in the kitchen 
cabinet field. His volume on this 

roduct might be limited by some 
actors outside of his control—short- 
ages, prices and so forth—but it 
seemed likely that additional effort on 
his own part could bring him a larger 
share of the market. End 
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Acceptance for the new Hunter Window display pieces and cooperative adver- 
Fan has been sensational. Orders have _ tising make your sales job easy. Get your 
outrun production in both 1950 and 1951. share of this profitable business in 1952. 
Hunter Window Fans are priced for vol- Contact your Hunter distributor now, 


ume sales and fast turnover. Literature, or write us for catalog and prices. 
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HUNTER FAN AND 
VENTILATING COMPANY 


= Exclusive Fan Makers 


en) fer Since 1886 


398 S. Front St., Memphis 2, Tenn. 


PAGE 125 











ELECTRIC 


BED COVERINGS 





Industry confounds the experts by avoiding pre- 
dicted cutbacks, turning out a record-breaking 
745,000 units. Prospects for ‘52 look even better 


HE electric bed coverings indus- 

try in 1951 not only avoided the 

heavy cutbacks which had been 

predicted for it but managed to turn 

out a record 745,000 units. Dollar vol- 

ume in 195] ($31,662,500) likewise 
set an all-time record. 

At the beginning of the year several 
manufacturers predicted that 1951 
volume would fall far below the 1950 
level. Their guesses indicated an out- 
put of approximately 450,000 units, 
but some were even lower than that. 
The fact that the industry was not 
only able to avoid cutbacks but was 
even able to turn out 60,000 more 
units than in 1950 is some indication 
of how successful a year 1951 turned 
out to be. 

(The 1950 figure quoted here— 
685,000 units—is 25,000 higher than 
that estimated in last January’s ELec- 
TRICAL MERCHANDISING. There are no 
industry statistics on bed coverings 
but several sources indicate that the 
original 1950 estimate was too low. As 
1 result, 1950, which at first was con- 
sidered to be the second best year in 
the industry's history, was actually a 
record-breaking year in its own right 
In the four vears from 1948 through 
1951, therefore, the industry has set 
ill-time records in every year but 1949, 
when sales slipped back to 440,000 
units 

"It seems possible that 1951 might 
have been an even better year than it 


actually was—but it is difficult to put 
a finger on the single factor which 
actually limited the year’s output. As 
it was, materials (which were sup- 
posed to be very tight at the begin- 
ning of the year) just about balanced 
up with demand. Better sales and pro- 
motional effort on the part of the in- 
dustry could almost certainly have ex- 
panded the market—but materials 
shortages might well have prevented 
the industry from filling this demand. 


Optimism in Spite of All 


Some industry sources think that 
materials shortages may be even more 
bothersome this year and one large 
manufacturer goes as far as to predict 
a shortage of blankets by fall. Never- 
theless, manufacturers, instead of their 
pessimistic guesses of last year, are op 
timistic over what will happen in 
1952. Their guesses range from 600, 
000 to one million with the average 
being something over 800,000. This 
would mean a new record as far as 
unit production is concerned and, with 
only a slight possibility of price de 
clines, would also mean a new volume 
record 

(In 1951 prices moved upward once 
igain, with the average being esti 
mated at $42.50 as compared to 
$39.50 in 1950.) 

The saturation increase in 1951 was 
hardly more than one percent, due 
partly to an increase in the number of 
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$ 8,000,000 
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745,000 
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685,000 
$ 27,057,000 
440,000 
675,000 
29,025,000 
630,000 
$ 26,460,000 


GHB Units Sold 
WB Retail Value 








TWO YEARS STATISTICAL SUMMARY 


BED COVERINGS 





wired homes which provides the basis 
for this figure and due partly to some 
relatively active replacement selling by 
some parts of the industry. In addi- 
tion, there are many two and three 
blanket homes, with the additional 
units contributing nothing to boost 
the saturation figure. As of January 1, 
1951;> saturation was estimated as six 
percent; this year it is 7.1 percent; this 
means that 2,925,000 of the country’s 
40,967,000 wired homes have electric 
bed coverings. 

As has been noted, there were de- 
mand as well as supply factors con- 
tributing to limiting the year’s pro- 
duction. Among the former were the 
conservative buying attitudes of re- 
tailers in the midst of working off 
high inventories and a carry-over of 
blanket inventory at the dealer level. 


Seasonal Problems 


In 1951, as in every other year, the 
industry was faced with a seasonal sell- 
ing curve which, if the valleys could 
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(Jan. 1951) 
2,367,000 
36,677,000 





be leveled out somewhat by pre-sea- 
sonal selling, might contribute to a 
healthier sales picture. 

In an effort to secure some basic 
data on the seasonal nature of the in- 
dustry, ELEcTRiICAL MERCHANDISING’S 
market and research department this 
year analyzed sales at both retail and 
manufacturers level on a monthly 
basis. These figures indicate that re- 
tail sales hit a low in April, remain 
gencrally at that level through August 
and then pick up sharply, with the 
final three months of the year account- 
ing for over 63 percent of sales. Manu- 
facturers’ sales follow a similar, but 
earlier pattern. They begin to turn 
upward in July and the months of 
August, September and October ac- 
count for slightly over 51 percent of 
the year’s sales. ‘The five months from 
August through December account for 
more than 73 percent of the year’s 
sales. At retail, the five months from 
September through January account 

(Continued on page 130) 
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There’s an easier way to close the deal... 






































emphasize the “DULUX” finish 


MG. U. S. PAT. OFF. 


Why knock yourself out to sell customers who hold out at 
the last minute? Sure, she likes the appliance, but . . . brother, 
you’ve got to get past that last ‘“‘but’’! 


The easier way to close the deal is to emphasize the finish 
on DULUX-finished appliances. Du Pont DULUX is Amer- 
ica’s leading home-appliance finish. 


Effective? Over 25,000,000 refrigerators alone have moved 
off showroom floors finished with brilliant white, washable, 
chip-resistant DULUX. And DULUX has helped sell hun- 
dreds of thousands of other home appliances, too. 


So be sure to feature the finish in your sales talk. It’s the 
easier way to clinch sales! 


“QED puLux enamet 





REG. U.S, PAT. OFF 


REG. U. S. PAT. OFF. 


America’s leading home appliance finish 
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Rogers Radio, 1062 College St., Wheaton, Ill 


He parlayed his last *10 


into more TV business 
than he can handle! 


Old established dealers laughed when 


ex-farmer Bob Rogers opened for business 


against terrific odds. Now the skeptics 


are out of business, and Bob is reaping 


the profits of his biggest year... 


F you were out of a job and had a family to 
tie how would you spend your last ten 
dollars? Bob Rogers, owner of Rogers Radio, 
1062 College Street, Wheaton, Ill., faced with 
this decision just ten years ago last August, 
chose to go into business for himself. 

Here is the story of how he combined the ten 
dollars with a large supply of self confidence 
and came up with one of suburban Chicago’s 
busiest radio and television shops. 

The story started when Bob was 21 years old. 
His family’s lowa farm, over-expanded in pros- 
perous years, fell victim to the depression. With 
the farm went Bob’s lifelong plans to follow in 
his father’s footsteps. 

But the lesson he learned is apparent today 
in the small size of his store, which belies his 
large and growing volume of business. 

His farm gone, Bob turned to the only other 
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thing he knew. He had long been interested in 
radio as a hobby. Searching for work in this 
field, he landed a job as electrical maintenance 
man for a railroad. The job brought him to 
Wheaton. 

For four years, he was restless to get out on 
his own again. So one day in August, 1941, he 
quit the railroad job and went into action. 

“That day,” Bob recalls, “I put $25 of my 
last $35 into rent for store space. Then I moved 
my family into the back room of the store. We 
had only $10 left, and what parts I could get 
on consignment, but I was in business as a radio 
repair man.” 


He meets the obstacles 


Bob’s location was against him. He was in an 

out-of-the-way building which had a reputation 

for its fast turnover of tenants. Moreover, he 
(Advertisement) 
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Bob Rogers 


was completely green to retail operations. 

Understandably, the experienced radio men 
around town were skeptical of Bob’s chances. 
Two of them dropped in to say so. Both have 
since gone out of business, while Bob is so busy 
that he frequently has to turn down service jobs. 

How did he do it? Bob puts it this way: “I 
just made the most of what I had. What I had 
most of was time, so I took the time to do every 
job a little better and a little faster than the 
customer expected. I soon discovered the im- 
portance of making customers feel they were 
important to me. Believe me, they were.” 

To provide for his family during those first 
bleak months, Bob took on a job as maintenance 
man for the building at $50 a month. He also 
delivered groceries for a nearby store to pay for 
his gasoline and food. 

After the first year, Bob was out of the 
woods. Customers showed that they were 
pleased with his workmanship and his neigh- 
borly interest in their problems. They began to 
come back and to bring their friends. 

Automobile dealers heard about Bob, too. 
He started doing auto radio work. Now he does 
all of the radio repairs and installations for five 
Wheaton auto dealers. Although he had not yet 
entered the sales field, Bob by the end of the 
war had seen his volume of business almost 
doubled annually. 


Sells by listening 

As a servicing dealer, he had little difficulty 
getting the franchises he wanted after the war. 
But the big test was yet to come. Bob had 
proved himself as a technician. Now he won- 
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dered if he could put it over as a salesman 
against experienced and better-located com- 
petition. 

“T learned to sell by being a good listener,” 
Bob said. ‘‘Most customers like to talk. For one 
thing, they often tell me what brought them to 
my store. Sometimes they tip me off as to why 
some other dealer lost their trade. In the course 
of a friendly conversation, the average prospect 
tells me how to sell him without realizing it. 

“For example, there was the man who came 
in to buy a $2.50 phonograph needle. We got to 
talking about phonographs, and he mentioned 
that his was getting old. I asked him to listen 
to the phonograph in one of my combination 
models. Before he left, he bought a $450 radio- 
TV-phonograph combination instead of a $2.50 
needle—just because I took the time to engage 
him in friendly conversation. 

‘Another man brought his radio in for repairs. 
He had taken it to several other dealers and it 
still didn’t work. I could see that the radio 
would cost more to repair than he would. be 
willing to pay. But from his tone of conversa- 
tion, I guessed that he would become a steady 
customer if I succeeded where the others had 
failed. So I fixed it, and took a small loss on the 
job. Since then, I’ve sold him two television sets.”’ 

Bob believes that any customer can be a 
satisfied customer with proper handling. To 
him, the demanding, ill-tempered type of cus- 
tomer presents a challenge. “‘Every time a 
customer raises his voice,” he says, “I lower 
mine. It works wonders.” 


Discount dealers help him sell 

The average TV sale at Rogers Radio is in excess 
of $375. Bob claims that he finds it both unwise 
and unnecessary to cut prices. “You might say 
the discount dealers help me sell at full price.” 
he says. “Many of my best customers bought 
their first set for price and came to me for 
service. When they’re ready to replace their 
sets, I’m on the inside track. It makes sense 
that I won't sell them a set that will cause me 
a lot of service headaches.” 

Bob likes to give his customers the feeling 
that they ‘‘belong to his club.” He takes care 
of their service needs promptly at any hour, 
Sunday, holiday or business hours. Holiday 
service is available only to customers who 
bought their sets from him. 

To maintain this policy, which Bob feels is 
an important factor in lasting success, he now 
takes less outside service work. Instead, he 
devotes more time to sales. 

He takes advantage of every opportunity to 
be of service to the community. When General 
MacArthur spoke before Congress, Bob 
installed three TV sets at the high school to 
enable students to see the telecast. It was no 
coincidence that he later sold 14 record changers 
to the school. 


Ads keep sales growing 


Ask Bob for his views on advertising and he will 
tell you, ““Word-of-mouth advertising is the 
most effective kind. But it only goes so far. No 
matter how well we please a customer, it may 
be a long time before he has occasion to come 
in again. In that time he can drift away from 
us. To hold a customer from one sale to the 
next, and to continually attract new ones, calls 
for good, hard-selling advertising on a regular 
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“Let people talk and they'll tip you off on how fo sell them," says Bob Rogers. 


schedule.” 

After experimenting with results in various 
advertising media, Bob now places almost all 
of his advertising funds in newspapers. He uses 
both the local newspaper and the Chicago 
Tribune. 

How does the widely circulated Chicago 
Tribune fit in with Bob’s localized operation? 
Under the Tribune’s Selective Area plan, he 
buys advertising which appears only in those 
copies of the Tribune which are circulated 
among people living in his segment of metro- 
politan Chicago. He shares the cost of this 
advertising with the manufacturer and distrib- 
utor of the advertised line and with other dealers 
throughout Chicagoland. 


As a result, his cost is often as low as one per 
cent of the total. Under the plan, he has the 
advantage of large space advertising focusing 
attention on his store. Other participating 
dealers are selected for location so as to avoid 
trading area conflicts. 


Lowest ad cost per sale 


“Most of my Selective Area participations have 
been with Philco, Raytheon and Sylvania,” Bob 
reports. ‘““These ads have produced very satis- 
factory response—much of it directly traceable 
to particular ads. When you consider that a 
great many of the ads are full page size and the 
Tribune is read by practically every family in 
Wheaton, it’s easy to see why they do a terrific 
job for us. 

‘Most important to us, of course, is the cost 


of the advertising per sale. Our response indi- 
rates that Selective Area campaigns produce 
sales at lower cost than any other advertising 
we have used.” 


* * * 


MANUFACTURERS: You get an extra meas- 
ure of effectiveness from your advertising when it 
stimulates your dealer's enthusiasm for your line. 

Under the Chicago Tribune’s Selective Area 
plan, your advertising gets the dealer to give your 
line special attention and support because it 
produces results he can see in his own store. 
This is the kind of advertising that delivers—the 
kind he can understand. It has the tone and the 
compelling effect of retail newspaper advertising. 
It appears in Chicago’s No. 1 hardlines medium, 
reaching the dealer’s best prospects. It is adver- 
lising he can afford. Yet the entire program is 
under your control and placed through your agency. 

Already, far more than $1,500,000 has been 
invested in Selective Area advertising in the ap- 
pliance field alone—plain proof that it meets the 
requirements of dealers, distributors and manu- 
facturers. 


Selective Area advertising can build grealer 
consumer preference for your line. It can get the 
increased dealer support you want. For full in- 


formation about Selective Area advertising, and 


how il can help you build the consumer franchise 
you want in Chicago’s multi-billion dollar 
market, ask a Chicago Tribune adverlising 
representative to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Advertising Representatives: 


Chicago 
A. W. Dreier, 
1333 Tribune Tower 


New York 
E. P. Struhsacker, 
220 E. 42nd St 


Detroit 
W. E. Bates, 


Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin, 
155 Montgomery St. 


Los Angeles 
Fitzpatrick & Chamberlin, 
1127 Wilshire Bivd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


(Advertisement) 
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DEALER'S REPORT 


<3-way protection 


Webster-Chicago dealers report that no 


other manufacturer of phonographs, 


1 Webcor products are sold 

only through bonafide dealers. 
Authorized dealers sell Webcor 
products knowing that “‘fly-by- 
nights’’ cannot get Webster-Chicago 
products by just “asking for it.” 
2 Consumers cannot buy Webcor 
products at anything but the sug- 
gested retail prices. No _ price- 
cutting, no special discounts and 
unwarranted ‘“‘sales’’ undermine 
Webcor products. The dealer’s prof- 
it margin is fully protected. 3 The 
dealer who sells Webcor products 
and the dealer who installs Webcor 
products is backed up and protected 
by a 36-year record of maintained 
quality. Webster-Chicago quality 
is the kind of quality that builds 
the reputation of the dealer—and 
builds repeat business, too. 
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record changers, 
magnetic recorders 
and magnetic 
tape, protects 
them in these 
three important 


ways. 


ebcor, 


by WEBSTER-CHICAGO 
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Electric 
Bed Coverings 


ee CONTINUED FROM PAGE 126m 


for just over 79 percent of annual 
sales. 

(It should be borne in mind that 
these figures were based on 1950 sales 
and that it is possible that the post- 
Korea buying wave resulted in lar, 
sales in * fall than would normally 
be the case. However, the figures do 
seem to support the generally accepted 
picture of the seasonal nature of the 
market. ) 

Month by month, sales at retail and 
manufacturer levels worked out like 
this: 

Month Retail Manufacturer 
January . 8.09% 5.27% 
February j 3.25 
March . oes 
April . 
May 
June .. 
July ... 
August . 
September 
October 
November 
December . 
Total 
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Some effort was also made to break 
down sales on a geographical basis 
with reference to manufacturer’s sales. 
However, incomplete returns from 
manufacturers and the varying em- 
phasis placed on different regions by 
different firms preclude drawing too 
many specific conclusions from these 
compilations. Generally speaking, the 
Pacific Coast states and the East 
North Central states of Ohio, Indiana, 
Illinois, Michigan and Wisconsin ap- 
pear to lead the way in blanket sales. 

Productwise there were no impor- 
tant changes in 1951. No _ other 
manufacturer had yet followed Gen- 
eral Electric’s lead in doing away with 
thermostats by using signal wire, but 
the advantages of each system were 
being studied by other firms in the 
industry. 

There was still some dissatisfaction 
within the industry over the promo- 
tional job being done on bed cover- 
ings. One manufacturer said that too 
many firms were still selling gadgets 
when thev should be selling “sleep—a 
better wav of sleeping and a better 
kind of sleeping.” However. this man- 
ufacturer continued, some utilities are 
doing an intelligent job of bed cov- 
erings promotion. 





Awakening Yet to Come 


Commenting on industry promo- 
tion this same source pointed out that 
it was his belief that “the companies 
in the field have not yet awakened to 
its possibilities, nor have the distribu- 
tors and dealers. When thev do, they 
will realize there is a substantial vol- 
ume ahead for all those engaged in 
the electric bed covering business.” 

The industry, with a record-break- 
ing vear behind it and a possible new 
record ahead of it. seemed to be fur- 
nishing proof of this conclusion. End 
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...it’s the exciting new 
Hntvectad 
gas range with the exclusive 


& Wheel-about 


extra table-top Storage Cart 


extra work space 

anywhere in the kitchen! 

Women like the Wheel-about 

because it gives them an 

extra table top that 

disappears when not in use. 

A real step-saver, too, since 
7, it rolls easily and turns in 

any direction. 


ft 





extra storage space 
7 “within easy reach! 

Caf A large drawer on roller ball 
bearings holds small cooking 
utensils. Two spacious bins 
provide ample storage space 
for cake tins, sauce pans, etc. 











handy cutting-board top! 

A hard-maple, non-warping 
board securely set in the 
cart frame gives the house- 





Saves steps...saves work... at the range... the sink, 
the refrigerator ...and disappears when not in use! 





a. 
ae. 
Not since automatic controls has any cooking appliance offered 
A limited number of Universal such dramatic new impact on the sales floor! 
: The range itself is Universal’s famous, fabulous Marlboro 
Gas Range franchises are now model with all the great Universal features that have won the 
available in certain localities. loyalty of millions of good cooks. But the exclusive new 
Act Today! For complete information Wheel-about cart feature is the big news—the good news for sales, 
i Backed by a powerful merchandising program, it will be 
about your opportunity— the most effective store traffic-builder in the business—a “plus” 
write, wire or phone... sales feature that will put Universal dealers farther out front 
than ever in 1952! 


CRIBBEN & SEXTON CO. + 700 N. SACRAMENTO BLVD. + CHICAGO 12, ILL, 
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essions 


SELF-STARTING ELECTRIC 


““SHADOBOX”’ 
CLOCK SET 








THE NEW SESSIONS "“'Shadobox’’—by actual sales count 

—now joins other Sessions kitchen clocks that have made 
clock history! 

The key to the “Shadobox” popularity, of course, is the 
irresistible appeal to every woman who wants to decorate 
her own room—her own way. Add to that the famous 
Sessions name—full page, four-color advertising in the 
Saturday Evening Post and Better Homes and Gardens, plus a 
knockout point of sale display—and, brother, how the 
sales roll in! 

SESSIONS “TEAPOT” — For years See your jobber for inventory and display material, and 


@ terrific seller! Plastic case in White, at i g H Jf 
5 dane keeeteenen tne get in on a good thing now! 
7" high. Retails $4.95* 
ae one THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
in Chicago: The Merchandise Mart Plaza; In San Francisco: Western Merchandise 
Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 


*Approximate retail prices 

subject to Federal Excise Tax. SESSIONS “PIERRE —The cute 
chef kitchen clock that the ladies just 
can't resist! White plastic case with 
polished chrome bezel. 1034" high. 
Retails $4.95* 
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FANS 








Window and hassock types 
lead in popularity as poor 
sales weather pushes fan 
volume down. Output in 
1952 may be cut back 50 
to 58 percent 


EATHERWISE, tie _ year 

1951 provided some very un- 

usual fan selling conditions. 
l'avorable fan weather was experti- 
enced in both the southern half of 
the country and on the Pacific Coast, 
but the case was exactly the opposite 
in the remainder of the country. As 
one manufacturer put it, commenting 
on the season, 

“The 1951 fan season was the 
worst since 1903 as far as weather 
was concerned. Some portions of the 
South had good fan selling weather, 
but generally, the larger markets such 
as New York, Chicago, Philadelphia, 
Boston, Detroit and Pittsburgh had 
no fan weather at all.” 

Although hot weather arrived later 
than normal south of the Mason and 
Dixon line, it resulted in good vol- 
ume, and inventories at the distributor 
and dealer levels are small in this area. 

The low sales volume in the north- 
ern half of the country, however, left 
heavy inventories in the hands of dis- 
tributors and retailers for the second 
consecutive year, as 1950 was also a 
poor year in the North from the stand- 
point of weather. 


Window Fans 


Vhe most significant development 
in the fan industry during 1951 was 
the rapid growth of window fan 
sales in all types and sizes. The im- 
portant market was in the larger sizes 





























(from 16-in. to 30-in.) although the 
smaller, portable types (12-in. and 
16-in.) sold in good volume too, as 
the trend toward the exhaust type of 
ventilation increased. 

These fans are easy to instal] in 
apartments or small homes. They are 
equally suitable for bedroom, laund 
or kitchen windows. Installed in the 
kitchen, for instance, they not only 
cool the kitchen, but they can cool 
the entire house. Many models have 
two speeds and at low speed they are 
so quiet they can be installed in a 
bedroom window near a bed without 
causing disturbance to sleep. 

While the larger sizes are said to 
be primarily designed for night cool- 
ing, they are also reversible, so that 
they can be used to blow air through 
the rooms during the daytime, and 
at a flip of the switch they become 





1,239,400 
1946 , 
“= - $13,680,000 





POST WAR FAN SALES RECORD (Desk and Bracket) 
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000 
$ 41,162,590 
2,450,000 
$ 42,262,500 
276,000 
51,356,000 
3,470,000 
$60,725,000 
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night-coolers, drawing hot air out of 
the house. 

Various manufacturers report dif- 
ferent sizes as sales leaders. In the 
south the large 30 in. fan is reported 
as gaining popularity. This large size 
is not necessary for northern climes, 
however, and it is too large for the av- 
erage window in most northern homes. 
In the North the 18-in. size and the 
20 in. size are popular with several 
companies. One company says port- 
able window models in the 12 and 
16 in. size were his best sellers. 

Another manufacturer estimates 
that about 40 percent of the industry 
window fan sales were in the 16 in. 
size; 40 percent in the 20 in. size, 
with an additional 10 percent in fans 
less than 16 in., and 10 per cent in 
24 in. and larger fan sizes. 


Hassock Fans 


While the overall industry sales of 
hassock fans for the year are slightly 
under 1950, most manufacturers re- 
port a noticeable trend toward in- 
creased public acceptance for this type 
of fan. Said one manufacturer: “The 
floor model air circulator or hassock 
fan lead our sales. It is our opinion 
that they are growing in acceptance 
as the public becomes educated to 
their advantages, and are rapidly re- 
placing the desk-type fans.” Another 
manufacturer comments: “The greatly 
increased public acceptance of has- 
sock fans seems to be at the expense 
of the smaller (8 in. and 10 in.) 
desk-type fans.” 


Kitchen Ventilators 


Built-in kitchen ventilating fans 
continued their upward swing in 1951. 
Estimates received from several manu- 
facturers indicate that about 300,000 


units were sold for installation in 
kitchens, bathrooms, laundries and 
playrooms. Of these, about 75 pet 
cent, or 225,000 units were 8 in 
models. The balance, 25,000 units 
were 10 in. models. 


Attic Fans 


Total attic fan sales for the indus 
try dropped 5.3 percent below 1950 
Some manufacturers, however, a, om 
that attic fans represent their best 
volume, with business up 20 to 25 
percent over the previous year. 

Vertical type attic fans are reported 
as the favored type, selling at a ratio 
of 3-to-l over horizonal types. Rea- 
sons given for this preference were 
(1) They are simpler to install, (2) 
they cost less, (3) they do a more 
efficient job. 

The packaged 34 in. and the 36 m 
sizes, for houses with up-to-7-rooms 
lead in sales volume. 

New homes account for the largest 
volume, although some companies also 
report good business turnover in old 
homes. 

Cost of installation retards sales 
to existing residences. In a new home, 
the cost is much less, because installa 
tion can be planned into the original 
construction work, whereas in old 
homes carpentry work has to 
figured in. 

Manufacturers do not enter into 
the installation phase of an attic fan 
transaction, but they admit that it is 
the biggest problem in the attic fan 
industry, because it is difficult to get 
satisfactory retail vutlets to handle the 
sale and installation as a complete 
package job. Where the attic fan re- 
tailer does not have ,an installation 
specialist on his staff, he usually rec- 

(Continued on page 136) 
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home cleaning system ever invented 
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FILTER QUEEN demonstration means a sale 8 times out of ten! 


FILTER QUEEN has approximately twice the profit of the average 
vacuum cleaner. 


FILTER QUEEN dealer policy is highly selective. Only top level 


aggressive dealers may enjoy the protection of FILTER QUEEN 
franchises. 





ATTENTION Winter Market Visitors! 


Only 5 minutes from the Furniture and Merchandise Marts... 
See the most unusual demonstration ... Hear the hottest deal... 
get the facts on the most profitable appliance franchise in the 
industry. Phone for appointment. 











. FILTER QUEEN cannot be duplicated. It is protected by patents that 
| DEMOTHS have been tried and proved in the United States Courts. There is 
oe nothing like Filter Queen. Not even a good imitation! 


FILTER QUEEN is the ONLY home-cleaning system that positively 
has no kind of bag. . . paper or cloth. . . inside or outside! A selling 
feature that instantly interests women. 


DA ry, 
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That Identifies 
Your Store With 
Top Quality 
Merchandise 


| 
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HIGHLY PROFITABLE, SELECTIVE AND SENSIBLE FRANCHISE. 


HEALTH-MOR, INCORPORATED 
203 N. Wabash Ave., Chicagol, Ill. - Phone ANdover 3-6500 
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WHAT EVERY SERVICEMAN SHOULD KNOW ABOUT ELECTRIC RANGE UNITS 


CHROMALOX | 
SUPREME “D=umild-cn 1” 
, RANGE 
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OUTER HEAT COIL for uniform, economical 
cooking in large frying pans and utensils. 


INNER HOT-SPOT saves up to 45% of the 
@lectricity used in small pans and percolators. 




















* Alert Dealers Profit with Chromalox Units 


BECAUSE: You fill service calls in minimum time with maximum satisfaction 
with Chromalox Units for repl ts or pl range-top 
modernizations. Chromalox Adaptor Rings insure perfect ft in 
any range opening regardless of age, make or model. 









{ 
i] Smart Homemakers Prefer Chromalox Units 
BECAUSE: Chromalox “2-Units-in-1" design give the Right Heot for every 
cooking need; the Right Area for every utensil! Too, Chromalox 
Units give economical cooking, cooler cooking, easiest deaning— 
last longer! 
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Get the Facts 


FOR NEW OR OLD RANGES, PROFITS COME FASTER » bes 9 





Supreme Range Unita 


EDWIN L. WIEGAND CO.,7525 THOMAS BLVD., PITTSBURGH 8, PA. 
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ommends one or two people in the 
community who will do a competent 
job. But bringing another agency into 
the transaction tends to increase the 
overall cost. 

These installation costs vary with 
the amount of wiring and carpentry 
required. On existing residences, car- 
pentry is estimated to average from 
075 to $150. Wiring averages about 
$35. In new homes the cost is limited 
to wiring only, which averages around 
$20 extra. There is no extra cost 
for carpentry. 


Desk And Bracket Fans 


Unit sales of desk and bracket fans 
totalled 2,225,000 in 1951. This is 
only 9.18 percent under 1950 volume. 
Compared to the past few years, when 
desk and bracket fan sales declined 
as much as 49 percent in a year, this 
tapering off may prove significant. It 
would seem to indicate a levelling off 
to a more normal yearly volume around 
2-million a year, which compares with 
pre-war yearly averages of 1,900,000 
units. 

Larger sizes were reported more 
popular by several manufacturers. 
The 12-in. and the 16-in. oscillating 
fans enjoyed greatest volume. 


Fan Production 


Because the fan production year 
starts in September and gradually in- 
creases to its peak in March, in antici- 
pation of the four retail fan selling 
months—Mav _ through August—there 
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was little or no trouble with shortages 
of raw materials for 1951 business. A 
few substitutions of steel for alumi- 
num on blade assemblies were made 
after the first of the year. One manu- 
facturer reports replacing chromed 
parts with painted parts. Others 
tightened their lines and dropped slow 
sellers. 


Outlets 


Electric appliance distributors, elec 
tric supply distributors and hardware 
wholesalers were named by most com 
panies as the best outlets, although 
some companies also listed depart- 
ment stores and installment houses 
as growing mediums. 


1952 Forecast 


A 50 to 58 percent cutback in pro 
duction is predicted. However, the 
concensus is that there will be an 
adequate supply for an average hot sea- 
son. Doubt is expressed concerning 
the availability of the large variety of 
fans now on the market. If good 
weather prevails in the major markets, 
shortages in popular types may de 
velop. Most manufacturers say there 
will be few if any new models, except 
for modifications or improvements of 
units now in production, and a large 
majority are shortening their lines. 

Opinion varies concerning price 
Some say with prices frozen they will 
remain constant. Others say there 


are applications in to OPS for in- 
End 


creases On many lines. 
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“IT’S AS GOOD AS NEW—USED VERY LITTLE, BY AN ELDERLY LADY WITH WEAK EYES.” 
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¢ O ga” you may stay away from 
Ci the Art Institute... 
L you may pass up the 


Planetarium, or even 
the night clubs 


ee Whatever you do, don’t 
miss the money- 
making excifement at 


the L2H space! 17/p 42-43 
American Furniture Mart 


OLDEST 
AMERICAN 
RANGE 
MANUFACTURER 
UNDER 
CONTINUOUS 
OWNERSHIP 
EST. 1875 


ELECTRIC RANGES © WATER HEATERS © REFRIGERATORS © HOME FREEZERS 


MILWAUKEE 15, WISCONSIN 
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HERE’S JUST A ~ 
PART OF THE 
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you can't name another major appliance’ 
you can sell to more types of prospects 


than a FEDDERS 
ROOM AIR CONDITIONER 


RANKLY, we think our $100 is safe. Fedders offers 

room air conditioning in such compact, easy-to-use form 
that practically everybody is a prospect! That’s why in 
just four years this new comfort appliance has mushroomed 
in volume until it produced more dollars in sales for alert 
appliance dealers than some appliances that have been on 
the market for over twenty years. 

Look at the statistics on page 67 of this magazine 
and you’ll see for yourself that room air conditioners 
achieved higher volume than many of the lines you 
are now carrying. 

Fedders is the greatest name in room air condi- 
tioners. This isn’t so surprising when you realize 
that Fedders backs its dealers with the finest prod- 


uct and the biggest ad and promotion campaigns in room air 
conditioner history ... Life, Saturday Evening Post, Better 
Homes & Gardens, American Home and twelve other great 
magazines; plus television and radio in major markets across 
the country to give you the support you need to sell Fedders 
in volume at a profit. 

Look around your own sales floor and count the number 
of appliances you carry that are less profitable. Start this 
year and get your share of the profits from the biggest new 
major appliance since TV! Mail the coupon or phone your 
Fedders Distributor now! 


*as defined by Ei ical Merchandisi 





in a letter in our fles. 


MAIL THIS COUPON TODAY! 


Fedders-Quigan Corporation, Refrigeration Appliances Division 
Department EM-1, Buffalo 7, New York 


Gentlemen: Please rush me complete information on how I can make 
extra profit selling the 1952 line of Fedders Room Air Conditioners. 


Name 





Address___ 


Company. 





County 
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S tromberg-Carlson THIRTY YEARS is a long, 


long time in radio. Only three other 





radio-TV set manufacturers who 
Cé lebrate 4) produced in 1922 are in the industry 
today. No one has more experience in 
producing quality instruments than 
Stromberg-Carlson. 


sy EF ” In 1922, Stromberg-Carlson already 
had 28 successful years of experience 
JS y x amy in the telephone business. 
This background of telephone 


know-how has been invaluable, 
enabling Stromberg-Carlson, right 


from the start, to do things just a little 
4 ; bit better . . . to keep several strides 
. in front . . . to be the quality leader. 
Vl In 30 years Stromberg-Carlson has 


pioneered many important firsts — 
developments that are fundamental 
and to the radio and television we 
know today. But what we are most 
proud of is this: Over the years 


: Stromberg-Carlson has consistently 
created instruments of such 
dependability and beauty that today 


millions agree, “There is nothing finer 
than a Stromberg-Carlson.” 












































“There ts nothing finer than a 
STROMBERG-CARLSON: ° 


Stromberg-Carlson Company, Rochester 3, N. Y.— in Canada, Stromberg-Carlson Co., Ltd., reall t 
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ROASTERS 





Roasters close the year with inventories down to 
minimum; unit sales for year show 10 percent gain 


HE ‘hot” in 

It was one of the few electric 
housewares wherc demand exceeded 
supply, and the year closed with in- 
ventories down to a minimum. 

A total of 442,000 units were sold 
in 1951. This is 10.5 percent better 
than the 400,000 sold in 1950, al- 
though it is 34.5 percent under the 
1948 record. The $18,541,900 dollar 
volume is 19 percent ahead of 1950, 
ind is second only to 1948, when the 
roaster industry ran over $25-million. 

Like other electric housewares 
makers, roaster manufacturers stepped 
up production early in the year to 
meet accelerated retail demand. Ac- 
cording to NEMA reports, a record 
in monthly sales was established in the 
usually off-peak months of February 
(51,119 units) and March (55,148 
units). This was about 25 percent of 
the entire year’s total. The manufac- 
turers’ curve in normal years 
runs just the opposite. A little over 
one-third of the volume is done in the 
last three months of the vear. (See 
charts of retail versus manufacturers’ 
sales elsewhere in this issue.) Retail 
sales absorb one-third or better of the 
normal year’s output in the last two 
months, when preparation for Thanks 
giving and Christmas entertaining 
stimulates roaster buying 


roaster was 1951. 


sales 


Inventories 


Roaster inventories at the end of 
1951 are reported to be lower than 
they have ever been in normal years. 
Only from a few areas come reports 
that retailers are carrying more than 
average stocks. One manufacturer says 
he has been back-ordering roasters 
since last October, although produc- 
tion has been kept at full capacity. 


Probably some of the short supply 
stems from the fact that one company 
dropped roasters from its lines tempo- 
rarily because of materials shortages, 
and another discontinued when it 
changed hands. 

Modern roasters are sold in two 
sizes. Standard models hold 18 quarts 
and retail for about $39. Deluxe 
models hold 20 quarts and retail for 
$49. About 80 percent of all roasters 
sold in 1951 were in the 18 quart 
size. 

Although the average retail price of 
a roaster is quoted at $41.95 for 1951, 
the average roaster sale adds up to a 
much higher total when you figure 
that about 50 percent of all roasters 
sold included a base cabinet. These 
cabinets retail for $18 to $20 each. 
Approximately 40 percent of all 
roasters sold included a broiler-griddle 
attachment. The average retail price 
for a broiler attachment is $10. An- 
other 25 percent of the sales included 
1 timer clock. This adds another $10 
to the sale. It is easy to see from the 
tbove that a roaster sale easily can 
mount up to over $80. 


The Market 


In spite of the fact that roasters 
have been on the market for the past 
15 years, only 8.4 percent of the wired 
homes in the country, or 3,442,700 
homes, own one. This leaves 37,524,- 
300 homes still without a roaster. 

Before the war utilities promoted 
roasters vigorously. It was hoped that 
once their power facilities had been re 
stored, they would take up roaster pro 
motions where they left off. This 
hope did not materialize in 1951. 

The roaster is still an outstanding 
load builder. It consumes an average 








POST WAR ROASTER SALES RECORD 


Ts: 


442 ,000 


$ 25,312,500 


GEE Units Sold 
MMB Retail Value 
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(Jon. 1952) 
ia Ul 00 
37,524,300 


of 210 kw.-his. a year, according to 
EEI estimates. It provides utinties 
with an ideal tool for combating LP 
gas competition. It is a well-insulated, 
all-purpose cooking device that brings 
the advantages of electric cookery— 
baking, roasting, broiling and grilling 
—to homes where 220-volt wiring has 
not yet been installed. Electric range 
owners also find it a welcome auxiliary 
cooking device when the range is 
taxed to capacity. It is especially sat- 
isfactory for roasting poultry, and it 
does an equally fine job on cheap 
meat cuts. It turns out top quality 
pies and cakes; and it can’t be beaten 
for serving hot buffet meals. Using 
the vegetable and meat utensils sup- 
plied with every roaster, it is possible 
to prepare a complete meal in a 
roaster at one time. 

Farm families find many uses for 
the roaster, including canning and 
blanching for freezer storage. 

As the armed forces build up their 
ranks, families are again on the move, 


400,000 
$38.95 
$15,580,000 


(Jan. 1951) 
000 
000 


and the roaster has once more become 
the favorite all-purpose portable cook- 
ing device it was during the last war. 


Replacements 


It is estimated that about 25 per- 
cent of the roasters sold in 1951 went 
toward replacements. Roaster sales 
were first reported in 1935, 16 years 
ago, when 100,000 had been sold. In 
the prewar years 1935-1942 inclusive, 
a total of 1,710,000 were sold. These 
are now ten years old and over, and 
they are in line for replacement, not 
because they have worn out, but be- 
cause they have become obsolete. 
Roaster styles have changed—capaci- 
ties are bigger, new models have more 
accurate heat controls and better in- 
sulation. Look-in lids and many other 
features have been added. 


Promotions 


Promotions started by manufac- 
turers in 1950 were continued in 1951. 
(Continued on next page) 
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counter, back-splash, 
edge-trim in one, 
MOLDED piece of 
G-E TEXTOLITE* 
plastics surfacing 





eeeto help you sell complete kitchens. 


Monotop is the biggest news in kitchen 
equipment in years! It’s a streamlined, 
supersanitary beauty for the kitchen—from 
back-splash to curved front edge—in one 
molded piece of G-E Textolite plastics 
surfacing. Monotop is easier to install, 

too, because there’s no fitting of pieces, 
no metal trim needed. An interesting new 


Y 
oe CAR fue gre confi CHE U7? 


Monotop display kitchen in your store 

will not only help sell profitable counter 
installations, but appliances as well— 

even an entire kitchen. For full 
information on Monotop, and the full line 
of G-E Textolite plastics surfacing, write 
to General Electric Company, Section R-1, 
Chemical Division, Pittsfield, Mass. 


Reg U.S. Pat. OF. 


GENERAL @@ ELECTRIC 
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“WHERE’LL | ATTACH MY 
ELECTRIC BLANKET, SARGE?”’ 


' Roasters 


eee CONTINUED FROM PAGE 14] 


They included national advertising 
and demonstration, free trial offers 
and tie-in offers of cutlery, pantry- 
ware, and other related equipment. 

Only one utility, the Pennsylvania 
Electric Co. of Erie, Pa., is reported 
as doing an outstanding roaster pro- 
motion job in 1951. In cooperation 
with its dealers in 24 counties in 
Western Pennsylvania, the Penn Elec- 
tric Co., moved 700 roasters in a six 
weeks period. Advertisements, radio 
and TV spot announcements, window 
display cards were all used to promote 
this campaign. Bonuses and _ prizes 
were awarded salesmen with highest 
number sold. 


Prices 


The roaster did not escape the 
price-cutting so prevalent among elec- 
tric housewares in 1951. Roaster 
price cutting was not confined to the 
eastern markets. Early in the spring, 
and at various intervals thereafter 
throughout the year, roaster prices 
were cut as low as $28 and $29 in 
Omaha, Kansas City and in Milwau- 
kee, to mention a few of the midwest 
cities where there was a rush of roaster 
price cutting. End 





Fine Weather for Fans 


Nobody knows yet what the weather is 
going to be like this summer, except that it’s 
sure to have some hot days. And people 
are going to buy fans and air conditioners 
to help beat the heat. 

But that doesn’t happen until June, July 
and August. 

So, what do good dealers do? They start 
planning their fan selling in February and 
March. They even start placing orders. 

To help those dealers with their planning 
the February issue of ELECTRICAL MER- 
CHANDISING will carry articles on success- 
ful ways to merchandise air conditioners and 
all kinds of fans, from desk to attic. 
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MIMAR 
DYNAFANS 
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1952 


All Dynafans are designed for use anywhere from cellar-to-attic. They produce 
perfect ventilation wherever needed, whenever needed because they’re wonderfully 
versatile and thoroughly portable. 


Dynafans do everything window fans do—and do it better because of their high 
velocity air displacement. They require no installation whatever. Beauty of window, 
curtain or drapery arrangements is in no way marred. 


All Dynafan housings can be reversed for intake of fresh air or exhaust of stale air. 


All Dynafans provide draft-free ventilation at any height when tilted upward. 
Sturdy construction and weighted base — plus the balanced, aerodynamic “Dyna- 
blade”’ practically eliminate vibration. All Dynafans carry a 5-year guarantee. 


AIR VOLUME PRODUCED BY MIMAR DYNAFANS MEET MOST EVERY NEED 
Dynafan 525....3850 cubic feet per minute 
Dynafan P-525..3850 cubic feet per minute 


Dynafan 425....2950 cubic feet per minute 
Dynafan 325....2500 cubic feet per minute 


MIMAR PRODUCTS, INC., BROOKLYN 5, NEW YORK 
Branches: Ei Monte, California « Chicago, Iilinois 
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MIXERS 














tion as 1952 problem 


IXERS, like many other elec 
Mee housewares, were still rid 

ing the crest of the buying 
wave brought on by Korea at the be- 
ginning of 1951. In spite of the high 
rate of production maintained in the 
last half of 1950, retailers’ stocks were 
short and manufacturers were back on 
illocations. A study made by Exec- 
rRicAt. MERCHANDISING of manufac- 
turers’ sales versus retail buying in 
1950, and reported on page 88 of this 
ssuc, reveals that while 40 percent of 
the total volume for 1950 was shipped 
in August, September and October, 
consumers absorbed almost the same 
imount in the last two months, (No- 
vember, 9.18 percent, and December, 
29.27 percent) 

As we entered 1951, concern was 
evidenced on all sides as drastic cut- 
backs in production of civilian goods 
ind material shortages were threat- 
ened by Washington. To forestall 
these shortages, most factories main- 
tained a full rate of civilian produc- 
tion. Distributors and dealers got on 
’ the bandwagon and bought heavily. 
Many orders were pre-dated to antici 
pate an entire year’s needs. The re 
sult was, manufacturers sold another 
1,600,000 units in 1951. This is only 
6 percent less than the peak year of 
1950, and is better than the average 
yearly volume of 1,468,000 sold for the 
; previous five postwar years, 1946 
through 1950. Because the average 

















































































































the volume in dollars ($68,000,000) 
reached a new record 

Consumer buying kept pace with ac 
celerated production for the first quar 
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Total mixer sales drop in units, gain in dollars in 
1951. Sales loom more important than produc- 


retail price was up about 10 pement * 


POST WAR MIXER SALES RECORD 


ter. But while manufacturers’ volume 
increased each month, reaching its 
peak in April, according to NEMA 
reports, consumer buying began to 
slide late in March. Except for bargain 
buying stimulated by pricé-wars it 
never again turned upward until early 
November. Increased living expenses 
and higher taxes cut buying power 
News headlines concerning OPS ceil- 
ing rollbacks also contributed to the 
public buying slow-up. Distributors’ 
pipelines became choked and dealers 
shelves were loaded almost overnight. 

As the defense program slowed to 
a “guns and butter” operation, mixet 
manufacturers were not too cramped 
by materials shortages. There was 
some sharp trading for scarce materials 
in the early months, but there were 
longer periods when plenty was avail- 
able for all, and there was little need 
for substitutions. 


Prices 


Early in the year confusion and 
hardships were experienced at the 
dealer level when the OPS-7 price roll- 
back to January 29 established retail 
prices. About this time shipments 
were beginning to arrive in dealers’ 
stores billed at manufacturers’ new 
increased rates, which were announced 
late in 1950. Dealers were caught in 
the squeeze, because the increases 
could no longer be passed on to the 
consumer. As a result, many dealers 
found themselves in critical financial 
circumstances. 

The year 1951 also brought into the 
open the price-cutting practice which 
has been growing in the past few years, 


as 


1,600,000 


1,500,000 


$ 47 26° GP Retail Value 




















TWO YEARS STATISTICAL SUMMARY 
RS 
1951 1950 
a eee 8. rere 1,700,000 
Me tan cee’ verage Retail Price.......... $39. 
$68,000,000 ......... Retail Value......... $67,150,000 
(Jan. 1952) (Jan. 1951) 
iP LF eee Homes Owning......... 10, 
mp, 535,300 2.200%. vs Homes Without...... .. 28,737,500 
am" OP EES MRED Rt EES, 





especially in metropolitan areas. Dis- 
count houses and dealers alike had 
been indulging in under-the-counter 
price-cutting on Fair-Traded items. 

When the Supreme Court invali- 
dated the Miller-Tydings Fair Trade 
Act last June, price-cutting flared into 
the open. The removal of Fair Trade 
set off a series of price-wars in the East 
EM, July, 1951) in which the mixer 
figured prominently. Well-known 
brands were sold in large quantities for 
as much as 43 percent below estab- 
lished Fair Trade prices. 

On the good side of the ledger, this 
price-war temporarily stimulated sales 
for some name brands, and it absorbed 
a large portion of accumulated-stock. 
It also put a mixer into: theakitchens 
of many hemes’ that may never have 
been able. to afford one’at the Fair 
I'rade price: On the other hand, it 
watered considerably the retail dollar 
volume for the year, and it had a bad 
psychological effect on consumers, 
destroying public confidence in the 
entire price structure of appliances. 

In the past six postwar years food 
mixers have enjoyed increasing con- 


JANUARY, 









sumer acceptance. Satisfied users have 
played an important part in the added 
interest. A recent study of new own- 
ers made by one mixer manufacturer 
revealed that nearly half the new own 
ers bought their mixer because they 
had seen it in operation in a friend’s 
home. 

Although approximately 9-million 
mixers were sold in the past six years, 
there are still almost three-quarters 
(72.1%) of the 40,967,000 wired 
homes in the country or 29,535,500 
that do not own a food mixer. 


Attachments 


Practical, workable attachments 
have gained in popularity in the past 
year... In order of their popularity, at 
tachments favored by users are the 
food chopper and meat grinder, juicer, 
vegetable slicer and grater, according 
to a recent consumer study. Manufac- 
turers who make other attachments 
report that the ice cream freezer, col- 
ander, can opener, knife sharpener, 
and buffer are also gaining in favor. 

Portable mixers sold in_ greater 
(Continued on page 148) 
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INITIAL SHOWING 
FURNITURE MART 
ROOM 542B, CHICAGO 
JANUARY 7 TO 18 


you CAN BE SURE...1F ITs Westinghouse 
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Yow’re aiming at a big, exclusive 


\h market when you... 


concentrate on 


OU only need one washer to knock down a big, big 
percentage of washer prospects—the new Model 516 
Automatic-Featured Easy Spindrier! 


This great new Easy has what it takes to put on the best 
“floor show” in the washer business: Exclusive Spiralator 
Washing Action. 3-minute Automatic Spin-rinse. Famous 
Spin-drying that gets clothes 25% drier than a wringer. 
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the LASY TARGET! 


Handy soap-saving, time-saving Swing Faucets. New High the great new 


Speed Dual Control Drain Pump. All-new Built-in Filter. Automatic -Featured 


Easy doesn’t try to load you up with a lot of “also-ran”, 
slow-moving merchandise just to prove we have a “line”. 
With the popular new 516, plus full-margin promotional 
models when and as you need them, you’re in business at 


a real profit month-in, month-out! 


WITH 3-MINUTE 


EASY WASHING MACHINE CORP., SYRACUSE 1, N.Y. AUTOMATIC SPIN-RINSE 
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| Mixers 
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volume in 1951 than ever before. As 
a secondary appliance for light, at- 
the-range chores, and for kitchenettes 
where storage space is a problem, the 
portable mixer has made a place for 
itself. At the other extreme in mixer 
sizes, an increasing demand for 4- 


and 5-quart mixers, particularly for 
T . L| E large family and farm use, is also 
reported. 


New Products 


\ »” I'wo manufacturers of electric 
ie , housewares (Westinghouse and Man- 


ning Bowman) added mixers to their 
line early in 1951; one company 


The Profits Are There With f (KitchenAid) announced refinements 


in design. Pyrex bowls, and better 


controls for mixing operations at vari 
» ‘ ous speeds were their outstanding 
/ 4 features. 


t*. The ~ Successor ta the “Fan” a eat Outlets 


REG. NO, 395746 


| I'he greatest portion of the mixer 
Go along with Kisco and roll up Big Profits in’52. Kisco continues | in business is done through electrical 
to set the pace in Style, Quality and Value! Kisco’s Selling a specialty dealers. Department stores 
Helps, Advertising and Merchandising Plans will work 4 , 
for you, and Kisco will “Deliver the Goods” 

to back it up! 





An appliance dealer can either 
row the boat or rock it—but he 
can’t do both! 








come second, and hardware retailers 
third. In the past few years credit 
jewelry stores have enjoyed an increas- 
ing mixer volume. ‘They reach an 
otherwise untouched market, because 
their clientele are people who do not 
have the ready cash to buy in a de- 
partment store or to avail themselves 
of discounts or other price-cutting 
measures. In addition to the time- 
payment feature, the credit jewelry 
store is usually centrally located, it 
specializes in beautifully displayed 
merchandise in the windows and on 
the sales floor. All this facilitates 
mixer sales, especially to the gift- 
buyer. 








Outlook for 1952 
Few people are willing to make pre 
dictions for 1952, beyond the fact that 
there will be little or no new models 
introduced, and the fact that in the 
t : scramble for the consumer dollar pro- 
\ . ; \ . motional and selling activities will be 


— 1 R ; : accelerated. 
ATIL-Al 
: End 
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SERVUS TABLE 


KIs¢cOoO Kisco All-Steel Quality neither did Bullock’s of Los Angeles until 

yeaa Construction gives you : the store used Grandma as a gimmick in 
@ Show aWhale of a Selling Ad- : ; : 

CHICAGO Sea sccianat ete i promoting 12 electric housewares and five 


January 17-24 Values are Unmatched 5 major appliances—and increased sales six 
Booth 384 Anywhere! times over normal. 


| See the 1 “Grandma Never had It So Good,” and 


Watch for Howard Emerson's story in the 


.. | QURIRTI” | Se | 


ELECTRICAL MERCHANDISING 
2400-40 DEKALB STREET, ST. LOUIS 4, MO. 
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Wm MAGNESIUM RODS 


mean Bigger Water Heater Sales for You! 







Reason I 


Magnesium rods add 
years of life to your 








Reason 2 


Magnesium rods are 























. 


This cored magnesium rod developed by The Dow 
Chemical Company is the simple—the economical 
answer to destructive corrosion in domestic water 
heaters. When properly installed in the water 
heater storage tank, the expendable rod absorbs 
the brunt of the corrosive attack instead of the tank. 
It guards against rust and leaks in tanks due to 
corrosion—gives cleaner, purer water. Standard 
galvanized tanks are practically free from corro- 
sion after years of service. 


With the simple, inexpensive protection, the 
customer can also take full advantage of the 
finer features in premium quality automatic 
water heaters with the assurance of longer tank 
life. That’s why foremost manufacturers are 


Magnesium rods offer 
inexpensive insurance 
against premature water 
heater failure due 
to corrosion. 


your protection against 
leaky tanks due to 
corrosion 


Here’s a wonderful opportunity for 


you to offer your customers more for their money. And you know 
that means more satisfied customers —bigger sales for you. 


equipping their water heaters with magnesium 
rods. Better contact your manufacturer today. 


THE DOW CHEMICAL COMPANY 
Magnesium Department ¢ Midland, Michigan 


. Louis « Houston ¢ San Francisco « Los Anj 


New York « Boston ¢ Philadelphia + Atlanta « Cleveland + Detroit « Chicago 
St igeles + Seattle 
Dow Chemical of Canada, Limited, Toronto, Canada 
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Biggest selling appliance shows drop at makers’ 
level, but little or none in retail sales. Shortages 
may slow early 1952 output, but year’s production 
promises to equal 1951 


ESPITE a decline from the 1950 

D unit volume of 8,300,000 to 7,- 

650,000 in 1951, electric clocks 

still sold in greater numbers than any 
other single electric appliance. 

A 15 cent increase in the average 
retail price, from $6.75 to $6.95, gave 
1951 sales a retail value of $53,- 
167,500, a slightly less than $3-million 
decline from 1950’s $56,025,000, but 
still indicative of good business. 

It is quite possible that our 7,- 
650,000 sales figure is too conserva- 
tive, because it does not take into 
consideration the dealer stocks left 
over from 1950. One manufacturer, 
in fact, estimates that actual dealer 
sales during 1951 were fully as great 
as in 1950. Wholesalers, he says, had 
about three quarters of a million units 
in stock at the end of 1950 which 
passed into dealer hands sometime 
during 1951. 

This same manufacturer estimates 
that approximately 20,000 appliance 
dealers sell eleccric clocks. The aver- 
age annual sale for all types of out- 
lets, he says, is in the neighborhood 
of 100 units per retailer. That would 
mean that appliance dealers alone sold 
2,000,000 clocks in 1951, which, at 
an average price of $6.95, would mean 
a dollar volume of $13,900,000, an 
average gross of $695 per dealer and 
an average gross profit per dealer of 
$278. (The average dealer discount 
on clocks is 40 percent.) This $278, 
of course, is practically all clear profit, 
because little or no selling effort or 
promotions are required. 


Assuming that the manufacturer’s 
figure of 20,000 appliance dealers 
handling clocks is correct, and that 
these dealers accounted for 2,000,000 
sales in 1951, the appliance dealers 
share of the clock business is 26.1 
percent. Closest competitor to the 
appliance retailer as the largest volume 
source of clocks is the department 
store. Hardware, jewelry and drug 
stores each do an approximately equal 
share of the business, but none equal 
appliance or department store volume. 


The remainder of the annual clock out- 


put is sold through furniture, auto 
accessory, chain and other miscellane- 
ous stores and through utilities. 


Breakdown by Types 


The sales figures given above do not 
include a new and tremendous source 
of clock sales—the clock radio. The 
best available estimate is that ap- 
proximately one million units were 
sold in ’51. In the past two years 
literally dozens of radio manufac- 
turers have jumped into the manu- 
facture of the appliance and the result- 
ing intensification and diffusion of pro- 
motion and advertising bids fair to 
send total sales even higher in 1952. 

he clocks contained in clock radios 
do not, of course appear in the sales 
figures given above nor are they com- 
puted in the breakdown of sales by 
types. Electric alarm clocks comprise 
39 percent of sales; kitchen and other 
wall clocks account for 34 percent of 
sales and the remaining 27 percent is 
made up of occasional, mantel and 








POST WAR CLOCK SALES RECORD 
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7,650,000 


$ 56,025,000 
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other types. No figures have been 
made available on those domestic 
timer clocks designed as individual, 
attractively cased units which turn 
appliances off and on at any given 
time. But these clocks have received 
little promotion and sales have not 
been significant. 

The low average price of electric 
clocks does not, peculiarly enough, 
eliminate the importance of income 
groups in market analysis. For, 
despite the fact that electric clocks 
are in approximately 78 percent of 
the country’s wired homes, many 
potential purchasers regard them as 
luxury items and it often turns out 
that a home will own an automatic 
washer or refrigerator, which may be 
considered necessities, but be without 
an electric clock. Those homes which 
do own electric clocks, however, own 
an average of 1.6 clocks per home. 
It is safe to assume that in 1951, as 
in 1950, that 97 percent of U.S. 
households own some kind of a clock, 
either electric or spring wound, but in 
city markets there is a higher propor- 
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tion of electric models than in farm 
and rural areas. 


Sales by Months 


Every dealer who sells clocks knows 
that December is the best month (in 
1950, December sales comprised 17.44 
percent of the annual total), and 
November is second best (9.69 in 
1950), but it is not such common 
knowledge that January (in 1950, at 
least) is the third best month, account- 
ing for 8.94 percent of the year’s sales. 
March and October are also good sales 
months, but the flow hits bottom 
in July (6.29 percent) and sets no 
records in April, May, June and 
August. Manufacturers’ sales, on the 
other hand, hit their peak in 
September (15.58 percent), do very 
well in August (12.55), October 
(13.14) and November (10.75), and 
limp along through the rest of the 
year with percentages in the fives and 
sixes through January to May and 
dip as low as 3.99 in June. 

The application of electric clocks 

(Continued on page 154) 
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Get Out! Qui! Out! and you'll make money 








HOW FAR ARE YOU WILLING TO GO 
TO MAKE REAL MONEY NOW? 


| oe won’t buy television sets 
right now? What people? Theones 
that came in and bought them off 
the floor without a demonstration? 
People that lived where most any re- 
ceiver would do so that even though 
you sold plenty of them you still got 
alot of hard competition? Those were 
great days to be selling any T'V line. 

And the great days and big profits 
are coming back again for Sylvania 
dealers. We know that it will be 
sooner than you think with Sylvania. 


But why wait a minute? Right now 
there are rich profits to be made, as 
large as there ever were in the busi- 
ness, if you sell the tremendous new 
market that is wide open in the 
“fringe area.” — 

The Sylvania line is the one line 
that guarantees you can offer clear 
“fringe area’ reception. These people 
haven’t bought, or aren’t satisfied, 
but they want TV. What a sales 
opportunity ! 





Read what an Allentown, Pa. 
woman said: 


“I just had to write and tell 
you how pleased we are with 
, our 1951, 17-inch Sylvania. 
: ‘Living in a ‘fringe area’ we 
. hesitated buying a set until 
something could be done about 
eliminating this trouble, but with the possi- 
bility of not being able to buy a set until 
after the crisis—we plunged and am I happy 
we did. 

*‘We are envied by our neighbors for our 
excellent reception. Our neighbors represent 
10 to 15 different television companies and 
it is necessary for them to use boosters, in 
order for them to get some likeness of a pic- 
ture on Channel 10. Our Sylvania without a 
booster brings Channel 10 in so sharp. One 


Write. Wire or Phone TODAY / 
CASH iN ON THIS MARKET 
Get Out and Get it in / 


gets Channels 3 and 6 so sharp and clear one 
imagines they are sitting in a movie theatre. 

*“‘My neighbor informed me today he was 
going to turn his set in for a Sylvania...” 


And we get letters like this 
from every “fringe area’”’ 


Get OUT Now. Hit that “‘canvas’’ and come 
back like a champion. Those people are just 
waiting to be shown. One set on a street will 
sell a neighborhood. Get out where there’s 
no real competition for Sylvania. You'll 
make yourself some real money and you'll 
make yourself some real friends. 


DISTRIBUTORS, You Triple your Market 
with Sylvania TV. 


“FRINGE AREA” DEALERS, forget those Main 
Street moans—there’s gold in those suburbs. 


SYLVANIA 


RADIO & TELEVISION DIVISION 
254 RANO ST,, BUFFALO, N. Y. 
VICTORIA 2450 


with SYIVANIA TV 


'TS ANOTHER 


AND SYLVANIA IS THE 
BEST BUILT SET ANYWHERE 


Look at these Features: 


Movie-Clear* 
Pictures 


Studio-Clear* 
Sound 


Picture—Sylvania picture tube—the 
finest black tube made—sharp from edge 
to edge with sharp, clear definition from 
black to white . ..Chassis—Bigger, runs 
cooler, lasts longer. A minimum of 20 
tubes, plus picture tube and four recti- 
fiers... Interference Eliminated—Ex- 
clusive Sylvania ‘“Triple-Lock’”’ keeps 
picture in, interference out ... Perfect 
Interlace ... No high voltage shorts— 
Picture tube high voltage is barrier-in- 
sulated ... Big speakers, fool-proof con- 
trols—Built-in Antenna ... No-glare 
tilt face plate ... Equipped for quick 
conversion to UHF ... 
Cabinets—A luxury line 
of cabinets with eye-ap- 
peal that starts to sell 
them from the window 
and on the floor before 
you demonstrate. 





Ask your service man about S¥lvania. 
}t’s the service man’s line. 

A complete line —Television Com- 
binations, Consoles, Table Models and 


Radios. © Sylvania, Trademark 


Television Sets; Radios; Radio Tubes; Television Picture Tubes; Electronic Products; Electronic Test Equipment; Fluorescent Lamps, Fixtures, Sign Tubing, Wiring Devices; Light Bétbs* “Phototamps. 
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FASTER TURNOVER means 


..-WITH THESE 


THE FAMOUS Waring BLENDOR 


This is the Blendor your customers will be looking for ... the 
original WARING BLENDOR! Backed in 1952 by powerful 
sales promotion and continuous advertising. Priced to sell on 
sight and give you a good solid profit! 


Only the WARING BLENDOR has all these exclusive plus-features! 


@ Hundreds of exciting new recipes blended in seconds ! 


@ Durable, beat resistant PYREX container... 
takes only 5 seconds to clean! 


@ One piece blade assembly of stainless surgical steel! 
@ Saves hours of time and effort in the kitchen! 
@ Saves money—blends leftovers into tempting, wholesome dishes! 


@ Purees fruits, vegetables and meats for soup, 
spreads or baby feeding! 


@ Blends a variety of convalescent menus without fuss or trouble! 
@ Never requires oiling ... motor is lubricated for life! 

















Model FC-2 Deluxe 


White enamel base with chrome legs. 


RETAIL PRICE $ 4 2 50 











Model 700 Standard 


W bite enamel base with black band. 


RETAIL PRICE $3 72° 


All Models: AC-DC; \% h.p. 
motor; Underwriters’ Laboratories Ap- 
proved; Warranted for 1 year. 


WARING PRODUCTS CORPORATION 
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GREATER PROFITS for you! 


QUALITY LINES 


Durabilt 


America’s only Complete Line of FOLDING IRONS 





The Companion 115 v—ac-pc The Continental tor travei anywhere in the world! 


Perfect for travelers any place in the U. S. or Canada. Weighs only 2 pounds. Equipped with adapters for use with foreign outlets. Convenient dial adapts 
Handy heat indicator for rayon, silk, wool, cotton and linen. Tip-up heel iron for 115 V domestic or 230 V foreign use, AC or DC. Fused plug pro- 
rest. Detachable, long-life cord set. 22 square inches of ironing surface, tects against element burn out if iron is used at incorrect voltage. Weighs 
mirror-finished steel sole plate. only 24% pounds—with 22 inch ironing surface. Tip-up heel rest. 


estan Pater $7795 Complete with carrying case *11°° RETAIL PRICE $7995 Complete with carrying case °16°° 








THE ONLY 
Hh, FULLY AUTOMATIC 
FOLDING IRON 





Durabilt Automatic tor use anywhere AC is available 


Set it for silks or suits and it automatically gives you just the right 
temperature! Ideal for apartment and small home owners . . . it folds and 
stores in a very small space! This amazing iron does everything a conven- 
tional iron does and does it better!!! Weighs only 244 pounds. Mirror 
finished steel sole plate. Constant heat control, perfectly safe for all fabrics. . “ 
Underwriters’ Laboratories Approved 115 V—AC only. NEWwitl Simulated Alligator Case ay 
MODEL NO. 193 $ : : : 
. . $7495 Available with all Durabilt models, handsome, compact, zippered case 
RETAIL PRICE 10% Complete with Carrying case 14 carries the Durabilt in style and safety. Built for years of rugged service. 


25 W. 43rd ST., NEW YORK 18, N.Y A Subsidiary of Claude Neon, Inc. 
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WARM UP PROFITS! 


with these 


WASHINGTON 


Range and Heater Values 


Follow the example of profit-wise Washing- 
ton dealers who put the heat on sales with 
these competitively priced ranges and heaters. 
As one dealer puts it, “you don’t have to be a 
carload buyer to make money with the Wash- 
ington Line.” 


Shown here are a few of the new models... 
part of a complete line, quality made and 
attractively priced . . . designed to fill the 
needs of every family. Ask your Washington 
Distributor for details or write direct. 


GRAY & DUDLEY COMPANY 
Established 1862 
NASHVILLE 3, TENNESSEE 





WASHINGTON VENTED 
GAS HEATERS 
Two sizes in radiant circulator 
models; three closed circulator 
models. Meet almost every gas 
heating requirement. Also Un- 
vented Heaters. 


NEW WASHINGTON 
OIL BURNING HEATER 
Noted for fuel saving, long 
service and modern styling. 
Down-Draft, Hot-Blast combus- 
tion gets more heat from less 
fuel. 










GRAY & DUDLEY COMPANY 
Nashville 3, Tennessee 


Gentlemen: 










Nome 
Store 
Address 





Show me why dealers say, “Washington Wins Customers!” 
Send complete details on Washington [] Ranges [] Heaters [] Water Heaters 
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| average of around five percent a year. 
| This relative stability, 
| the light of substantial stocks at the 
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Electric Clocks 






ems CONTINUED FROM PAGE 150 cece 


to radios is probably the most dramatic 
product change, if it can be called 
that, of the past several years. An 
electric clock does not lend _ itself 
readily to startling improvements the 
way, for example, a washing machine 
does. If it tells time accurately it . 
performs its function as well as it ever 
can—and that electric clocks certainly 
do. Case designs and sales features 
are the only devices by which a manu- ‘ 
facturer can increase appeal. A clock 
introduced this fall, for example, 
permits the purchaser to use the area 
surrounding the face for photographs, 
colors or designs coordinated with 
room decor, collections of small 
objects, such as trout flies, etc. Several 
clocks have been introduced with tiny 
neon lights which glow red when the 
alarm is set—so the absent-minded 
owner doesn’t have to check the con- 
trols in the rear to see if he set it. 


Production in 1952 


Estimates in 1952 output are in 
some measure influenced by various 
opinions on the severity of materials 
cutbacks. They run as high as 10,- 
000,000 and as low as 4,750,000. Ac- 
tual output will probably be some- 
where in between and our best guess 
is that the figure will be about 
7,500,000. 

The business has had no startling 
growth since 1947, when sales jumped 
from 6,500,000 to 9,729,000. Since 
that time sales have increased an 


considered in 


retail level near the end of 1951, indi- 

cates no demand in excess in supply. ’ 
The early part of the year is like ce 

see the most stringent cutbacks at the 
manufacturer level. Manufacturers 

can easily substitute for chromium and $ 
copper and other scarce materials used 

in cases. It is not so simple to find a 

substitute for the copper which is 

used at various points in the mecha- 

nism. By the second half, however, 
manufacturers expect, as one puts it, 

“a much freer supply”—which means 

that in all probability electric clocks 

will still lead all other appliances in 

unit volume. End 


"STEP NEXT DOOR AND SEE WHAT TIME IT IS 
—i JUST SOLD OUR LAST ELECTRIC CLOCK.” 






To the most complete fan line in America, 
Emerson-Electric now adds one of the most 
wanted window fan features in recent 
years — reversible window fans. All the 
same fine quality you’ve come to expect 
from Emerson-Electric is there, plus this 
extra selling feature to make this line of 
window fans the most versatile on the 
market. ; 


See the Emerson-Electric Exhibit 
at the National Housewares 
Show, January 17-24. 

Booths 950 and 952 

Navy Pier, Chicago 


EMERSON <2> ELECTRIC 


FANS> MOTORS —™ 
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You can get full details on these great new 
fans and the rest of the matchless Emerson- 
Electric fan line in the new Catalog for 
"52! See them. . . add the selling power 
of the famous 5-Year Factory-to-User 
Guarantee . . . Emerson-Electric’s national 
advertising and sales helps... and you'll 


have a fine fan season ahead! 


SEND FOR YOUR COPY TODAY 


Simply Attach This Coupon to your business 
letterhead . . . no filling out required. Mail 
today to: 


THE EMERSON ELECTRIC MFG. CO. 
St. Louis 21, Mo. 


Without obligation, please send me the new 
Emerson-Electric Fan Catalog (No. D20), to- 
gether with 1952 price lists and details on 
Emerson-Electric advertising-merchandising 
and sales helps. 
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SMALL MOTORS 





Estimated 10 percent of 50-million fractional 
horsepower motors sold in 1951 went over the 
counter. Acceptance surprises manufacturers 


HERE is an income tax lawyer 

in Wilmette, Ill., whose base- 

ment has five power tools in it, 
each employing a motor. In India- 
napolis it has been estimated that the 
average household has 84 appliances 
in it, four of which employ motors. 

So quickly has the public swung to 
the idea of letting motors do odd jobs 
that it has caught not only dealers, but 
manufacturers off base. 

Statistics of the business, estimated, 
ire something like this: 

1951 volume—50 million fractional 
hp motors sold. (10,000,000 in } to 
1 hp) 

1951 over the counter sales—10 
percent 

Prices—65 percent over prewar 
figures 

Replacements—2 percent of total 

\ dozen years ago retailers took the 
motors off junk appliances, laid them 
behind the door and sold them for $5 
apiece to anybody who inquired. It 
was the big mail order chains like 
Sears and Ward who first realized 
there was a steady demand for motors, 
is well as wiring supplies, and set up 
counters and carried a stock. 


Dolled Up Merchandise 


It was also Sears that decided that 
Henry Ford’s adage, “Paint them any 
color they like, just so it’s black,” was 
not a smart idea in motor merchan- 
dising. The fractional motor with 
which this article deals, is today a 
bright gray, trimmed with chrome. It 
is usually a fourth, half or third horse 
power. 

With 150 manufacturers of motors 
in this country, and the life of a motor 
running up to 50 years, the statistics 
on this business are lost in antiquity. 
It is estimated that 11,000 types have 
been produced. One of the large 
manufacturers, now going after re 
placement business, estimates that 
150,000,000 motors have been re- 
placed, and replacement goes on at the 
rate of 2 percent a year. 


The Fractional Horsepower Business 


The appliance trade deals almost 
entirely with fractional horsepower 
motors, which are rated at less than 1 
horsepower, at 1750 rpm, and are 
suitable for use with lighting circuits 
This single phase, plug in type is 
found in one fourth. one half and one- 
third hp. sizes. 

Because most dealers are merchants, 
and not electricians, a job needs to be 
done to educate them on motor jobs 

The old washing machine motor is 
the one type which is most commonh 
rescued and resold from trade-in ma 
chines. Vacuum cleaner motors are 
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good only on other cleaners, fan 
motors only on fans. When we get 
into 220-240 volts, motors become 
something for the electrical contractor 
to install. 

“Ask your prospect, first of all, what 
kind of a job he is going to do with 
his motor,” an expert advises. 

Many oldtime washer motors re- 
quire a high inrush of current to start, 
and will Yim the lights. The second 
hand washer motor usually has no 
base, and is difficult to mount. Point 
out that a motor will burn out if 
over-loaded. If it is unable to start a 
load, it will take only one-half minute 
to burn out. 

If the customer cannot tell the 
horsepower rating of his job—and he 
usually cannot—sell him a larger size 
than usual. Find out how he is going 
to mount the motor, and what he is 
going to put it on. Motors with a 
solid base will do 99 percent of the 
household jobs. 

As a means of switching the pros 
pect to the idea of buying a new 
motor, tell him about the overload 
button, which will protect him from 
complete loss in case his calculations 
are wrong. 


Sell More Horsepower 


The rapid swing of population to 
the suburbs, and the growth of motor 
use on farms, has resulted in over- 
loaded transformers. If a man lives 
near the end of the line, there are 
plenty of times when there is no 
“soup” in the wires. 

It is sound device to sell a larger 
horsepower than the job seems to call 
for, as a means of preparedness against 
this situation. But, as a matter of 
fact, there are motors made for each 
specific job. 

lhe repulsion-start induction motor 
is most common and is used on ma 
chines that are hard to start and re 
quire-medium acceleraion. It is suit 
ible for machines taking up to 10 
hp. Its characteristics follow 

1. Demands low starting current, 
up to 13 amps on | hp. sizes 

2. Has the highest starting torque 

3. Has medium pull-up or accelerat 
ing torque, 225 percent of full load 
torque 

4. Has high breakdown torque 
265 percent of full load torque 

5. Efficiency—50 to 75 percent of 
rated power 

6. Can be used on 120 v. circuit if 
1/3 hp or less 

7. Requires smaller wire sizes when 
located far from meter, because of 
lower starting current demand 

The capacitor type motor can start 
under a load, and is obtainable in two 


speed types. Used for heavy duty such 
as with water pumps, stokers and 
compressors. 

1. Requires up to 19 amps. on 4 
hp. size 

2. Has medium starting torque— 
435 percent of full load torque 

3. Has high pull-up or accelerating 
torque—250 percent of full load. 

4. Efficient fractional horsepower 
sizes—65 percent to 70 percent of 
tated power 

5. Cost about same as repulsion- 
induction, but higher than split phase 

6. Can be used on 120 v. circuit if 
1/3 hp or less. 

Low starting current required by 
split-phase motors minimizes light 
flicker, making it very desirable for 
frequent starting of oil burners, office 
appliances, fans and blowers. The high 
torque type is ideal for washers, iron- 
ers, sump pumps and home workshop 
machines, but it may cause momentary 
light dimming on underwired or over- 
loaded lighting circuits. 

Such machines as churns, small 
emery wheels; grindstones, fanning 
mills, centrifugal pumps, food grind- 
ers, drill presses, post drills, wood 
lathes, sanding disks, small table saws, 
shapers or band saws use this type of 
motor: 

1. High torque type demands large 
starting current—up to 32 amps. in 
the +hp. size. 

2. Has low starting torque, 200 
percent of full load torque. 

3. Has low pull-up or acceleration 
torque—200 percent of full load 
torque. 

4. Efficiency—65 percent for 4 hp. 
size at rated power. 

5. Should be located close to meter 
and have special large wire circuit. 

6. Lowest priced of three common- 
est types of motor, but limited in size 


up to 4 hp. or less. 

High speed universal motors are 
employed on jobs that call for a light 
load. They operate on either ac o1 
de current. Such devices as sewing 
machines, drills, food mixers, vacuum 
cleaners, shavers, animal clippers, and 
home motion picture projectors use 
universal motors, generally attached 
to the device. 

These commutator types need 
brushes which have to be replaced 
every 1,000 hours. Their speed is in 


proportion to the load. Character- 


istics: 

1. Run on ac or de 

2. Are generally high speed motors, 
3,500 to 20,000 rpm. 

3. Have a high starting torque 

4. Have low pull-up or satenting 
torque 

5. Speed varies with load 

6. Limited to 1 hp. sizes for con- 
tinuous service 

7. Can be operated on 120-v. cir- 
cuits if 4 hp. or less 

8. Variable speed regulated by load 
or resistance in circuit 

There are two schools of thought 
about motor use on the farm. One, 
the Wisconsin, believes that motors 
will be sparsely employed in farming, 
that the farmers will wheel around 
his tractor and belt drive his tools. 

The second goes in for the idea 
of small motors for every job, with 
each machine having its own motor, 
up to 5 hp. This school feels it is 
foolish to use a 33 horsepower tractor 
to do a job a 1 hp. motor can accom- 
plish. 

Next to overloading, too much, oil 
ruins more motors than anything else. 
Dealers should tell customers that a 
motor can get along with lubrication 
once or twice a year. Some need no 
oiling at all. End 
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Cea cker a 


yar ss 


Paes Oh 


See them atour 
IK-M Booth, National 


NATIONALLY ADVERTISED 


Month after month, millions of people see them in 
national magazines. 


ON TELEVISION Local impact with 


actual demonstrations in millions of homes, week “eM LIQUIDIZER 
after week. Grates, liquidizes, 


chops, whips, mixes, 
“0 PE RATO R 2 5” On television, in 


blends, chops ice, 
. i -without 
magazines, Knapp-Monarch tells prospects to call ae es 
Western Union’s “Operator 25” to find where they oiuaies tit cap 
can get~KM~ appliances. AND EVERY ~KM~ DEALER 
IS LISTED WITH WESTERN UNION! 





a ay i a 


for addition of foods 
without splashing— 
Extra-power Swed- 
ish steel blades, 
vay 3-speed switch 
Exclusive hexagon- 
shape bow!! 








~eM~ CHEFSTER 


Fries twice as fast as any other! 
Cooks, bakes, steams, warms, 
fries, blanches! Exclusive basket 
design for easy draining! Auto- 
matic temperature control guar- 
antees perfect results! Removable 
Thermo-pan for easy cleaning! 


“eM CORN POPPER 


Makes the world’s best popcorn 
in the fastest time—no stirring, 
shaking! Exclusive ‘‘oil well’’ 
directly over heating unit—glass 
“turret top’’—insulated base, 
plasti-cool handles. Mazola oil, 
measuring cup included. 

















An Open Letter 


to the Appliance Industry 
from Blackstone 





A SHIFT IN DISTRIBUTION 


Two trends in the appliance business are destined to 
have a disturbing effect upon the franchises and distri- 


bution set-ups in the future. 


First: The absorption of some heretofore independent, 
and well-known brand names by larger, more powerful 


manufacturing corporations. 


Second: The announced plans of some of the “giants” 
of the appliance field to go into new lines of manu- 
facture in order to broaden and strengthen their present 
lines. 

This will mean that the independent manufacturers, 
now selling through distributors who are affiliated with 


these major manufacturers will be faced with some re- 


the oldest manufacturer of home laundry appliances 


It seems timely to call attention to certain trends in 
the distribution of appliances and to the plans and intentions of the 


Blackstone Corporation in the months that lie ahead. 


alignments. Distributors of lines being absorbed by the 
“giants” will likewise face readjustment. 

The eyes of the appliance industry will be focused 
upon each new announcement, since the distribution 
pattern is so crisscrossed as to affect many. 

In view of these complicating trends in the appliance 
industry, Blackstone believes that a statement of its own 
plans and objectives will be of interest, not only to its 
own distributors and dealers, but to everyone involved 


in the distribution of major appliances. 
BLACKSTONE STAKES OUT 
ITS FUTURE 


As the oldest manufacturer of home laundry appliances 


we intend to remain independent. We do not now, or 
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in the foreseeable future, plan to go beyond the home 
laundry field. However, should we change this policy for 
any reason—it will be only in the direction of an expan- 
sion of the Blackstone line. We may absorb, but we will 
not be absorbed. 

We intend to become an ever-increasing factor in the 
home laundry appliance field. Blackstone will continue 
to supply a full qualitv line of wringer washers, auto- 
matic washers, dryers and ironers. 

To this end we have made plans and have committed 
our resources, in many directions. And at this time we 
state our objectives and plans so that, as we take each 
succeeding step in the coming months, the reasons will 


be understood, and the pattern will become clear. 


THERE HAS ALWAYS BEEN A WAITING 
LIST FOR BLACKSTONE 


Like all manufacturers today, the limitation of materials 
and defense efforts hamper our ability to produce. But 
unlike other manufacturers this oversold situation is not 
new to us. We have never been able to produce all the 
Blackstone Automatic washers for which we have had 
orders. There has always been a waiting list. 

This has been due to the kind of machine we build, 
the way we build it and the demand that always exists 
for the finest machine. Ours has never been a mass pro- 
duced product. It has always been a quality product. 

We have known for a long time that we could adapt 
our operations to multiply our production rate without 
changing the product, but complete change of manu- 
facturing method and equipment was involved. 

To that end we embarked upon a complete new plant 
with equipment designed to substantially increase our 
production. That plant has now been completed, and is 
being equipped. 

Its operation awaits the day when material limitations 


are removed and we can begin to give our distributors 


the quantity of units they have so long wanted. 





WE FACE AN INTERIM PERIOD 
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Faced with an oversold condition, we dare not do any- 
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thing to promote additional sales and thus add to the 
problem our distributors and dealers now have. 

But having committed ourselves to an aggressive ex- 
pansion of the Blackstone production, there are things 
which we can, and intend, to do today that will prepare 
the way for the day when we can “pull out all the 
stops” and give our trade the support they will need and 


deserve. 


INCREASED CONSUMER ADVERTISING— 
BEGINNING NOW! 


Full pages in full color bleed will begin appearing in 
consumer magazines. It will be “low-pressure” adver- 
tising, wot designed to sell, but to do a background, 
prestige-building job until the day when we can punch 
home with hard-hitting full scale promotion and adver- 
tising to make the public respond. 

Our distributors and dealers might conceivably think 
we were unwise to advertise now, when we cannot 
deliver the machines they have on order. Hence this 
explanation of the reason for our advertising at this 


time and the kind of copy which will be appearing. 


THE MOST SERVICE-FREE HOME LAUNDRY 
APPLIANCES IN AMERICA 


Blackstone washers are built to be the most service-free 
washers in America. 

Perhaps this is best illustrated by the kind of gears 
used in Blackstone washers. They are machined gears. 
Cut on the same type of equipment used in making the 
gears in a fine automobile engine. These gears are then 
case-hardened, just as are the automotive gears. Result: 
a gear that won’t wear or chatter. 

Contrast this with the gears used in ordinary washers. 
They're made of soft, cast-metal. Even the light pass of 
a handfile will cut them. 


SERVICE-FREE CONTROLS, TOO! 


ordinary electrical timing controls used in other auto- 


In our Automatic Washers we could of course use the 


matic washers. But such gadgetry gives rise to service 
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calls. Electric solenoids are delicate, tricky... keep serv- 
icemen busy. 

Consequently, Blackstone simplifies its controls... 
uses a positive mechanical control which eliminates 
extra motors, extra wiring, extra causes of trouble. 

When a Blackstone Automatic is installed, it is a com- 
pleted sale... not one that has to be serviced continually. 
This means that our Distributors and Dealers can con- 


centrate on their selling, where the profits lie. 


WE BELIEVE IN PROFIT FOR 
OUR DEALERS 
There are more dollars of profit for the Distributor and 
Dealer in the sale of a Blackstone than in other makes 
...and we intend to keep it that way. 

Our Distributors and Dealers have the margin neces- 
sary to sell and merchandise profitably. When we can 
put our new facilities into action, they will at last have 


ample supply to step out and aggressively sell. 


THIS...BLACKSTONE PLEDGES: 


1. To remain an independent manufacturer 


2. To use only the finest materials and work- 
manship available to keep Blackstone 
the most service-free equipment on the 
market. 


3. During present material restrictions, to 
make as many Blackstone products as per- 
missible and distribute them equitably. 


4. To use consumer advertising on a large 
scale during this period of shortages so 


that Blackstone will continue to build 
prestige and acceptance for its fine name. 


5. To step up production, as soon as restric- 
tions permit, to an unprecedented high. 


6. To back this accelerated program with 
aggressive merchandising, and full-scale, 
hard-selling advertising. 


7. To continue to assure Distributors and 
Dealers of more profit in the sale of a 
Blackstone. 


Blackstone ready... set... and waiting 


Sometime in 1952...or 1953...or 1954 (none of us know just 


when) the control of materials needed for defense 


purposes will be a past necessity. When that time comes, 


Blackstone will be ready. 


We are committed to a program of production, a program of 


advertising and a program of merchandising that will make the 


Blackstone franchise most desirable for better dealers everywhere. 


THE BLACKSTONE CORPORATION, 


JAMESTOWN, NEW YORK 
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POWER MOWERS 





Sales hit all time peak of 1,075,000 units, but gov- 
ernment restrictions on motor output may deprive 
the appliance dealer of many 1952 sales 


HE power lawn mower indus- 

try has the U. S. government 

looking down its neck right at 
the time it has completed its most 
prosperous year. 

The mower end of the business is 
all right. It can use the steel granted 
it as it pleases, substitute wooden 
handles on mowers, spread the metal 
around. Engines are where the catch 
occurs. Engine makers find the govern- 
ment lumps their product in with all 
engines, regardless of the fact that 
they are miniature. This formula 
blocks them in their attempts to ob- 
tain valves and scarce metals that 
engines must have. 

Furthermore, the government seems 
to regard the power mower as a rich 
man’s plaything, and does not admit 
that it is something that saves import- 
ant time. Only 15 to 25 percent of 
the power mower jobs are essential, 
says Washington. 

No one, as this is written, knows 
how many firms are making power 
mowers. It is believed the number is 
about 220, but that is only a guess. 
From 19 to 23 of the larger companies 
reporting their sales estimated their 
total production 660,000 mowers from 
January to September in 1951. 

Engine manufacturers, which in- 
clude such names as Briggs & Stratton, 
Continental, Lawson, Power Pack, 
G-E and Wisconsin do not have a 
much better idea of industry-wide pro- 
duction figures. 


90% Gas, 10% Electric 


It is the personal opinion of leading 
men in the industry that the 1951 
production of power mowers was about 
1,075,000, which sold at an average 
price of $110.37. Retail value of the 
vear’s product therefore, was $118,- 
250,000. Some 90 percent are gaso- 
line powered and the remainder use 
electricity. 

The prediction is that 700,000 
power mowers will be manufactured 
in 1952 and there will be an inven- 
tory carryover from 1951 of 287,- 
500 mowers, making a total of 987,- 
500 available for 1952. 


Survey Results 


\ll this may vary widely from differ- 
ent viewpoints. It should be remem- 
bered that you can buy fine putting- 
green mowers that cost up to $300. 
House & Garden magazine made a sur- 
vey and reported ‘that the average 
power mower sold for $173. Unit 
sales of power mowers is about this 
way, according to the House & 
Garden tabalation: 


Under $95 
$95-99 . 
$100-109 17.7 
$110-124.99 38. 
$125-149.99 1 
$150-199 
$200-299 
$300 

Average age of power mowers in 
use is 34 years, says the magazine, and 
manufacturers guess that the market 
is about 8 percent saturated. 

The size of the lawn to be mowed 
is immaterial, say manufacturers. The 
Toro Mfg. Co. surveyed owners and 
found that 30.4 percent of them cut 
grass on space that measured 2 to 
9,750 square feet. Since a 50x150 lot 
has 7,000 square feet and an acre has 
40,000, its report showed that plenty 
of pocket handkerchief lawns were 
being power mowed. 

Real reason for sales is the fact 
that the boy who used to cut your 
grass for 50c is missing. The owner 
has to do it himself, and wants to get 
the job done as quickly as possible. 
Sometimes the woman folk in his 
family also run the mower. In either 
case the engine job performs with a 
minimum of muscle required. 

There are no figures on average age 
of the customer, but belief is that he 
is over 40. Toro found that 94.5 per- 
cent owned their own homes. 

Customers are most abundant in 
the suburbs, 80 percent of dwellers 
there having lawns, the Philadelphia 
Bulletin reports. 

The country’s retail outlets for 
power mowers number 36,000, it is 
guessed. While the 1949 survey by 
ELECTRICAL MERCHANDISING _ indi- 
cated that only 37.16 percent of appli- 
ance dealers handled power mowers, 
the number is growing. 


The Product 


Lawn mowers, particularly the reel 
type, are understood by everybody. 
Gasoline engines have familiar audi- 
ences. The combination does not call 
for any pioneering. When the power 
mower first appeared on the market in 
1936, it demanded little demonstra- 
tion. 

There are two types, reel and rotary. 
The rotary, which works something 
like a scythe, has been boosted by one 
large mail order chain because it will 
cut high grass, work well around trees 
and shrubbery. Moreover, it is light, 
weighing around 40 pounds to 100 for 
an equivalent reel make. 

The rotary has been having a bigger 
boom than the reel type. Invented 
about 1935, it accounts for around 


10.9 percent 
15 


_ 
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one third of the total production, and 
sales recorded by one industry author- 
ity show its popularity has jumped 
135 percent versus 60 percent for the 
reel type. 

It is estimated that about one third 
of the mowers being sold today are 
rotaries. On the other hand, reel 
types are considered faster, with 18 
in. (18 percent of sales) and 21-inch 
(44 percent of sales) sizes most pop- 
ular. 

Season for mowers is from May to 
August, with June hitting the peak. 
Still, dealers must realize that there 
must be preliminary spadework. Buy- 
ing is mostly on dating the previous 
fall. 

Margin is short compared to appli- 
ances, with mowers carrying a discount 
of around 25 percent. Something bet- 
ter may be had with quantity buys, 
and this short margin is somewhat 
offset by the fact that power mowers 
involve no trade-ins and virtually no 
service. 

Demonstrations take place on the 
sidewalk in front of a dealer’s store. 
In some instances the dealer trucks 
out a couple of models and lets the 
customer make a choice on his lawn. 

Usually, however, delivery is omit- 
ted. The power mower is loaded in 
the customer’s car or truck and he 
gets it home himself. 


. 


i 

There is no data available ab@ut 
the national number of sales on tite, 
but 90 days seems more popular than 
time payments, and collections @re 
easy because the dealer is work 
with home owners, the best credit 
risk in the community. 

Manufacturers are working toward 
a machine that will double as a snow 
remover in winter and help with leaf 
disposal in autumn. Certain mowers 
now cut leaves into a fine mulch, per- 
mitting them to lie without removal. 
On the snow job, some makers say a 
separate device appears to be logical. 

A mail order chain is considering 
selling a knock down shed as a place 
to keep the mower. 

Oddly enough, the retailer is side- 
stepped in the service end of power 
mowers. Every community has lawn 
mower sharpening shops. Garages are 
expert on lawn mower repairs and in 
cities there are miniature engine 
specialists. Garden shops also take 
care of mowers, and also do work on 
cutter bar types, which are listed by 
the government as agricultural imple- 
ments. 

Only recently did the power mower 
become a logical addition to the appli- 
ance industry. It has progressed with 
both dealers and distributor and seems 
to be destined to be an important 
fill-in for the summer months. End 
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Refrigerators free with each washer . . . washers free with every 
television set . . . $200 trade-ins on anything you own. The trade 
seems to be in a race to give away money! 

BUT NOT EVERYBODY! 

One group of home equipment dealers made money right through 
1951. They paid no excessive trade-ins. They carried no swollen 
inventories. They did not have to do any dumping. 1951 was 


their best year . . . and they know that 1952 will be even better. 
They are the dealers who sell the NECCHI SEWING 
MACHINES. 


They're selling Necchi because Necchi gives new prospects a 
reason to buy. Today, 3 out of 10 home sewers don’t own sewing 
machines. They may hesitate to buy a new machine that’s no 
different from great-grandma’s. But they will buy the Necchi— 
because it has sewing advantages* never before available in a family 
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sewing unit. 

They’re selling Necchi because Necchi gives sewing machine 
owners a reason to trade. Today, 56% of all machines in use are 
from 10 to 30 years old. A woman who won’t trade for a new 
machine that does no more than her old one . . . will trade for 
a Necchi. 

They’re selling Necchi because they’re backed by $1,000,000 
in national advertising, publicity, cooperative allowances, sales 
training and promotions. Among the sewing machines for which 
appliance dealers can get a franchise—nobody is doing a bigger, 
harder hitting national selling job than Necchi. 

No doubt about it. Necchi is the hottest item in the home 
equipment field today! 

You, too, can give away your right arm—if you like! Or 
you can write and find out if you qualify for a Necchi franchise. 
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Say ‘‘Neck-ee”’. 
*Sews on buttons « Makes buttonholes « 


Appliques « Darns* Sews forward and reverse 
Blind stitches « Embroiders « Sews zig-zag 


e ee ALL WITHOUT ATTACHMENTS! 


NECCHI SEWING MACHINE SALES CORPORATION - (DEPT. J-206) 164 W. 25TH ST., NEW YORK CITY - IN CANADA—464 McGILL STREET, MONTREAL, P. Q. 
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Another record rung up in dollars by housewares 
industry; plans afoot for an expanded NEMA gift 


campaign during 1952 


AGAIN in 1951 the electric house 
“4 ware industry rang up a record in 
dollar volume of $569,749,650. ‘This 

1 1.77 percent gain over 1950 (sec 
iccompanying table). 

Unit volume on many items was 
lower than 1950. Greatest gains in 
dollars was in steam irons (34.8%) 
ind deep fat fryers (65.6%). 

Irons, toasters and mixers held their 
lead as the three largest dollar pro 
ducers. Coffee makers was fourth, 
ind shavers and clocks a close fifth 
ind sixth 

Our 569-million estimate for the 
year is, as in former years, conservative. 
It does not include the many applli- 
ances grouped by NEMA under the 
headings (1) Food preparation and 
ervice housewares (bottle warmers, 
vuffet servers, casseroles, chafing 
dishes, corn poppers, egg cookers, 
plate warmers, tea and water kettles), 
ind (2) small powered housewares 
coffee grinders, coffee mills, hair 
Iryers, knife sharpeners, massagers, 
ibrators, vaporizers and juicers). 

Also not included in our total is the 
portion of fan sales usually classified 
is electric housewares, desk and 
bracket $41,162,500 and hassock type 
fans $6,452,500 (see fans page 133). 

The electric housewares industry 
maintained its position as fourth high- 
est in the entire electrical appliance 


ceeded only by radio and TV, refriger- 
ators and washers. 


What Happened 


Ihe year 1951 was far from normal 
for electric housewares. Continually 
changing CMP restrictive orders 
caused confusion. Some manufacturers 
spent valuable time re-tooling only to 
find it was not necessary. Others got 
off to a slow start and missed the 
early retail buying spree. Still others 
were handicapped by prohibitive costs 
in raw materials. Some manufacturers 
who had ample materials stepped up 
momentum in their factories and ex- 
ceeded all former production records 
in the first half of the year, in antici- 
pation of increasing restrictions. They 
built up large warehouse stocks 
enough, in some cases, for a normal 
year’s needs. 

Distributors and dealers also built 
up large stockpiles in the first quarter. 

Consumer scare buying ended in 
March. Not until early November 
did consumers again indicate a willing- 
ness to part with some of their income. 


Inventories 


While some distributors and retail- 
crs are reported to be burdened with 
heavy inventories, the situation varies 
according to products and sections of 
the country. Retail buying was said 





the East than in other areas. Selective 
buying has also reduced inventories 
on some appliances like steam irons, 
roasters, and shavers, while other appli- 
ances have not fared so well. 


Prices 


A round of price increases from 5 








industry for 1951. They were ex- to be off more in New England and_ to 10 percent went into effect early 
TWO YEARS STATISTICAL SUMMARY 
ELECTRIC HOUSEWARES 1951 1950 % Change — 1951 vs. 1950 
Number Retail Number Retail 
Sold Value Sold Value Units Dollars 
Bed Coverings 745,000 $31,662,500 685,000 $27,057,500 + 8.75 +17.01 
Blenders 260,000 10,270,000 225,000 8,437,500 +15.55 +21.71 
Broilers 312,000 7,200,000 295,000 7,360,000 + 5.76 — 2.17 
Clocks 7,650,000 53,167,500 8,300,000 56,025,000 — 7.83 — 5.10 
Coffee Makers 2,825,000 59,409,750 2,975,000 54,101,250 — 5.04 + 9.81 
Deep Fat Fryers 725,000 20,662,500 500,000 12,475,000 + 45.00 + 65.63 
Heaters, Space 975,000 14,576,200 1,115,000 15,364,700 —12.55 — 5.13 
Heating Pads 1,450,000 10,077,500 1,725,000 11,988,750 — 15.94 — 15.94 
Hotplates 940,000 8,695,000 1,160,000 9,454,000 — 18.96 — 8.02 
Irons — Total 7,585,000 104,166,800 7,475,000 101,188,500 + 1.47 + 2.94 
Automatic 4,950,000 60,637,500 5,235,000 67,793,300 — 5.44 — 10.55 
Non-Automatic 535,000 3,734,300 595,000 3,867,500 — 10.08 — 3.44 
Steam 2,100,000 39,795,000 1,645,000 29,527,750 + 27.65 +34.77 
Mixers 1,600,000 68,000,000 1,700,000 67,150,000 — 5.88 + 1.26 
Roasters 442,000 18,541,900 400,000 15,580,000 + 10.50 +19.01 
Shovers 2,200,000 53,900,000 2,150,000 50,525,000 + 2.32 + 6.67 
Toasters — Total 3,725,000 75,763,700 4,525,000 80,142,700 — 17.67 — 5.46 
Automatic 3,350,000 73,532,500 3,795,000 76,127,700 —11.72 — 3.40 
Non-Automatic 375,000 2,231,200 730,000 4,015,000 — 48.63 — 44.42 
Waffle Irons — 
Sandwich Grills 1,875,000 33,656,300 2,535,000 42,968,200 — 26.03 — 21.67 
$569,749,650 $559,818,150 + 1.77 
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in 1951 on most appliances. Increased 
costs of labor and increases in the 
cost of materials was the reasons given 
for these increases. 

The lifting ot the Miller-Tydings 
Fair Trade Act was the opening gun 
for price wars which, according to 
several manufacturers, had a demorali- 
zing effect on the whole housewares 
business 


Outlets 


According to a survey made recently 
by This Week Magazine (EM Dec. 
49) electric housewares manufacturers 
in 1949 distributed 56 percent of their 
volume in 458 cities through electrical 
appliance distributors; 17.7 percent in 
345 cities through hardware distribu- 
tors; 6.8 percent in 89 cities through 
jewelry distributors; and through mail 
order houses 7.4 percent in 581 cities. 

The jewelry percentage shown may 
prove to be lower than actual, because 
several large companies are not repre 
sented in this survey. These com- 
panies do a big volume through jew- 
elry distributors, and very little 
through hardware. 

his survey also provides a clue to 
the best electric housewares regional 
markets. Broken down by the nine 
geographic trading areas, sales to dis- 
tributors were as follows: New Eng- 
land, 6.5 percent; Middle Atlantic, 
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21.4 percent; East North Central, 27.2 
percent; West North Central, 9.4 per- 
cent; South Atlantic, 9.5 percent; East 
South Central, 3.8 percent; West 
South Central, 6.9 percent; Mountain, 
2.9 percent; and Pacific, 12.4 percent. 
(It is interesting to note the close par- 
sllel these sales held to the regional 
breakdown of wired homes, p. 71). 


NEMA Gift Promotion 


One of the happier things that 
occurred was the introduction of the 
1951 NEMA Electric Housewares 
Gift Campaign which will be contin- 
ued and expanded in 1952. Industry 
comments were all high in praise: 
“An outstanding public relations pro- 
ject”; “It helped the trade in general 
—we all benefited from it”; “The first 
time the industry has gotten together 
under a standard sales theme that 
could be used by- all”; “Utilities, 
electric leagues and other associations 
are all aboard this promotion.” 


1952 Forecasts 


After what happened in 1951 few 
people are willing to make predictions 
for 1952. All agree that there will be 
few new models, There’s a difference 
of opinion on prices. Some say they 


[* spite of early predictions that 
electric iron output would be 
materially reduced, another record in 
unit sales and dollar volume was piled 
up in 1951. A total of $7,585,000 
units—steam, automatics, traveler and 
non-automatics—were sold by manu- 
facturers at a retail value of $104,166,- 
800. This is 1.5 percent above the 
record year of 1950 in unit sales, and 
is a 2.9 percent gain in dollars. 

All gains were made in the steam 
iron and _ irons—with-steam-attach- 
ment classification (2,100,000 units 
were sold in 1951 compared to 1,645,- 
000 in 1950), although automatic dry 
irons held their own with a total of 
4,950,000 units, which is only a 5.4 
percent drop from 1950. 

According to NEMA monthly re- 
ports, manufacturers’ sales in both 
steam and automatic irons got off to a 
good start early in the year. Auto- 
matic volume reached its peak in 
March with 439,394 units. Steam 
irons topped 200,000 units in June, 
and reached a new high of 253,675 
units in September. 

Materials used in making irons were 
not too scarce up to the third quarter. 
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must go up because of higher costs 
of labor and materials. Others say 
they will drop at the manufacturers’ 
level. Still others say prices will re- 
main about the same, although OPS 
latest rulings do permit some price 
rises. 

“If cutback orders received in the 
last quarter are maintained, we can 
expect greatly restricted production 
during the first half of 1952,” said 
one manufacturer. 

Other predictions are: i and 
nickel plating will be in much shorter 
supply. Dealers’ and distributors in- 
ventories will be unbalanced because 
of selective buying. All agree that it’s 
going to take hard promotions and 
good salesmanship to sell in the first 
half of 1952. 

Marvin E. Allesee, Dormeyer’s exe- 
cutive vice-president and director of 
sales, sums it up as follows: “Realism 
in selling will be the keynote for 1952 
in the mixer and electric housewares 
business. If production continues on 
the present ‘short-of-war basis’ in 1952, 
starting in January, when electric 


housewares become  ‘out-of-season- 
merchandise’ we will have a real 
challenge. Getting goods will no 


longer be the problem. Rather, we 
will have a hard selling job ahead.” 





But in the fourth quarter critical mate- 
rials were cut back deeply. One manu- 
facturer temporarily dropped the at- 
tachment feature of its steam iron as 
a result of new shortages. In the 
opinion of many industry observers, 
however, this is not too important, 
especially with automatics, since dis- 
tributors’ inventories were fairly high 
at the end of the third quarter and 
there was more than enough in the 
— to take care of the holiday 
uying upswing which started in 
November. 


Steam Irons 


Contrary to the general trend in re- 
tail sales, steam irons have enjoyed a 
continuous demand as public accept- 
ance of this type of ironing equip- 
ment increases. And steam irons 
made such a wide gain in 1951 that 
t is the consensus in iron circles that 
a manufacturer interested in getting 
a share of the iron dollar must have 
a steam iron in his line. 


New Designs 


After almost a year of testing in 
selected areas in the Middle West, 


1952 
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IRONS 
1951 1950 

4,950,000 ...... AUTOMATIC Units Sold... ... 5,235,000 

+ FRR Re Average Retail Price.......... $13.00 
$60,637,500 ......... Retail Value ......... $67,793,3 
S35.800...... NON-AUTOMATIC Units Sold... .. 595,000 

DOs ens oes ¥ ote Average Retail Price........... .50 
Sk ee Retail Value.......... $3,867,500 
ye eres. STEAM Irons Sold........ 1,645,000 

re Average Retail Price.......... $18.00 
$39,795,000 ......... Retail Value......... $29,527,750 
Ce gE Total Units Sold......... 7,475,000 
eee Average Retail Price.......... $13.50 
$104,166,800 ........ Retoil Value........ $101,188,500 


Sunbeam introduced a novel type of 
steam-or-dry iron. Distilled water for 
this model is supplied from a bottle 
outside the iron. The water is fed to 
the soleplate, a drop at a time, through 
a separate tube which plugs into the 
iron base. 

An often-heard complaint by steam 
iron users in the past is the difficulty 
encountered in emptying the water 
after ironing is finished. This problem 
has been solved by several companies. 
Latest to bring out an easily-emptied 
steam iron is Casco (see page P41). 
It will be exhibited at the January 
markets in Chicago. 

One manufacturer in the automatic 
dry iron field, Westinghouse, pre- 
sented an “open handle” iron designed 
to fit the palm of the hand and to 
lessen ironing strain. It also features 
a soleplate available in cast iron or 
aluminum. Another feature is a newly- 
designed temperature control with 
seven fabric settings. In addition to 
the usual wool, cotton and linen cali- 
brations, three settings are available 
for rayons and other synthetic fabrics. 
This is a trend which is developing as 
more of the man-made fabrics come 
into use in ready-to-wear garments. 
The new synthetic fabrics require ac- 
curate iron temperature controls, es- 
pecially in the lower calibrations. 

Other iron improvements intro- 
duced during the year include Domin- 
ion’s “Adjust-A-Cord” for right- or 
left-handed use; and a new carrying 
case for travel or handy storage by 
Steam-O-Matic. 


Several manufacturers announced 


price cuts on automatics during the 
year. This lowered the year’s average 
retail price from $12.95 in 1950 to 
$12.25 in 1951. On the other hand, 
price increases at the end of 1951 on 
steam irons brought the average retail 
price up about $1 over the previous 
year. 
Promotions 


In the first quarter of 1951 thigre 
was little need for promoting ir 
Starting in the late spring and sdm- 
mer, however, many manufacturerg e- 
sumed their spot TV programs and 
free-offer deals to their dealers. S 
training programs and contests were 
also sponsored by several manufacfur- 
ers. On the West Coast Proctor put 
on a successful Kids-Day promotion 
(EM, Merch ’51, p51). 

Educational programs were also @On- 
tinued and expanded through h@me 
demonstration agents and equipment 
educational projects in schools and 
colleges. i 


1952 Forecasts 


Copper and nickel is expected to 
in much shorter supply in 1952. is 
will affect steam iron production, 
may occasion shortages. Automa' 
dry irons, however, will continue to 
plentifui. 

While new OPS price regulations 
may permit price raises, industry ex- 
perts are of the opinion that few will 
take advantage of this opportunity. A 
drop in price is more likely, especially 
if consumers continue their dollar 
hoarding after the holidays. 


Toasters 


ANUFACTURERS'’ | sales of 
automatic toasters for 1951 
totalled 3,350,000 units—only 11.7 
percent under the record year of 1950. 
The dollar volume of $73,532,500 





compares even more favorably, being 
only 3.4 percent below the banner 
year. 
Government restrictions on raw 
(Continued on next page) 
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ROBERTON 
SELLS FASTER BECAUSE 
| LOWER PRICED, BETTER VALUE 


ROBERTON 
TER BECAUSE 
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Fastest-Selling 
Reel-Type Mower 


20-inch swath ..- 
Cuts fofinger knob adjusts 
height . - - Light weight, 
trims closer. -- Briggs & 
Stratton engine.- .Priced 
to sell fast! 


This Rotary Type 
Wins Extra Sales 


Get your share of the 
growing volume in rotary- 
type mowers by featuring 
this proved performer! 
Ideal for small or rough 
lawns or limited budgets 
+. Cuts any length grass, 
trims within Vs-inch . . 
Reversible 16-inch blade, 
adjustable height . . . 
Priced to sell FAST! 
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TOASTERS 
1951 1950 
3,350,000 ...... AUTOMATIC Units Sold...... 3,795,000 
Pe Average Retail Price.......... $20.00 
| ae Retail Value......... $76,127,700 
i re NON-AUTOMATIC Units Sold... .. 730,000 
eee ere Average Retail Price........... $5.50 
SD 43.00 8asees Retail Value.......... $4,015,000 
eer Total Units Sold......... 4,525,000 
| SSS Average Retail Price.......... $17.75 
SPE a cc asccae Retail Value......... $80,142,700 
(Jan. 1952) (Jan. 1951) 

28,862,000 ......... Homes Owning. ........ 27,074,500 
Ce ae, Homes Without........ 11,969,500 


| materials and the confusion experi- 


enced by continually changing direc- 
tives from CMP, especially in the early 


| months of 1951, are largely responsible 
| for the drop in unit volume for the 


| year. 


Some toaster manufacturers 


| got off to a slow start and found 


materials hard to obtain in the first 
quarter. As a result one manufac- 
turer, dropped toasters from his line 
completely. When materials were 
finally located, prices, in many in- 
stances, were exorbitant. 

Automatic toasters are still among 
the leaders in electric housewares sales 
volume. But the retail sales curve did 
not keep pace with production in 
1951. As a result practically all dis- 
tributors and retailers are reported as 
burdened with excessive inventories. 


Prices 


lhe last price increase on automatic 
toasters was made at the end of 1950. 
There have been no increases since. 
Some makers, however, reduced prices 
on one or two models at the manu- 
facturers’ level as a_ promotional 
measure. 

Like mixers, automatic toasters 
played an important role in the price- 
wars in the East during the summer, 
when leading brands were sold for as 
much as 36 to 43 percent below estab 
lished Fair Trade prices. 


The Market 


Allowing about 50 percent of 1951 
sales volume for replacements, toaster 
ownership has reached a total of 
28,862,000 or 70.5 percent of the 
40,967,180 wired homes. 

In estimating future sales potentials 
of automatic toasters a fact often over- 
looked is the abnormal volume en- 
joyed by toaster manufacturers in the 
past six postwar years. In that time 
18,485,000 automatic toasters were 


| sold. This represents 45 percent of 


the total wired homes in the country. 
With the average life of an automatic 
toaster being placed at from 12 to 15 
years and over, the question arises: 
How long can this accelerated rate of 
production and demand continue? 
For the immediate market there are 
still approximately 10,000,000 toast- 


| ers in use which were bought prior to 


| December 1942. 


There are also the 


| 12,000,000 or approximately 30 per- 


cent of the wired homes that do not 
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own any type of toaster. But it is 
somewhat optimistic to anticipate that 
demand will continue in the future at 
the same accelerated rate experienced 
since the end of World War II. There 
will be a good market in the new 
homes added each year. There will 
also be a continuing replacement 
market, but a levelling off to more 
normal volume should be expected. 


Outlets 


The distribution picture on auto- 
matic toasters remains about the same 
as before the war. Electric specialty 
dealers do the biggest segment of the 
business. Hardware retailers and de- 
partment stores come next, but as with 
mixers and coffee makers, the credit 
jeweler is giving the last two classi- 
fications serious competition. 

Although it was reported last Janu- 
ary that grocery and drug chain opera- 
tions were gaining, a survey of electric 
housewares wholesale outlets made by 
This Week Magazine (EM, Dec, 
1951, p49) shows these classifications 
doing a relatively small percent of 
the business. While this survey is of 
wholesale distribution, it is a good 
index of retail outlets as well, since 
electrical housewares distribution is 
strictly multiple; that is, electrical re- 
tailers buy only from electrical distrib- 
utors; jewelry stores buy only from 
jewelry distributors, and hardware 
stores from hardware distributors. 


1952 Forecasts 


According to informed opinion, 
wholesalers and retailers will be so 
busy trying to get out from under ac- 
cumulated inventories early in 1952 
that there will be no heavy buying, in 
spite of anticipated shortages which 
seem serious at this time. They have 
been fooled so many times in the past 
few years when production of most 
appliances have exceeded demand, 
that they will without doubt revert to 
old methods of cautious buying. 


Non-Automatic Toasters 


Non-automatic unit sales hit a new 
low in 1951, as they continued to de- 
cline in demand. A little over one- 
third of a million were sold (375,000). 
This is a drop of almost 50 percent 
below 1950. At an average retail 
price of $5.95, the dollar volume of 
non-automatics totalled $2,231,200. 
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ROBERTON 
SELLS FASTER BECAUSE 
LOWER PRICED, BETTER VALUE 


Coffee Makers 


GAIN | surpassing all previous 
records, coffee maker dollar 
volume in 1951 reached a total of 
$59,409,750. This is a 9.8 percent 
increase over 1950. Unit sales, how- 
ever (2,825,000 units) declined 5 
percent from 1950's record volume. 
Automatic coffee makers—perco- 
lator and vacuum types—accounted 
for approximately 60 percent (1,695,- 
000 units) of the total unit volume, 
and 73.5 percent ($43,646,250) of the 
dollar volume. 


Substitutions 


Allocations of metals, particularly 
copper, was a real challenge to coffee 
maker manufacturers early in the year. 
There was a mad scramble to re-tool 
various component parts so that sub- 
stitute metals and other materials not 
essential to defense could be used. 
Some manufacturers dropped coffee 
makers from their lines entirely. Oth- 
ers discontinued metal upper bowls 
and substituted glass. Still others re- 
tooled to use lighter weight stainless 
steel. The problem at hand was how 
to convert to non-essential materials, 
maintain a high quality product, and 
keep production schedules at full 
capacity. 


Inventories 


Sales in 1951 did not follow the 
usual seasonal curves at any level. In 
spite of confusion caused by shortages, 
many manufacturers expanded produc- 
tion, building warehouse stocks far be- 
yond usual. Distributors similarly did a 
lot of anticipatory buying expecting 
the mad rush of consumer buying to 


continue. As a result, many manufac- 
turers experienced an extremely soft 
market after the first quarter, and dis- 
tributors’ pipelines were loaded. 

Distributors’ stocks had worked 
down close to normal, however, as the 
Christmas season approached, but ex- 
treme caution was exercised in re- 
plenishing stocks. Industry opinion 
attributes this to a feeling among re- 
tailers that the terrific retail buying in 
the first quarter was actually borrowed 
from the fourth quarter. 


Prices 


Several coffee maker producers in- | 
troduced popular priced automatic | 
models retailing from $10.95 to $15.95 | 


in 1951. This reduced the average 
retail price of automatics from $27.95 
in 1950 to $25.75 in 1951. 
Automatic Coffee Makers 
The 1951 gain of over 14-million 
automatic coffee makers brings the 
total number in use up to 4,195,000 


or 10.2 percent of the 40,967,000 
wired homes in the country. Factors 


said to contribute to this increased | 


popularity of automatics are: 1) An 
increasing number of satisfied users 
who are converting friends and neigh- 
bors to this luxury item which has be- 
come a symbol of a higher standard of 
living; 2) An increasing trend toward 
the automatic in all types of electric 
equipment—“‘set it and forget it” has 
become the homemaker’s credo. 3) 
The entrance into the field of popular- 
priced brands brings automatic coffee 
making to an entirely new income 
(Continued on next page) 














“THAT'S AN EXCELLENT SET YOU FELLOWS PUT OUT. . 
IN LOVE WITH IT DURING THIS FREE TRIAL PERIOD .. . 
BUT | CAN’T SEE MY WAY CLEAR TO BUY ONE RIGHT NOW. . .” 





. HEH, HEH... 1 FELL 
1 SURE WILL MISS IT, 
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Lawn-Edger 
Hedge-Trimmer 
Combination 


This unique labor-saver 
sells on sight! Shining 
blades, bright maroon — 
handle and grey mounting 
turns lookers into buyers! 
Light weight and balance 
and safety-switch on cord 
makes on me 
Simply interchange 
bledes on the job. Priced 
to sell fast! 

















Lowest Priced 
Self-Propelled 
Reel Mower 


Latest model in the 
15-year-old line of 
ROBERTON electric 
mowers. Cuts at rate of 
400 sq. ft. per minute 
+ + + No engine racket 
or trouble .. . 
Increasingly Popular 
for smaller lawns... 
5-blade 4-spider 
18-inch reel, floating 
handle . , Priced 
to sell fast! 





49s 34,049), ER 
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SEE US IN SPACES 94 and 95, ON THE 17th FLOOR, AT | Blectri 
THE CHICAGO FURNITURE SHOW, JANUARY 7-18, 1952. © Siaunewares 
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COFFEE MAKERS 
1951 1950 
RS Se 2,975,000 
crea” Average Retail Price.......... $18.00 
$59,409,750 ......... GEE WIR. oc occecs $54,101,250 
(Jan. 1952) (Jan. 1951) 
20,070,000 ......... Homes Owning......... 18,657,500 


Only ONE MINUTE h as 20,897,000 .....--- Homes Without... . 20,386,500 
this trouble-free gear | group; +) Automatics eliminate guess- good sellers in the jewelry trade. When 


work and provide the same quality automatic coffee makers appeared, 





, 7 brew day in and day out. they were handsome enough to fit into 
Quieter, Smoother Running, Dependable. ; the giftware type of merchandise 
This Gear Saves You Service Calls. Makes voends specialized in by jewelry stores. Today 
You More Money. Although there are more percolator credit jewelers all over the country say 


type automatic manufacturers in the the automatic coffee maker is their 
field now than there are vacuum type _ top electric housewares item. 





















Down under every One Minute 


Washer, at each of five attractive oe) a : om v8 = _ - _— 1952 Forecasts 

testi : enly divided between the two. One 
price ranges, is One Minute’s ex- eS manufacturer, however, reports a con- Restricted production of non-essen- 
Cie tetas Ger ee | — } sumer survey which revealed a 54 per- tial consumer products in the first six 
Cm, qt: end. Grune inn, cent preference in favor of automatic months of 1952 is predicted by Wash- 
peri te pape aos saan percolator-brewed coffee. ington, and automatic coffee makers 
ies aamtes. cnet aateat ‘i it 1 Outiete are considered luxury items. If these 


predictions materialize, together with 

While the electric dealer sells the the severe copper cut backs ordered in 
largest portion of automatic coffee the last quarter of 1951, the general 
makers, the credit jewelry store runs consensus is that there may be some 
3 a close second. Percolator and urn shortages of better known brands 
= coffee serving sets have always been after the first quarter. 


ance for your customer. It cuts 
service calls to the bone and 
makes possible more honest-to- 
goodness bankable profit for you. 


Only the new stylish One Minutes 
qb have this rugged gear PLUS 

. heavier, sturdier construction 
throughout—PLUS style, beauty, 
performance that catch the cus- 
tomers’ eyes. 


See us at the show . . . or write 
or wire us for complete details. 






Waffle Irons — 
Sandwich Grills 


FIVE PURSE-POPULAR MODELS IN 
Gnefflinite 


One Minute 
Gives You America’s 
Most Beautiful Drain 
Tubs. 





— AFFLE ‘rons and sandwich nated entirely the straight waffle iron 
kK \ grill units of all types, singly from their lines. 
———_—___ and in combination, declined 26 per- 
i cent in 1951 from 2,535,000 units in The Market 


1950 to 1,875,000 in 1951. At an The big market for waffle irons is 


in the gift trade. Modern waffle 
makers, singly and in combination as 
waffle-baker grills, are beautiful table 
pieces that make excellent gifts for 
all occasions—weddings, Christmas, 
Mothers’ Day, etc. 


| | average retail price of $17.95, the total 
h—r H} dollar volume amounted to $33,656,- 
ie % | 300. This is only a 21.7 percent drop. 
o~" Only 20 percent of the total sales, 

or 375,000 units, were in the waffle 
iron-only classification. This is 45 


>~f—— percent under last year’s total. The 
aS balance, or 1,500,000 units, were 


Finished in gleaming white ‘Su- 
perclad” enamel, these distinc- 
tive one-piece drain tubs blend 
into the beauty of the most pre- 
tentious utility room yet retail at 
prices which assure mass market 





sales. > sandwich toasters and combination New Models 
— j waffler-griddles. A new, square, single purpose waffle 
Come in single and double tub a As the trend toward dual-purpose, iron was introduced by Westinghouse 


styles, each highly popular with 
trade. Also a full line of single 
and double galvanized tubs. See 
us or write 


deluxe combination waffle-baker grills at the Housewares show in Atlantic 
r} increased in 1951, several manufac- City in July. ‘This is a deluxe piece 
turers reported that they have elimi- of equipment designed especially for 


TWO YEARS STATISTICAL SUMMARY 
—— _— — SANDWICH GRILLS 










CONSUMER 












1950 
APPROVAL ACROSS Washer Company | 1,875,000............ —.... 2,535,000 
THE NATION oo . Pa Average Retail Price.......... $17.00 
KELLOGG @ IOWA Be Retail Value......... $42,968,200 
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Saas 


Something REV, 


Has Been Added! 
Guaranteed 5 Years! 


te the trade, a fan is a ‘‘traffic’’ item—and the more 
reasons there are why it will sell fast, the better the 
trade will like it. 


To the public, a fan is an investment for years—and 
the more they're assured it will last for years, the more 
readily they'll say, “O.K.—1I'll take that one.” 


Now Fasco wraps up both those objectives in one 
industry-pacing move—putting a 5-YEAR guarantee 
on the six best-sellers shown on this page. 


What about dealers’ present stocks, which now carry 
a 1-year guarantee on the Fact Tag? Very simplel 
Write Fasco and state the number of such fans in your 
stock. Replacement Fact Tags, with a 5-year guarantee, 


will be sent you free, at once. . 


BE SMART! 
Play the leader! Order Fasco—the only brand that 
backs your selling efforts with this sensational, sure-fire 


guarantee! 
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Model 163 
16-inch oscillator, 3 speeds 





Model 55 
12-inch floor fan, 3 speeds 





Model 127 
12-inch oscillator, 3 speeds 





Model 40 
10-inch floor fan, 2 speeds 





Model 165 
16-inch pedestal oscillator, 3 speeds Model 101 


10-inch oscillator, | speed 


merly F. A. SMITH MFG. CO. INC 


j FT tisdetries, Inc. 


ROCHESTER 2, N.Y 
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nce upon a time 

there was a small boy named 

James George Weatherbee, Jones III. 

Only it was a lot easier to call him Jimmy, 
so most people did. 

When Jimmy got to be about so big, 

he went to school and learned a lot of strange 


and wondrous things. 





He learned reading and he learned writing 
... how to paste and how to draw. Only he 


wasn’t very interested. 


a6 


Then one day the teacher started talking 





about 2 and 2, and 2 apples and 2 oranges 
and things like that . . . and a great light 


dawned on James George. His mental 


PAGE 170 


wheels and cogs started turning and spin- 
ning and throwing off sparks . . . and he 
developed into a WHIZ. Whenever the 
teacher asked a question about numbers, our 


hero was always the first to answer... 


“How much is 5 times 2,” asked the teacher. 
“10,” up-piped James. 


“How many apples can Henry buy if apples cost 2¢ apiece and 
he has 10¢?” 


“5,” said Jimmy. 


“If John has 20¢ and apples still cost 2¢ apiece—how many 
apples can he buy?” 


“John can buy 10 apples-or twice 
as many as Henry—because John 
has twice as much money as Henry,” 
said James G. W. Jones III. 





Well, to make a short story longer, Jimmy 
Jones grew up to be a Math-e-mat-i-cal 


genius. 


He graduated from one high school and a 
lot of colleges, added some more initials to 
the end of his name. And then he was an 


E-con-o-mist. 
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Which is an e-con-o-mist’s way of saying... 


“John has 20¢ so he can buy twice 
as many apples at 2¢ a piece as 
Henry, who has only 10¢.” 


What has all this to do with 
you...andus... 


‘ . | . ; and what we both sell? 
He went to the big city and worked ina big - 































building called the Department of Reports Just this . . . 


and Numbers. 


And one day in 1951, he made a report. 





It makes good sense to sell any 
kind of quality product to the 
people who have the money to 
buy ... and buy more. 


Said he....... 





Aer “The key to present and future profit- 
able sales possibilities for consumer goods 
and services is found among higher income 
families—the families in the top fifth of 
the market. These families earn more, spend 
more and save far more (even after taxes) 
: ; Commercial 
than any other group in the nation.” 
The families who read TIME 


(like John who bought the apples) 


“As family income increases, total spending have twice as much money as Henry. 


and total savings per family steadily rise. 





Families in the top fifth spend much more TIME The Ve 


Rockefeller Plaza New York 20, N. Y., 
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as a market—than any other income group.” 





THERE’S BIG 


These 
are the big 
SELLING ADVANTAGES 
that make 


PRESTELINE ) 


The trend toward built-in cooking units 
is here to stay! It’s growing fast! Eager 
inquiries are pouring in . . . more every 
day! Here’s a tremendous merchandising 
opportunity for the alert dealer who 
knows and sells the best... PRESTELINE, 
the Built-in Electric Range that offers all 
the new advantages at a modest cost... 
that can be installed easily and inexpen- 
sively in any kitchen! 





DIFFERENT! 


Fits standard 
kitchen 
cabinets 

* No danger of 
Requires no heat damage 
expensive * 
remodeling! 


Eye-level My 
automatic oven 
largest on the market! 
metal and asbestos * 
give ABSOLUTE 


protection! Individualized 


cooking tops 
any number... any 


Eye-catching arrangement! 


decorator colors 
and 
non-tarnish 
metal finishes! 


Da ) ISS i ANNI 


_ (ara 
i Presteline Appliance Division 
il ™ Leeson Steel Products, Inc. 
const yct 666 Lake Shore Drive 


ces? ae \ Chicago 11, Illinois 
est 


Please rush us complete information 
about the new Presteline Built-in Ranges! 


NAME 








ADDRESS. 


CITY. 





] 





Electric Housewares 





gifts, and it is large enough to make 
four large size waffles in one cooking. 

Arvin redesigned their Lectric Cook 
combination grill-and-waffle iron in 
the fall, with rounded off exterior sur- 
faces, and modernistic rests. Universal 
also redesigned their Cook-A-Matic 
waffle baker early in the year. 


CONTINUED FROM PAGE 168 





Appliance dealers, de —— stores 
and jewelry stores sell most of the 
higher-priced models. The jewelry 
trade regards the deluxe waffle baker 
as its third largest seller in electric 
housewares line. Lower priced sand- 
wich grill-waffle iron combinations do 
a large business in drug stores. 


Shavers 


HAVERS were one of the few 
appliances in the electric house- 
wares group that closed 1951 with 
practically no inventories. Units sold 
totalled 2,200,000, but according to 
one of the leading manufacturers the 
total volume for the year would have 
exceeded this amount by another }- 
to 4-million if it weren’t for govern- 
ment restrictions on nickel and copper. 
A new record in dollar volume was 
rung up with a total of $53,900,000. 
This is a 6.68 percent increase over 
the previous dollar record in 1950. 


The Market 


The market for electric shavers is 
not measured by the number of wired 
homes in the country. It is many 
times greater, consisting of over 50- 
million men in the country, plus an 
additional million and a half boys who 
reach shaving age each year. 

In addition, there is a continuous 
trade-in and replacement market for 


shavers. A shaver used once or twice 
a day, every day in the year, begins 
to show signs of wear after its fifth or 
sixth year. When it needs repairing, 
the small difference between = cost 
of repair and a new model frequently 
swings the user over to the purchase 
of a new model. 

Demand for shavers as gift is also 
high. Christmas and birthdays are 
the favorite occasions. 

Electric shaving has really caught 
on in the past six postwar years, dur- 
ing which time 12,340,000 shavers 
were sold. One manufacturer sums 
up the future of the shaver as follows: 
“As the electric shaver passes from a 
novelty or promotional item to de- 
mand merchandise, the yearly volume 
will continue to increase.” 


New Models 


New designs, styled for easier hand- 
ling, were brought out in 1951 by 
leading makers. Extra long shaver 








Lente SHOULD SEND IT TO THE LAUNDRY ‘CAUSE IT WON’T FIT IN THE WRINGER 
ND A WET BLANKET IS SO HEAVY, ae ww, HUSBAND PROMISED ME A WASHER, 











JANUARY, 1952—ELECTRICAL MERCHANDISING 





TWO YEARS STATISTICAL SUMMARY 


SHAVERS 
1951 





2,200,000 
24. 
$53,900,000 


(Jan. 1952) 
12,270,000 
28,697,000 


heads with from three to nine times 
more cutting surface, redesigned 
motors, and _ easicr _ start-and-stop 
switches are features of the new, faster 
models. 

One manufacturer named his new 
mode] the “60” after a shaving-time- 
test made by the U.S. Laboratories, 
in which 56 men accurately recorded 
their shaving time for ten days. The 
test revealed that an average shave 
with the new model took only 60 


N 1951 oven broilers maintained 

the 4-to-l lead over table broilers 

which was established in 1950. Sales 
for the year were as follows: 

Units 

sold 


Avg. 
Ret. P Total 
Table type 

broilers 
Oven type 
broilers 


63,000 $11.95 $753,000 
234,000 24.98 5,842,000 
The new broiler-rotisserie combina 
tions—1951’s variation of oven-type 
broiler equipment—sold as follows 
15,000 $40 $600,000 
This totals 312,000 units overall, at 
an estimated retail value of $7,200, 
000, which is an increase of 17,000 
units over 1950 sales, although the 
dollar volume is down $160,000 


Inventories 


Broiler inventories, at the end of 
1951, were not heavy in any market 
except metropolitan New York. Here 
stocks were so large in the summer 
and fall that some jobbers who made 
heavy committments in the first quar 
ter were forced to engage extra ware- 
house storage space. 

Movement of broilers at retail did 
not keep pace with shipments. They 
started to bog down in March, and 
came to almost a complete halt in 
April. 

Since 1933, 
broiler was 


when the first table 
introduced, the broiler 


Homes Owning 
Homes Without 


Units Sold 
Average Retail Price 
Retail Value 


(Jan. 1951) 
11,187,500 
27,856,500 


seconds. A non-electric shave aver- 
ages much longer. 

Department stores, jewelry and drug 
stores account for a large portion of 
shaver sales. Electric appliance stores 
come next and hardware stores and 
men’s furnishing stores sell the rest. 

The average retail price for shavers 
increased from $23.50 to $25 in 1951. 
However, shavers, like most other elec- 
tric housewares, were victims of price 
cutting in the summer of 1951. 


business has had many ups and downs. 
A large number of companies entered 
the business in 1938 and 1939, and 
dropped out again when consumer in- 
terest in broilers waned. Again in 
1946 many of the old companies re- 
entered the broiler industry. Many of 
them were not manufacturers, they 
merely bought parts and assembled 
the product. Today most of these 
assemblers have faded out of the pic- 
ture. Manufacturers that really en- 
gage in making this product have nar- 
rowed down to about five. 


The Market 


Prior to World War II, New York 
absorbed about 90 percent of all 
broiler sales. The pattern of demand 
has not changed much this year, al- 
though some companies have made 
efforts to open other markets. Broilers 
are said to be gaining in acceptance 
in metropolitan Boston, Chicago, Los 
Angeles and in Southern California. 

There is no market for broilers in 
areas where frying is popular. People 
in these sections need complete re- 
education to a new taste in meat cook- 
ery before broilers will sell in any vol- 
ume. 


New Products 


The new portable broiler-rotisserie 
combinations introduced in 1951 pre- 
(Continued on page 176) 


TWO YEARS STATISTICAL SUMMARY 


BROILERS 
1951 





Average Retail Price 
... .- Retail Value 


ELECTRICAL MERCHANDISING—JANUARY, 


1952 


With the Elgin line you can deliver 

kitchens to fit every wall space, with 

the most modern developments in 
kitchen planning. 

Sink units—wall, base and utility cabinets 

— corner cabinets with or without revolv- 

ing shelves — tray cabinets — plus the many 

convenience accessories have made Elgin the 

outstanding choice of America’s Homemakers. 


Full factory and 
distributor cooperation 


plus 


Quality Steel Kitchens 
2s an unbeatable 
ambination. 


—— 


L/7 
STEEL KITCHENS 


ad For complete information about dis- 


tribution and franchises write today. 


ELGIN STEEL KITCHENS 


ELGIN, ILLINOIS 
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Greatest TV set in TV history. 
Can now demonstrate on 
indoor rabbit ear antenna. 
It’s another RCA year. 


F. K. Bartch, 
Columbia, Pa. 


The top TV set for 1952. 


Quality and performance 


superior to all competition. 


mRCA\ICTOR FL ==. 


Oh Brother, it’s terrific, 


haven't lost a sale against 


Super Sets with 
Picture Power #2222 


Harrisburg, Pa. 





= 
Pais HARRISBURG, PA.. where television is challenged 
to its utmost performance by every receiving problem 
in the book, come these dealers’ reports that Super Sets 
with Picture Power proved to give the strongest, ; < Very well pleased— 
sharpest picture in TV history. 5 picture quality best 


, ’ : . of all. Audio Superior. 
Picture Power is selling fast... opening a new market 


in these areas where good reception was formerly Garden Spot Appl., 
thought impossible. Here is the startling improvement Lititz, Pa. 
you ve been waiting for to sell the television “hold-out” 


buyers on your list. 


And remember — these enthusiastic reports from poor 
reception areas mean Super Sets will naturally deliver 


the ultimate in picture perfection in good areas. 
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Finest picture I have 
ever seen on a 17-inch 


set. It is perfect. 


Jac. B. Fisher, 





Elizabethtown, Pa. 





Superior to competitive 
sets in picture-hold 


and noise rejection. 


Carl Arnold, 
Middletown, Pa. 





It’s one swell set. It’s 
the best on the market. 


Longenecker Pharmacy, 
Christinna, Pa. 





A wonderful line—works 
without booster, only set 
that gives satisfactory 


performances in our area. 


Gettysburg Appl., 
Gettysburg, Pa. 
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This is the finest TV set on 
the market. Have yet to lose 
a sale to any competition. 


R. W. McCreary, 
Denver, Pa. 








For picture and tone as 
well as power—RCA 
is in a class by itself. 


Leader’s Music House, 
Dallastown, Pa. 








RCA Victor Super Set tele- 
vision with Picture Power is 


tops in every way in our area. 


Hostetter’s Radio 
& TV Service, 


Annville, Pa. 





We at Freed’s think the 
new RCA Victor Super 
Sets with Picture Power 


are tops in the industry. 


Freed Motor Co., 
Pottsville, Pa. 


RCAVICTORs 





175 















































Iw wee 








wats 

Suckice:S pass ace 
And OW su o Be 
Power to Make = ~— =n 


EXTRA SALES, EXTRA PROFITS 


because it’s America’s STAND-OUT Flashlight Battery! 


Those eye-catching Burgess zebra stripes pack a terrific 
sales punch for you! Designed to attract customer attention 
. carefully engineered of only highest quality materials, 
Burgess Flashlight Batteries fill the bill for fast 
turnover and repeat profits. 
Stock Burgess Now! Cash in on the high volume 
flashlight battery market in your territory! 
























Sales-Proved, Self-Service Displays 


Burgess zebra stripes have proved 
eye appeal—and these self-service 
merchandisers clinch sales on the 
spot. Two sizes: 12V holds 
one dozen cells, 48V holds 
four dozen—both displays 
designed to give mass 
effect in minimum counter 
space. Order yours! 


BURCESS BATTERIES 
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sent a new trend in cooking equip- 
ment. Barbecuing is not new. But it 
has become more popular in the past 
few years as interest in outdoor cook- 
ing increases. For this type of use the 
portable combination broiler-rotisserie 
is a natural. 

The fact that some leading electric 
range manufacturers have added a bar- 
becuing attachment for use in their 
range ovens bears out this trend. 

Addition of the rotisserie feature 
will also serve as an opening wedge 
for broilers in regions where they are 
not at present acceptable, since rotis- 
serie cooked meats are acceptable to 
almost all palates. 


Promotions 


Demonstration is the best medium 
for promoting broilers. Some manu- 
facturers have a permanent staff of 
demonstrators who cover the broiler 
territories all year around. Cooperative 
advertising with name stores at the 
local level is the next best means of 
promoting broilers, and one of two 
utilities are reported to have success- 
fully promoted broilers among their 
employees and customers. Local TV 
demonstrations in local areas is also 
reported. 
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Prices 


Broilers were one of the big items 
in the June price war, when large 
quantities were sold under manufac- 
turers’ costs. In this connection, one 
manufacturer reports that the price 
war on some items (including broilers ) 
still exists, but has floundered badly in 
recent months. Consumers are no 
longer buying. It is the opinion of 
expert observers that consumers have 
lost confidence in appliance prices and 
are now waiting for further reduc- 
tions. 

In addition to the price war, the 
price structure of broilers was also hit 
by the fact that some manufacturers 
made drastic price cuts at the manu- 
facturers level. 


Outlets 


The small independent appliance 
dealer does the largest volume in 
broilers. It is the consensus of the 
broiler industry that while department 
stores provide a certain amount of 
volume and give the product exposure. 
they are handicapped by problems of 
salesmanship. Jewelry stores are said 
to have done an increasing volume in 
broilers in the past few years. 


Blenders 


AFFROXIMAT ELY 260,000 blend- 
ers valued at $10,270,000 were 
sold in 1951. This sets a new record in 
dollars and in the number of blenders 
sold for household use. It is an in- 
crease over 1950 of 15.6 percent in 
units and 21.7 percent in dollars. This 
record was achieved, even after the 
1950 figures were revised upward 40,- 
000 units, from 185,000 to 225,000 
units. (Our blender figure each year 
is only roughly estimated because 
NEMA blender sales are grouped 
under a miscellaneous classification 
called “Small Powered Housewares,” 
in which figures are given in dollar 
volume only). 





Manufacturers’ and retail sales 
curves in 1951 were completely re- 
versed from the normal pattern 
Starting with a tremendous volume in 
the first quarter, retail sales dropped 
to a new low in April and never picked 
up again until early in November. 
Manufacturers’ sales, on the other 
hand, got off to a slow start in many 
instances, because of government re- 


strictions. They were just gathering 
momentum when the retail curve 
slumped. 


Distributors’ inventories at the end 
of the year, however, are said to be 
lighter in blenders than in most other 

(Continued on page 178) 
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BLENDERS 
1951 1950 
PP Te ye! Cl lO 25 
(Jan. 1952) (Jan. 1951) 
Cl "=e Homes Owning........... 827,800 
POSIT MSS ccccccve Homes Without........ 38,116,200 
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PERMAGLAS 


| [stand Forem 


in water heater SALES PROMOTION 


A.O. Smith provides unqualified leadership for its dealers 
as merchandisers in their communities. Everything that you, 
as a dealer, can use to identify yourself with A. O. Smith 
and Permaglas water heaters is available . . . PLUS 
demonstration kits which no other water heater manufacturer 
can furnish. 


Just as Permaglas is First and Foremost in national 
advertising and in water heater value, it is First and Foremost 
in sales promotion. Permaglas offers everything to 

A. O. Smith dealers in one package: 


1. Identification materials 
2. Attention-compelling Displays 
3. Direct-mail, radio, TV and newspaper advertising 


4. Convincing demonstration materials that “ring the bell" 
with prospects 
5. Liberal cooperative merchandising plan. 


o L 
AUTOMATIC WATER HEATERS 


SALES: Boston 16 + Chicage 4 + Dallas 2 « Denver 2 « Houston 2 
Les Angeles 12 « Midland 5, Texas « Milwavkee 2 « New York 17 
Philadelphia 3 + Pittsburgh 19 + Seattie 1 « Washington 6, D.C. 


SERVICE: Chicago 17 + Dalles 1 « Los Angeles 12 + Union, N.J. 





Division: Mi 1 © Licensee in Canada: John Inglis Co., Ltd. 
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For complete information on 
A. O. Smith profitunities in your 
area, mail the coupon... today! 


n 
Water Heater Division, Dept. EM-152 

Kankakee, Illinois 

Without obligation, please send me complete information on 


Permaglas Water Heater and Registered Retailer Profitunities 
in my area. 


Name 
Firm 
Address 


City 










at the... 


HARDWARES 
SHOW 


BOOTHS 520-522 




















A line you will want to acquire, designed for best per- 
formance, good looks and to sell. Priced right. A generous 
assortment of sizes and types that people want. Over fifty 
models. All will deliver lots of air, quietly and for long 
years. Excellently built. You cannot tie up with a 
better prospect for profits. 










































































A WONDERFUL NEW 
REVERSIBLE WINDOW FAN 













A BEAUTIFUL, HANDY, 
LOW PRICED PORTABLE FAN 

































































ATTIC FANS 





































The Hy-Duty line will 
supply your needs for 
centrifugal blowers, 
SINGLE INLET... 
DOUBLE INLET... 
DIRECT DRIVEN 
UTILITY UNITS. 5” to 
25” wheel diameter, 
a few hundred CFM 
to 25,000. Compact, 
strong, top delivery, 
certified ratings. 






24” WINDOW FAN 
Cabinet and Floor 
Types Also 





















LOTS OF PRACTICAL PLEASING SELLING FEATURES YOU 
WILL WANT TO KNOW ABOUT. Send for Literature 


SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 
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electric housewares. Said one manu- 
facturer, in commenting on inventor- 
ies: “If the general upswing in retail 
buying continues through the holiday 
season, many distributors may find 
themselves short on blender stocks.” 


Saturation 


While a large number of blenders 
have been sold for commercial pur- 
poses since they were first introduced 
13 years age, the number sold for 
household use has only now passed 
the million-mark in 1951—a total of 
1,070,000 units or 2.6 percent of the 
wired homes in the country. 

Interest in the blender as a house- 


| hold device has been steadily expand- 


ing as homemakers learn of its versa- 
tility. In the past year, for instance, 
when frozen juices became accepted 
as a breakfast food, the blender be- 
came a regular, prominent part of 
breakfast preparation. The success of 
frozen juices depends largely on proper 
aeration of the diluted concentrate. 
The blender performs this function in 
a few seconds. 

In addition to mixing beverages, 
light batters, sherbets, purees and 
sauces, the blender still plays an im- 
portant role as a health device. For 
example, more food value is believed 
to be assimilated in liquid form, there- 
fore people on restricted diets find the 


| blender valuable. 





No new models were introduced in 
1951, although some manufacturers 





ANoTuES 725,000 deep fat fryers 
were sold in 1951 at an average 
retail price of $28.50. This brings the 
total number sold in two short years 
to well over the traditionally hard-to- 
reach first million. 

National distribution on some 
makes has only recently been com- 
pleted, yet many companies report 
that the volume of orders coming from 
established markets has made it neces- 
sary to put fryers on allocation. 

Fryers have been found to sell better 
in some marketing areas than others, 


DEEP FAT FRYERS 
1951 
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substituted porcelain enamel for some 
of the chrome plated trim. These 
changes were favorably accepted by the 
trade, and in no way affected 
performance. 


Promotions 


Vigorous promotions were main- 
tained by manufacturers in 1951 with 
national advertising in newspapers and 
consumer magazines and with demon- 
strations in retail stores. Demonstra- 
tion is still the best means of getting 
the blender story across to the public. 
Television demonstrations, which have 
become so popular in promoting iron- 
ing machine and flat iron sales, are 
also proving successful with blenders. 
One manufacturer whose TV demon- 
stration program was concentrated on 
the health factor of the blender is 
reported to have had very favorable 
results. 


Outlets 


Department stores and appliance 
stores where demonstrations are con- 
ducted are said to be the best retail 
outlets for blenders. One manufac- 
turer is reported doing a big business 
through the health food stores which 
are springing up throughout the coun- 
try. A mail order house is also re- 
ported as doing an outstanding volume 
in blender sales through the use of 
personalized demonstrations in its 
chain stores in Mexico and in the 
United States. 


depending on the eating habits of the 
people. Markets where they have met 
with better than average acceptance 
include Seattle, Los Angeles, and Oak- 
land; Dallas and San Antonio; Pitts- 
burgh, Detroit, Milwaukee and Balti- 
more. 

A survey of restaurant eating habits 
made by one manufacturer shows that 
seven out of ten people order their 
potatoes French fried. In the prepara- 
tion of potatoes alone, this appliance 
fulfills a long felt need in the home 

(Continued on page 180) 
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Tie-in with 
America’s fastest-growing 
non-soap 
detergent 


1. BRINGS “LOST” SALES BACK TO LIFE! 


No-Rinse Surf can turn your wringer-type machines 
into work-saving wonders—and save the sales you 
may lose when customers want an automatic, but 
balk at the cost! Just tell those customers: “With 
No-Rinse Surf, all you do is wash—wring—and the 
dirt rolls out!” And of course it’s equally ideal for 
automatics! 


NO-RINSE SURF 


*1949 to date 


Heres how No-Rinse Surf helps you increase sales: 


2. KEEPS CUSTOMERS CONTENTED! 


You're sure she'll stay sold, when you endorse 
Surf for use in your machines! Because No-Rinse 
Surf leaves not a bit of scum on the clothes or 
in the machine! It saves water! Saves work! 
Even in hard water, Surf floats the dirt away. No 
need to bleach or blue. Surf gets clothes clean 
to the eye, soft to the hand and so fresh-smelling! 


Free Years Supply of = 
NO-RINSE SURF [2 
with every washing machine 


3. NOW! PULL PROSPECTS IN WITH 
THIS PROVED SURF PLAN! 


Tie-in with the tremendous success of No-Rinse Surf 
—as dealers everywhere are doing! Offer a free case 
of Surf with every purchase of a machine — and 
watch the customers pour in! For full details of 
the plan, write Lever Brothers Company, Dept. 379, 
80 Varick Street, New York 13, N. Y. 


P. S. IT’S THE ONLY WASHDAY PRODUCT APPROVED BY THE U.S. TESTING CO. FOR “NO RINSING,” TOO! 
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SUB-ZERO 


Upright freezers 


~  There’s a real premium on 
floor space in most homes these days. 
That’s one big reason why Mr. and Mrs. 
America are buying more Sub-Zero freezers than ever 
before. They save lots of space . . . and have their 
frozen foods at their finger tips (instead of having 


\odet 





to “dive” for them). No wonder that 
Manitowoc Sub-Zero has become such a 
popular and profitable line to handle! 


18-5 





18 cu. ft. 





Look 
at these 
features! 


*% Clean, Simple Design 
% Separate Compartments 
*% Therma-Seal Protection 
% Fiberglas Insulation 


| MANITOWOC EQUIPMENT WORKS, Manitowoc, Wisconsin 
| Gentlemen 
| Please rush me all the details on your SUB-ZERO freezers 
and the new Ten-ten freezer-refrigerator combination. 
ion: | NAME 
attention: ‘Tewes 
. visitors to the House- | TITLE 
wores ond Appliance 
Shows . be sure to =| COMPANY 
see the SUB-ZERO dis- | a 
play in Rm. 1422 — Mer- ADDRESS 
chandise Mart l 
| CITY STATE 


{| DISTRIBUTOR DEALER 


A Division of Manitowoc Shipbuilding Co MANITOWOC, WIS. 



































“WHO'S THE CLEVER BOY WHO ORDERED A DISHWASHER DEMONSTRATION?” 
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% Cold-Hold Inner Doors | 


% Sealed-for-Life Compressor 


MANITOWOC EQUIPMENT WORKS 





Its use should not be confined, how- 
ever, to the preparation of potatoes 
and doughnuts. 

One company reports that its home 
economics department is deluged with 
requests for special recipes for sea- 
shore specialities such as clams, shrimp 
and oysters; poultry dishes; and new 
ideas for croquettes and léft-overs. 


Promotions 


In the past vear national advertising 
campaigns in women’s service maga- 
zines have been sponsored by leading 
manufacturers, as well as dealer coop- 
erative advertising at the local level. 
Radio and TV demonstrations have 
also been used effectively by several 
manufacturers. 

It is also an ideal item for utility 
promotion, since it is a good load 
builder—with an estimated average 
consumption of 100 kw. hrs. a year. 
It lends itself to cooking school dem- 
onstrations, and some utilities that 
have taken on the fryer are said to be 
enthusiastic about it as an approved 
method of electric cookery. 


New Models 


Three electric housewares manufac- 
turers have added fryers to their lines 
in 1951. Presto announced a 6 qt. 
square model in January. Handyhot 
and Knapp-Monarch _ introduced 
round models at the Housewares show 
in July. 

Improvements in existing models 
show a trend toward larger, family- 
size capacities. Dulane and Finders 
brought out larger models. A steak 
rack and a fine mesh popcorn basket 
have been added as accessories by 
Dulane. 

Most leading brands today have sub- 
stituted white porcelain enamel for 
the original chromium outside shell, 
in compliance with government re- 
strictions on metals. 


Prices 


The average retail price for the year 
has jumped from $24.95 to $28.50. 
In the opinion of some retailers, par- 
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ticularly department store buyers, this 
high retail price has retarded sales in 
some areas. 

Electrical specialty stores and de 
partment stores where demonstrations 
can be conducted have accounted for 
the greatest fryer volume. Jewelry 
stores come next, since the fryer has 
gift appeal, especially for wedding 
presents. End 









| 
| Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 
RICHMOND 


—with one 
out of every © 
two sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market... but 
also frequently sells as 

much as the next several 

brands combined! 


| 






BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, ind. 
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Gy LENITH FRINGE-LOCK 





New Zenith Invention 
Brings World’s Finest 
Fringe Area Picture 


See the picture at left above? That's fringe area reception on ordi- 
nary TV. Vertical “wobble” and horizontal “roll” are caused by 
ordinary fringe area interference. New Zenith ‘Fringe Lock” Con- 
trol Circuit blocks out interference, concentrates on picture signal 
alone, gives you far better picture shown at right. 


Sells television’s toughest customers on sight! 
Means faster, easier sales, more profits for You! 





They’re television's toughest customers . . . the folks who live in long-famous Zenith built-in quality . . . to sell 2// your prospects 
remote “fringe areas.” But show them Zenith’s remarkable new quickly and keep them sold! You get more sales, more satisfied cus- 
Distance-Reception, and, brother, you’ve made yourself a whole tomers, /ess dissipation of your profits through costly customer 
stack of sales! complaints and “call back” servicing. 

It’s Zenith’s new “Fringe Lock” Control Circuit in action... Check your Zenith Distributor now about these three new 1952 
bringing the finest fringe area picture in television! What’s more, models. See them. Demonstrate them. They'll prove to you be- 
this sensational Zenith invention teams up with Zenith’s “Elec- yond a doubt that—in fringe area and TV center alike—Zenith 
tronex” Tube, Custom-Tuned Miracle Turret Tuner... and with sales are easier sales. Zenith profits are profits you can keep! 


1952 Zenith" Fielding” Table 
Model. A sales sensation! 
Mahogany Pyroxylin. 17- 
inch “Electronex" Tube. Also 
in Blonde. Model J2030R 


1952 Zenith “Galsworthy” Console. 18th Century 1952 Zenith Kipling” TV-Radio-Phonograph— 17-in. 
motif in Mahogany veneers and hardwoods. 17-inch “Electronex” Tube. Cobra-Matic Record Player, Super- 
“Electronex” Tube for world’s finest ‘full-focus” picture. Sensitive FM and Long Distance AM. Mahogany solids 
New Dust-Proof Picture Screen. Model J2042R and veneers. Model J2868R 


ZENITH RADIO CORPORATION « Chicago 39, Illinois 
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NOW! G.E. OFFERS PROFIT-MINDED DEALERS 


2 Great New ROOM AIR CONDITIONERS | 


G-E DESIGNED +» G-E ENGINEERED + G-E MADE - G-E TESTED 


THE NEW G-E LINE consists of a 4 and a %4 hp. window-sill room air conditioner...quiet as a kitten... 
smartly styled by Walter Dorwin Teague Associates...loaded with easy-to-demonstrate features 


2 


* Triple Air-Focus Grilles 


Features that tell a 


* Whiskaway Stale Air Exhaust 


* Quiet-Flow Blowers 


real comfort story: 


* Feather-touch Comfort Selector Dials 


* Permasealed Cooling System 


It’s cold now, brother—but there’s a hot time 
a-coming...this summer! Then smart deal- 
ers will be selling these great new G-E Room 
Air Conditioners to simmering Americans. 

Here’s a long-margin major appliance 
with a selective franchise—to sell when other 
lines slumber in hot weather doldrums. Im- 
agine yourself telling heat-wilted prospects 


about these EXTRA comfort features. Con- 
sider how G. E.’s top-notch reputation makes 
sales easier. Sold? Then why not sell G-E 
Room Air Conditioners this summer? See 
your G-E Room Air Conditioner distributor 
today for full information. General Electric 
Company, Air Conditioning Division, 
Bloomfield, New Jersey. 


You can put your confidence in— 


GENERAL @ ELECTRIC 
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PROMOTION THAT FOCUSES 
ON SALES: 


NATIONAL ADVERTISING...Look for 
an outstanding ad-series in The Sat- 
urday Evening Post. Reprints for 
dealer use. 


COMPACT DISPLAY STAND... Attrac- 
tive eye-catcher. Helps you make 
‘em want to buy. For floor and win- 
dow displays. 


GIANT DEALER KIT...Packed with 
complete promotion material for 
smart merchandising. It’s the key to 
greater sales. 


TV AND RADIO SPOTS...They are 
tricky, tuneful and sales-stimulat- 
ing. Ask your G-E Room Air Condi- 
tioner distributor to show them to 
you. 


SPECIAL FINANCE DEAL...Let your 
G-E Room Air Conditioner distribu- 
tor tell you about this helpful G-E 
plan, Invest little...stock early...sell 
more! 
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A growing population, increasing power consump- 
tion and high incomes combine to make the West 
one of the nation’s best market areas and indicate 
that, although sales fell off somewhat in 1951, the 


outlook for 1952 is good 


By CLOTILDE G. TAYLOR 


HE ups and downs of appliance 

selling which have plagued this 

past year have perhaps led many 
of us to overlook the fact that 1951 
was for the Pacific Coast a period of 
better than normal growth. Popula- 
tion has increased, percentage of em- 
ployment has gone up, individual in- 
comes are above national average. 


D stic Cust Increase 





Along with higher population fig- 
ures goes an accompanying increase in 
domestic customers served by the 
utilities. In the eleven western states, 
62 power companies have reported 4,- 
898,129 domestic customers served, 
an increase of 4.74 percent over the 
figure reported by the same group in 
1950. e highest percentage in- 
crease was in New Mexico, Arizona 
and Nevada, which report an 8.9, 8.4 
and 8.4 percent growth respectively. 
California had the largest numerical 
increase, with a 5.58 percent growth. 
Colorado domestic customers were up 
by 5.6 percent and the other states 
vary on a descending scale to Montana, 
which showed a two percent increase. 
In this calculation, figures from Wash- 
ington are modified to compensate for 
the transfer of certain territory from 
the Puget Sound to Seattle City Light 
service. Actual increase for this state 
was three percent. 

British Columbia domestic custom- 
ers were up 4.3 percent, while Hawaii 
reported a 3.4 percent increase. All 
this is quite in line with 1950 figures, 
which indicated a 4.9 percent growth 
for the West for that year. 


Utility Merchandising 


There has been little change in the 
picture of utility merchandising. 
Whereas there seems to be a drift in 
other sections of the country toward 
the return of the power company to 
active merchandising of electrical ap- 
pliances, the West has tended in the 
other direction. There are now no 
Oregon utilities selling major appli- 
ances. In California only the Tur- 
lock Irrigation District and the Cali- 
fornia Electric Power Co. serving the 
Imperial Valley area are engaged in 
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active merchandising. From Washing- 
ton, the Tacoma City Light reports 
“limited activity” in major appliance 
selling. A policy of free wiring for 
electric water heaters under specified 
conditions has been dropped because 
of threatened power shortages, but 
during the past year seems to have 
been responsible for the replacement 
of some 1700 sidearm heaters with 
automatic storage type. The Wash- 
ington Water Power Co. has recently 
resumed the selling of certified lamps 
as an educational move, on a basis 
which provides cooperation with deal- 
ers with direct sales by company rep- 
resentatives. 

The Intermountain area presents a 
more varied picture. Montana, Utah, 
Arizona and Nevada are 100 percent 
in the “no” column. Idaho Power 
sends in a modified “yes”. Here the 
power company concentrates upon low 
use customers, rural homes which use 
less than 200 kw.-hr. and urban homes 
with a consumption below 100 kw.-hr. 
monthly. In addition to promotions 
in which points are given for the sale 
of major appliances to these homes, 
lists of a customers are furnished 
dealers for follow-ups. In Colorado, 
the Public Service Co. of Colorado 
and the Southern Colorado Power Co. 
both merchandise. All of the compa- 
nies reporting from Wyoming are in 
the “yes” column. Of New Mexico 
companies, only the El Paso Electric, 
serving the Mesilla Valley area, mer- 
chandises major appliances, combining 
this with an active dealer cooperation 
program. Neither British Columbia 
nor Hawaiian utilities are actively mer- 
chandising, although the Hawaiian 
Electric Co. does carry on appliance 
selling on both the wholesale and re- 
tail level through a separately incor- 
porated organization. No changes are 
contemplated during 1952 bv any of 
the western companies reporting. 


Kw.-Hr. Consumption Increases 


Sympomatic of the fundamentally 
sound progress made on the West 
Coast during the past year is the 
report of kw.-hr. increases in domestic 
use. Increases reported vary from the 
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modest 30 kw.-hr. higher use per home 
in Los Angeles, to a 536 kw--hr. 
growth in the territory of the Wash- 
ington Water Power Co. and 525 kw.- 
hr. up for the California-Oregon 
Power Co. As always, the Pacific 
Northwest has the highest uniform 
records, although hi res are re- 
ported from pth = elsewhere 
also. The City of Tacoma reports an 
average use of 6,650 kw.-hr. per home 
for 1951, while Eugene, Ore. is not far 
behind with 6,100. In fact, the 
average for all power companies and 
city utilities in Oregon is 5,356 kw.- 
hr.; for the State of Washington, 5,524 
kw.-hr. Idaho is next with 4,760 kw.- 
hr. domestic use reported by the 
Idaho Power Co. Nevada and Utah 
averages both are well above the na- 
tional figure, Nevada with an average 
of 4,146 kw.-hr. and Utah with an 
average of 3,339 kw.-hr. Both Caliente 
and Las Vegas are high spots in 
Nevada. 


Other Power Consumption 


Montana reports an average an- 
nual domestic consumption of 2,- 
340 kw.-hr. Arizona runs from 3,240 
— by the Salt River Valley 

ater Users to 1,750 reported from 
Tucson, with an average of 2,178 kw.- 
hr. California reports a high of 4,- 
000 kw.-hr. in the territory of the Im- 
perial Irrigation District and a low of 
1,200 kw.-hr. reported from Anaheim. 
The average is about 2,000 kw.-hr. 
Colorado domestic customers average 
1,825 kw.-hr., New Mexico 1,790. 
British Columbia companies average 
2,360 kw.-hr., with a higher use re- 
ported from the mainland and slight- 
ly less from Vancouver Island. The 
main island of Oahu in Hawaii used 
2,855 kw.-hr. per home, the big island 
of Hawaii somewhat less, with an aver- 
age of 2,390 kw.-hr. 

The differences are to be explained 
primarily by the high saturation (or 
lack of it) of electric ranges and water 
heaters in some areas—and this in turn 
is associated with territories which do 
not have natural gas available. Other 
factors are also important, of course. 
New Mexico, for instance, with a large 
Indian population, has its average 
brought down by extensive primitive 
areas which are served with electricity, 
but have not developed any large use 
of appliances as yet. Better incomes 
from jobs with Government projects 
of late years have somewhat raised this 
level. 


Saturations Match Consumption 


Saturation figures are the most diffi- 
cult of all to obtain. Manufacturers’ 
figures are available in some lines 
which form a basis for comparison— 
and some power companies keep a 













pretty accurate record of yearly sales, 
modifying their totals by subtractin 
for replacements and moving (or lost 
customers. Some of the — iven 
are frankly guesses and other checks 
make it apparent that not all of these 
can be trusted. For the most part, 
however, the saturations match the 
kw-hr. consumption figures very well. 

As would naturally be supposed, 
range and water heater saturations are 
highest in Washington and Oregon, 
Idaho, Utah and Nevada. An 80 per- 


cent range saturation with 75 percent 
for water heaters is reported the 
Southern Nevada Power Co. Idaho 


is not far behind with a 72 percent 
saturation of electric ranges in its terri 
tory. Eugene, Ore. reports 84 percent 
for ranges, 80 for water heaters, Ta- 
coma 77 and 71 percent respectively. 
Seattle reaches 80 rcent saturation 
for ranges and 58 for water heaters 
The Washington Water Power has 70 
percent saturation of ranges, 72 per- 
cent for water heaters. In contrast the 
average saturation for electric ranges 
in California is reported as about 23 
percent, in Arizona 12 percent. Other 
range averages for power companies re- 

ting are: Oregon, 63 percent: 

ashington, 69 percent; Montana 42 
percent; Wyoming, 45 percent; Colo- 
rado, 37 percent; New Mexico, 18 
percent; Utah, 54 percent; and Ne- 
vada, 64 percent. 


Other Appliance Saturations 


Freezers: The best job of selling 
freezers in the past seems to have been 
done by Idaho, Washington, Utah, 
New Mexico and Wyoming, all of 
which report better than 10 percent 
saturations of this appliance. Cali- 
fornia has an average 8.2 “y paai 
saturation of freezers, Arizona 7.5 per- 
cent. Nevada and Oregon saturations 
reported are below the national figure 
of 7.2 percent reported for 1950. Brit- 
ish Columbia reports less than one 
percent of this appliance. 

Room conditioner figures are not to 
be trusted because it is difficult to dis- 
tinguish between evaporative cooler 
installations and individual room con- 
ditioners. Most of the power compa- 
nies do not keep figures on this appli- 
ances. California reports 5.7 percent 
saturation, below the 1950 national 
average of 7.2 percent; while the one 
source reporting in Arizona gives 95 
percent—obviously, the saturation for 
evaporative coolers in that area. 

Automatic washer sales have now 
topped conventional washers in some 
areas of the West, but nowhere has 
the saturation of automatics reached 
anywhere near the level of wringer- 
type washers. California and the Pa- 
che Northwest top the list in the 
(Continued on next page 
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For 
“Push Button” 
Soft Water 


AUTOMATIC so 


bad 
You just push 
this button 


(which can be located 
any place in the house)... 








Buyers Want NZS 


FIMASTER 


e: 


and the Myers Softmaster completely regenerates 
itself without interruption of water service. 


Now is a good time to add water softeners to your line of appli- 


ances or water systems because more home owners are now 
buying softeners as a basic appliance. Alert dealers sensitive to 
this trend are identifying themselves with the complete Myers 
line of softeners in territories where it is still available. 


There are many good reasons why you should investigate 


Myers Softeners with a view to carrying them in your store. 


Myers offers a dependable automatic softener unit in line with 


today’s trend to “automatic” appliances. Myers offers a quality 
product you as a dealer can sell with confidence. And Myers 
softeners are backed by national advertising heavier than that 


of other softener manufacturers. 


It is estimated that only 59% of the potential water softener 
prospects in the U. S. have been sold. Why not investigate the 
interesting profit possibilities of the Myers line by writing today 


for complete information. 
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Top: Myers Softmaster. 
Appliance style automatic 
water softener. Push button 
convenience. Easy to install. 


Left: Myers Avtorinse. 
Simple semi-automatic oper- 
ation. Also available for 
manual operation (Myers 
Hydrochief). 


THE F. E. MYERS & BRO. CO. 
Dept. P-112, Ashland, Ohio 
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automatic column, while Utah and 
Washington have probably the high- 
est overall saturation for the two types 
of washers together. Automatic satura- 
tions are low in New Mexico and 
British Columbia. 

Ironer saturations above the na- 
tional average are reported from Cali- 
fornia, Washington and Oregon and 
from all the Intermountain states ex- 
cept Arizona, Utah and Nevada. Brit- 
ish Columbia reports a 4.1 percent 
saturation. 

Dryer saturations are reported high 
in Oregon and Washington, in Idaho 
and Wyoming, low in New Mexico 
and British Columbia. In contrast to 
the 7-9 percent saturation reported 
by the Pacific Northwest, California 
reports a saturation of 2.1 percent, 
Utah 2.5 percent and Nevada 3 per- 
cent. Of the 11 western states, only 
New Mexico with its report of a one 
percent saturation of dryers is below 
the 1950 national figure of 1.2 per- 
cent. 

Dishwasher ownership is given as 
high in Colorado and Wyoming, 
above the 1950 national average of 
2 per hundred in Washington, Cali- 
fornia and Arizona, just 2 percent in 
Oregon and Idaho, and below that 
figure elsewhere. 

Food waste units in at least two 
states are reported to be more widely 
owned than electric dishwashers, but 
on the whole parallel the saturation 
figures of the latter appliance. High- 
est saturations are reported from Ari- 
zona and Wyoming, with California, 
Colorado, Nevada and Washington 
above the national average, other states 
below. Montana gives no report. 

Radio figures are from 90 percent 
up in all reports. Better than one set 
per home is reported from British Co- 
lumbia, which has the highest satura- 
tion. Idaho gives an even 100 percent 
report. The three Coast states are all 
above 96 percent saturation. 

Television sales in some areas ex 
ceed those of radio, but there is no 
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area where saturations as yet can ap- 
proach these above figures. Highest 
for the West is the Los Angeles 
League report of a 57 percent satura- 
tion in Los Angeles County as of 
September. When overall figures are 
given for the territory of more widely 
extended power companies, the aver- 
age California saturation is reported 
as 17.5, that of Utah 21. National 
figure for last year was 26.4 percent. 
It is doubtful whether these figures 
have any comparative value, for only 
those areas having at least one tele- 
vision station give amy report at all. 
The areas not reporting may simply 
have no record of sets owned, or may 
be entirely without. Several companies 
having a part of their area in the 
television reception zone, and ve 
without, make no report at all. It is 
not always clear whether others in the 
same position have given figures for 
the television areas only, or have fig- 
ured this ownership against the entire 
body of domestic customers. Reports 
from broadcasting sources, or from 
such agencies as the Electrical League 
of Los Angeles, are more accurate. 

Refrigerator ownership is reported 
highest in Arizona, New Mexico and 
Wyoming; Nevada also is above na- 
tional average. Oregon, California, 
and Washington hover between 78.5 
and 81 percent saturation. British Co- 
lumbia is the only report below the 
70's, at 42.3 percent. 

Vacuum cleaner saturation averages 
are reported higher than the national 
figure of 56.5 for last year in all states 
but New Mexico and Arizona. Idaho 
reports a saturation of 90 percent, 
California of 84.7, Wyoming of 84.5. 
Colorado and Utah average 82.5 per- 
cent saturation, while British Colum- 
bia is relatively high with 79.6 percent. 

Sales Off 15 Percent 

Comparing figures of sales per 

1,000 customers as —_ this vear 


and last, the record of appliance sales 
(Continued on page 186) 
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the one electric blanket 
that offers both 


VALUE 


for your customers 





PROFIT 


margin for you 


THE QUALITY There is no finer electric blanket! 


Lectricover has many great extras because it’s made by 
the world’s largest manufacturer of electric blankets! 


THE RETAIL PRICE Lectricover sells for $5 to $10 
below any comparable full size electric blanket on the 
market! It’s America’s Greatest Electric Blanket Value! 


THE MARGIN FOR YOU Lectricover is the real 
money maker in electric blankets because there’s a big- 
ger spread for you! Just compare the figures and see! more profit! 


_.. get the facts about Lectricover. Ask your distributor — or write Lectricovers, Inc., 330 Fifth Ave., New York 1, WN. Y. 
See us in Chicago at the NATIONAL HOUSEWARES SHOW! Booths D-1132 and D-1134 
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; Hi-Lo at the 
MUSICAL 


§ 


* 


Better Reception 
—on every Set! 
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Stock the 


| Hilo Ww Spival 


ANTENNA 


<5 


) 


reception! 


Each high note, lively tune, clever word, 
cute step, is received remarkably true 
with Hi-Lo, the indoor TV spiral antenna 
which is in a class by itself. Design, 
appearance, engineering, cost, fidelity 
--- all add up to the most revolutionary 


antenna with the best 
reception imaginable. 


Every performance reaches its peak 
when Hi-Lo brings in the scene. Try 


Hi-Lo in your own home and see why 
other alert merchandisers are “humming 
a tune” with the profits from Hi-Lo! 


ORDER TODAY! 


Don't forget . . . the HI-LO OUTDOOR 


TV SPIRAL ANTENNA! 


*U. S$. Patent No. 2,495,579 
Canadien patents 1951 


f \ 
TV ANTE 


3540 N Raveniwo 





ist 
PRICE 
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for the entire area were off from 1950 
figures by about 15 percent. This fig- 
ure is somewhat lower than the actual 
drop in the number of appliances sold, 
because it is affected by the increase 
in number of domestic customers in 


| all areas. Percentage drop in sales 


| varies greatly as regards the different 


areas of the West and for different 
appliances. Refrigerators were 25 per- 


| cent down on the average, television 


29 percent in those arcas reporting, al- 
though California reports only 23 per- 
cent lower sales of this appliance, 
while Arizona sales reported were actu- 
ally up. The catch in these figures is 
that it is not certain that exactly the 
same basis for reports was used by the 
same companies for both years. It has 
been necessary to assume that this 
was the case. Significant are the num- 
ber of western states which have no 
television at all and so make no re- 
=. In this column are Montana, 
daho, Wyoming, Colorado and Ne- 
vada. Hawaii, of course, is outside the 
reach of television signals. Oregon 


| and British Columbia are fringe areas, 


with a very small set ownership and 


| sale. Should the unfreezing of chan- 


nels become effective this year, the 
picture next year may be markedly 
different. 

Refrigerator sales drop was highest 
in Oregon reports, least affected in 
Colorado, British Columbia and 
Hawaii, which actually report slight in- 
creases. At the same time it must be 
remembered that Oregon figures show 
sales per 1,000 customers to be 142 
refrigerators, even with the drop, ex- 


| ceeded only by reports from Wyo- 


ming. Other high states in the num- 
ber of refrigerators sold in proportion 
to wired homes were Colorado (126 
per 1,000) Washington, Idaho, and 


| Nevada. British Columbia with 100 


sales of refrigerators per 1,000 cus- 
tomers is in the high column. Aver- 


| age drop in sales for all western states 


Hi-Lo TV Spiral An- | - 7 
| keen competition with electricity in 


fennas ore sold through 
recognized jobbers. 


ONLY Hi-lo 
provides com- 
plete powerful, 
localized ad- 
vertising sup- 
port. Write for 
full particulars. 


was 25 percent. 

Range sales were again this year 
proportionately highest in Oregon at 
144 ranges sold per 1,000 customers, 
next in Washington, with 63. Changes 
from last year were a 17.3 percent and 
15.5 percent drop respectively for the 
two states. Utah and Hawaii also re- 
port 63 ranges sold per 1,000. Aver- 
age drop in range sales for the entire 
West was 12 percent. Both Arizona 
and California, where natural gas is in 


most areas, are relatively low in the 
number of ranges sold as figured in re- 
lationship to wired homes. 

Water Heaters: Oregon also tops 
the list in water heater sales per 1,000 


| customers, with an imposing total of 


72—not surprising in a territory which 
includes such a heavily saturated area 
as Eugene. Washington sales were 55 
per 1,000, reflecting the high accep- 
tance of electricity for water heating 
as indicated by a saturation average of 
64.18 percent. Idaho, Hawaii, Ne- 


vada and Utah were also high in that 
| order. Montana, Wyoming, Colorado 


form another group slightly lower in 
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sales. British Columbia belongs with 
this group. Relatively low were re- 
ports from California, New Mexico, 
and Arizona. Average drop in sales of 
water heaters for the entire West was 
13.6 percent. 

Freezer sales are reported to have 
increased slightly over 1950 records in 
Colorado and Wyoming, where one of 
the major companies last year staged 
an extensive freezer cooking school 
promotion. New Mexico and Wyo- 
ming also report increases for this ap- 
— For the West as a whole, 

owever, sales of freezers per 1,000 
domestic customers were 11.6 percent 
below last year. Oregon is reported to 
have done the best job in number sold 
per wired home, with Washington, 
Idaho, Wyoming and Utah also in the 
high column. California, Colorado, 
New Mexico, Arizona and Hawaii all 
hover between 17 and 19 freezers sold 
per 1,000 customers. Nevada and 
British Columbia report low figures 
for this appliance. 

Room conditioner figures, as noted, 
are hardly comparable, because evapo- 
rative coolers are included in some 
instances, not in others. Sales are re- 
ported up in California, Arizona and 
Colorado, off in Idaho, Utah and Ne- 
vada. On the whole, the West is rela- 
tively low in the sale of individual 
room conditioners, relatively high in 
the use of evaporative cooler units. 
The explanation is given, that where 
humidities are low enough to produce 
satisfactory results from an evapora- 
tive cooler installation, it is cheaper 
to cool the entire house in this way 
than to install individual room units 
However, an increasing sale of such 
refrigerated units is reported from such 
an evaporative cooler center as Fresno, 
Calif. 

Automatic washer sales remained 
higher as compared with last year than 
did those of conventional washers 
The average drop in sales was 2.6 for 
automatics, 26 percent for conven- 
tional type washers. Sales of auto- 
matics per 1,000 customers were 
highest in Washington, next in Ore 
gon and third in California. Highest 
figure for wringer-type washers is re- 
ported from Wyoming. The Coast 
states are the only ones which report 
a higher sale of automatic washers 
than wringer-type. Hawaii gives no 
comparative figures. Sale of auto- 
matics was reported actually higher 
than last year in Colorado, Washing- 
ton and British Columbia. 

Ironer sales were off 21.7 percent 
from last year on the average, the 
drop being even higher than that in 
Oregon, California, New Mexico, Ne- 
vada and British Columbia. Best rec- 
ord of sales per 1,000 was made in 
Oregon, Wyoming, Washington and 
Colorado. Idaho and Utah are not too 
far behind. California, usually fairly 
high on the list, this year reports only 
6 ironers sold per 1,000 customers. 
Arizona, Nevada and New Mexico 
were still lower and British Columbia 
reports only 2 ironers sold per 1,000. 

(Continued on page 
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| NEW 4 cu. Quicfréz UPRIGHT 


Never before has there been anything like the new 
4 cu. ft. Quicfréz upright. It’s new in capacity. New 


in style. New in idea...the most exciting develop- 
ment in freezer history. 


ig 


Quicfréz is first. Only Quicfréz offers the 4 cu. ft. 

upright. Styled by Brooks Stevens. Many new, 

novel features...engineered by Sanitary Refrigerator 

Company, a pioneer manufacturer of home freezers. 
5 


can 


Here’s the golden opportunity to build traffic AND 
sales. A sensational buy for both you and the cus- 
tomer. New Quicfréz costs and sells for much less 
than any other freezer... retails less than $200. 


eg 
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Not thousands, but millions of prospects! The new 
Quicfréz opens a completely new market... the per- 


fect answer to the demand of countless thousands of 
small home owners and apartmen 


Allele PERC SLA I LE DE FEE 


a, a 


t dwellers. 


° 





GET THE FULL STORY 


: If you’re looking for a money-maker, look into the Quicfréz 
line for °52... it” ll ’, 2 
jects wiles "pielbite 35 6: Slkg: nated itataalll Ae ine for ’5 it’s really new, There are five freezers and a 


1¢ . ; completely restyled line of refrigerators. Be sure to see us 
lowest cost unit in the market -+-a solid promotional 


; k i 
plan = BIG PROFITS. And that’s what you will eer ete 
make with Quicfréz! 











PERMANENT SPACE 539B, FURNITURE MART, CHICAGO 


SANITARY REFRIGERATOR COMPANY 
FOND du LAC, WISCONSIN 
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APPLIANCE MARKETS by REGIONS 


Reports from 205 utilities in the nation’s nine regions show sales per thousand 


customers, reveal drop in refrigerators, ranges and TV, a gain in freezers, air 


N january, 1945, Exvecrricat 
MERCHANDISING initiated the first 
of a series of surveys designed to 
plumb the depth of the market exist- 
ing for the sale of major appliances in 
the nine geographic divisions of the 
United States. On this and the fol 
lowing pages will be found in tabular 
form the results of the eighth and 
latest of this continuing yearly study. 
Executives of 205 major utilities 
responded to the 1951 questionnaire 
to provide facts on the number of 
customers served on residential and 
rural lines, the annual kilowatt hour- 
age consumed per domestic meter, 
and information such as the number 
of appliance dealers in their territory 
Estimated unit sales of appliances for 
) the twelve months of 1951 were indi- 
| cated, as well as the probable percent- 
age of saturation of these appliances in 
) the territory controlled by the report- 
ing utility. 

It must be borne in mind in utiliz- 
ing these figures that projected 
national sales totals shown will in 
many cases fall short of the more in 
clusive industry estimates for 1951 
presented on another page of this 
issue. However, as a yardstick by 
which probable sales in a particular 
State or locale may be measured they 
will prove invaluable. A total of 30, 
261,110 meters covering 74 percent 
of the country’s 40,967,180 wired 
homes were represented 


Seles in 1951 


For the first time in the life of the 
survey a downward trend in retail 
sales of many of the old line “white 
goods” became evident. Thus, re 
frigerators, which in 1950 had ac 
counted for 128 sales per 1,000 
customers, had fallen off by some 29 
percent and in 195] accounted for 
mly 91 unit sales. Ranges followed 
1 similar downward trend although the 
drop was not so precipitous. Dealers 
found that nationally ranges were 
selling at a rate only 6 percent below 
that of 1950, with movement of 31 
units per 1,000 customers as com 
pared with 33 for a like period in the 
previous vear. Locally the range pic 
ture seemed brightest in the prosper- 
ous east and west north central sec 
tions of the country where sales had 
risen slightly. Projected nationally, 
ranges seemed sure to close out the 
vear with sales of at least 1,269,952 
units 

163 utilities reported national 
sales of 17 electric water heaters pet 
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1,000 customers, an insignificant drop 
from the 18 sold in 1950, and on an 
even par with reported sales for 1949. 
Projected nationally this would mean 
that dealers would end the year with 
a total of 696,442 units sold. In num- 
ber of water heaters sold per thousand 
the nine states comprising the south 
Atlantic region led with 30 units, 
followed closely by the mountain 
region with 24. 

Home freezers, as might have been 
anticipated, continued to be one of 
the faster moving sellers in the deal- 
er's inventory. Sales (based on the 
reports of 141 utilities) rose almost 
10 percent over a like period in 1950 
with customer purchases of 17 per 
thousand, an indication of the in- 
creasing value which consumers placed 
on ownership of this appliance. Sales 
were highest regionally in the west 
south central section with a high of 
30 units, and projected to the national 
wired homes total reached a point 
just short of 700,000 


Conditioners Thrive 


Kighty-two utilities reported that 
room air conditioners constituted an- 
other bright spot in the dealer picture 
with sales rising 33 percent above 
1950. Average sales amounted to 9 
per thousand in last year’s overall 
market, for a total of 368,704 pro- 
jected nationally. The states com- 
prising the west south central bloc 
accounted for the highest regional 
total, with 25 sales per 1,000 meters. 


By JOHN DECKER 


conditioners and dryers. Fewer dealers—67,110—serve more wired homes—30,261,110 


machines 
chalked up unit sales of 34 sales per 


Automatic washing 
thousand customers based on the 
reports of 133 utilities. Manufacturers 
of the conventional washer on the 
other hand could find that 122 util- 
ities were reporting 44 units of this 
type being sold to a like number of 
purchasers. Projected to a national 
total this would mean sales involving 
the movement from dealers stocks of 
1,392,884 automatics, and 1,802,555 
of conventional models during the 
course of 1951. 

Ironers appear to have slumped, 
with 130 utilities advising of 8 sales 
per thousand as compared with the 9 
reported for 1950, and 10 in 1949. 
Notwithstanding this apparent de 
crease, countrywide sales would ap- 
proach the fairly sizable total of 327,- 
737 when projected. Dryers on the 
other hand could boast of a steadily 
increasing popularity. In 1949 sales 
per thousand meters were 5 units; by 
1950 this had fallen to 3, but during 
1951 sales spurted ahead sharply to 
total 8 units, a showing which on an 
annual basis would mean a purchase 
of over 300,000 dryers nationally. 

Vacuum cleaners showed one of 
the most pronounced slumps of all 
in the reporting of 97 utilities, a drop 
of almost 15 percent over the sale of 
47 cleaners per thousand achieved in 
1950. The ’51 total for a like num- 
ber of meters was only 40 units, still 
a large number when projected na- 
tionally for a sum total of 1,638,687 





Number of Dealers 
1951 (Figures from 181 Cos.) 
Dec. Dec. 
18 New England 3,979 3,826 
20 Middle Atlantic 15,900 12,897 
27. East North Central 13,501 15,750 
20 West North Central 4,944 6,186 
19 South Atlantic 9149 9,610 
13 East South Central 3,363 3,738 
14 West South Central 8,338 6,347 
25 Mountain 3,304 2,086 
25 Pacific 7,384 6,670 
181 Total . 69,862 67,110 





% Will 
Change Will _Not 
— 3.84 NewEngland.... 16 3 
—18.88 Middle Atlantic .. 10 WI 
+ 16.65 East North Central 19 iW 
+ 25.12 West North Centra! 16 8 
+ 5.04 South Atlantic 12 8 
+11.15 East South Central 3 10 
— 23.87 West South Centra! 3 13 
— 36.86 Mountain aes 6 28 
— 9.66 Pacific Ropeste 3 25 
— 3.93 Total . 88 117 


Utility Merchandising 
(Plans for 1952) 


(43.0%) (57.0%) 
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sales. Dishwashers and food waste 
disposers, both fairly new in the publi 
eye, and both of which had registered 
like sales of 5 units per thousand in 
1950, followed a similar pattern last 
vear. Dishwashers still stood at 5 
and food waste disposer sales had 
inched ahead to 7 units for national 
totals of 204,835 and 286,770 in that 
order. 

Radio, a major seller, had fallen off 
in the past year to 97 sets per thou 
sand meter customers in the reports of 
8+ of the country’s utilities. In 1950 
this figure had stood at 119 sets, 
meaning that 1951 was lower sales 
wise by some 18 percent. Projecting 
this figure to the country as a whole. 
at least 3,973,816 sets had disappeared 
from the dealers’ shelves by years end. 
an impressive figure when we remem 
ber that radio has already reached its 
apparent maximum of saturation, with 
ownership rated at close to two scts 
per home. 

I'clevision registered an impressive 
number of sales during 1951, though 
not nearly so great as during the boom 
vear of 1950. Withal, 89 utilities 
counted up sales of television in their 
area during 1951 of 148 sets per thou- 
sand customers, a figure which when 
projected to the country as a whol 
meant national sales of 2,919,322 sets 
for the vear. Regions showing the 
greatest interest in receivers were logic 
ally the transmitter-blanketed east 
north central states with 197 sales per 
thousand meters, and the middle At 
lantic region comprising New York. 
New Jersey and Pennsylvania with 


169. 


The Dealers Involved 


1951's estimate of appliance dealers 
doing business in areas served by the 
205 utilities indicated that some mor 
tality had occurred since 1950. In 
that year 69,862 dealers had been re 
ported doing business, while in ’5] 
this figure had dropped 4 percent to 
67,110. 

This dealer mortality was not re 
flected in the number of utility com 
panies who were making plans for 
active participation in appliance 
merchandising during the coming 
vear. Results showed that 88 com 
panies were planning to merchandise, 
a figure exactly the same as that re- 
ported in last year’s study. Fifty- 
seven percent of the utilities, 117 
companies, had no plans for the year 
ahead and were not actively engaged 
in merchandising. End 





MERCHANDISING 












Electrical Appliance Market Data—NATIONAL SUMMARY 





Maine 

New Hampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 


New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 


Ohio 
Indiana 
Mlinois 
Michigan 
Wisconsin. 


East North Central 


Minnesote 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas. . 


West North Central 


Delaware 

Maryland 

District of Columbie 
Virginia. . ‘i 
West Virginia. . 
North Carolina 
South Carolina 
Georgie 

Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


—— 


East South Central..... 


Arkansas 
Louisiana 
Oklahoma 
Texas. . 


West South Central... . 


Montane 
Ideho 
Wyoming 
Colorado 
New Mexico 
Arizona. 


Washington. 
Oregon 
California 


Pacific. . 


TOTAL UNITED STATES. . 


BRITISH COLUMBIA... 
HAWAR. ...ccccccccces 


NUMBER 
UTILITIES 
REPORTING 


| 
STIMAT A F APPLIANCES IN 1951 PER 1 TOMER | REPORTING 
a ESTI ED UNIT SALES O' L CES 51 PER 1,000 CUSTO Ss NUMBER [UTILITIES PLANS 
CUSTOMERS - - - OF ON MER- 
(Domestic DEALERS | CHANDISING 
& Rural) Electric Room Food Tele- SERVING IN 1952 
Dec. 31,1951 | Refrig- Electric Water Home Condi- Auto- Conv Vacuum Dish- Waste Radio vision TERRITORY —————— 
erators Ranges Heaters Freezers tioners Washer Washer lroners Dryers Cleaners Washers Units Sets Sets os 
ol 


186,600 8 21 1 1 11 
135,100 1 14 24 2 3 5 
72,790 5 6 1 1 5 
1,268,395 2 28 29 4 a 36 
(No Figures Received from Utilities Queried in this State) 
531,694 2 43 10 4 45 


2,194,579 4 34 


3,556,041 69 24 
1,429,205 73 36 
2,091,150 104 37 


7,076,396 | 90 32 


1,955,603 | 99 
654,892 | 94 
2,015,322 | 94 
1,579,742 | 81 
627,809 | 56 
6,833,298 | 87 


577,593 102 
428,470 | 107 
787,204 | 91 
37,500 | 53 
43,550 62 
84,550 100 








RAL 0 ih ON en Slt ERS ETO 


| 
167,199 | 81 


126,067 96 


58,250 60 
544,900 46 
247,000 | 107 
858,700 | 144 
205,775 | 100 
737,500 54 
105,000 | 124 

63,300 
621,394 | 110 


= 
ovecru 





} 





o|usun 


3,441,819 





379,017 
339,280 
432,500 
184,060 


1,334,857 











245,199 

405,950 

237,000 
1,466,817 
2,354,966 | 


103,350 











473,581 | 111 
452.809 | 142 
3,076,354 | 78 








4,009,737 | 83 








30,261,110 1 9 34 97 «148 
| (144 (164 (163 (141 (82 «= (133) (1220S (130s (143 (97 (1260 6«=6 (110 (84 (89 
Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) Cos.) 








196,302 100 41 21 2 oe 58 50 
74,372 16 63 45 18 e- 45 oe 





* Includes New England Electric System Companies Figures as Shown in Breakdown on Page 192. 
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Yreret Why the 
Notion foremost Dealers Any... 











| is NOW the Industry's 
| FOREMOST FRANCHISE! 


Proved advantages made available 
to aggressive quality dealers 
through the Hotpoint Franchise 
reflect the farsighted business 
philosophy by which Hotpoint 
has grown to leadership! 


RANGES * REFRIGERATORS * DISHWASHERS 


] 








Before you sign any franchise, you 
owe it to yourself to review Hotpoint’s franchise 
program for 1952. Have your Hotpoint distributor 
present it to you. 











Inc. (A Genera I Electric Affiliate) 
5600 West Taylor Street ~ Chicago 44, Illinois 
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A revolutionary change has entered the ap- 
pliance marketing picture—no longer are modern 
homemakers satisfied with the ownership of just one 
or two electric appliances. Instead, their sights are 
set on complete all-electric kitchens and home laun- 





FULL-LINE LEADERSHIP 


Hotpoint pioneered many © 

i lectric 

electric range e 

Hotpoint also produces and oggre phar 
rators, automatic washers, dryers an 

e ’ 


osers, food freezers and mo 


































§ today's modern appliances i 


the finest refrig- 


tching metal cabinets - - 


dries. Hotpoint has taken the lead in bringing about 
this transition. The following advantages made avail- 
able in the Hotpoint franchise were developed to 
help progressive dealers capitalize on this upsurg- 
ing trend. 









including the 
dishwasher. 





food waste dis- 
a full and 














JFMAMJJASOND 
- AUTOMATIC 








> SFMAMIIASOND JFMAMJJASOND 





JFMAMJJASOND 


JFMAMJJASOND 







A HIGH PLATEAU OF YEAR ’ROUND SELLING 


Successful dealers recognize the seasonal peaks and valleys that result 
from concentrating on only one or two appliances. With Hotpoint's 
full line you have appliances which are in popular demand every 
month of the year. No sales valleys to reduce profit peaks. 








JFMAMJJASOND JFMAMJJASOND 
DISHWASHERS CABINETS 








JFMAMJJASOND - JFMAMJJASOND 











today’s ‘ow-saturation appliances. Hotpoint is taking the 


as today’s refrigerator. 





' ; 
LEADERSHIP IN PROMOTION OF LOW-SATURATION APPLIANCES 


The suture of any appliance dealership lies in the active promotion of 


ing low-saturation appliances to full acceptance. In the not too distant 
future, today’s low-saturation appliances will be in as great demand 





lead in bring- 




















ws 


Everybadyé potting to Hotpoint | 


| 
PREDOMINANT CONSUMER PREFERENCE AND CONFIDENCE 


a of = mr gg contributing factors in Hotpoint's growth to great 
ss is the wide consumer preference for and i ) 
ad i confidence in eve’ 

‘ener comprising Hotpoint's full line. Hotpoint's inherent sae 
eadership has been recognized by America's Homemakers. J 









MODERN APPLIANCES WITH FE 






Engineered to be the finest. - - designed for 
at the peak of modern custom, 


most wanted in home appliances by modern homemakers 

















greatest utility and styled 
Hotpoint's full line reflects that which is 














MAGIC 
CONTROL 


CALROD® 


WOND-R-DIAL 
CONTROL 





_everywhere. THRIFTMASTER 
UNI 





CONTROLS 











A DISTINGUISHED BRAND NAME THAT BUILDS DEALER PRESTIGE 


The Hotpoint nome is recognized to mean leadership, 


i i ling 
ioneering, modern sty!ing, 
fe dealer of Hotpoint's electrical servan 
erican 


formance, 
PRESTIGE for the ; 
BETTER LIVING for everyone in today's modern Am 


Foremost Fanchine nthe 





and a host of consumer advantages 
ts—a line which 


SALES-TESTED MERCHANDISING ASSISTANCE 


ae a that its growth is directly bound to that of its deal 

is why every marketing program i pe 
a i is geared to the rapi 

ained turnover of Hotpoint products at the retail level ailebigeed 








enviable per- 
that spell 
brings truly 


quality, 


home. 




















DISPOSALLS®> WATER HEATERS ° FOOD FREEZERS 
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NEW ENGLAND 





Average 
Number of Customers | KW-Hour 1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption 
Omg. a a. oe oO lage oe A ME ONG 9 
(Estimated) (Actual) 1951 cutee  fangeo Westen fFrecsen Cond, Wanen Wades cbenem Oren Chm Wehbe 
MAINE 
Central Maine Power Co 185,000 179,608| 1,730 6,200 3,500 2,500 500 1,400 3,900 200 275 2000 395 
St. Croix Electric Co 1,600 1,450 | 60 20 1015 15 40 10 5 10 
NEW HAMPSHIRE 
Pub. Service Co. of New Hampshire 109,100 106,688 1,760 6,600 2,900 2,350 850 1,800 3,000 300 350 
New Hampshire Electric Co 16,000 15,500 1,500 350 250 300 35 15 125 300 30 30 75 35 
VERMONT 
Green Mountain Power Co 26,790 26,285 1,480 325 250 150 50 150 150 ‘ , F 
Central Vermont Public Service Corp. 46,000 45,495 1,975 @300 @300 @150 @50 D200 @300 @50 D20 W220 130 
MASSACHUSETTS 
Brockton Edison Co. .. 46,900 45,287 1,773 2,800 1,900 1,000 350 1,000 1,500 400 100 1,500 100 
Plymouth County Electric Co 15,000 13,500 1,050 9,755 2,955 855 250 170 6,100 160 100 9,000 100 
Western Mass. Electric Co..... 100,800 97,190 | 1,763 .. 4200 1,100 1,500 Sasa: ean a $50 ..... 
Boston Edison Co... 386,700 381,030 | 1,487 51,000 6,800 2,870 1,430 1,350 13,950 9,800 1,610 1,770 13,650 2,400 
Fitchburg Gas & Electric Co 14,847 14,551 | 1,255 600 65 50 20 20 75 375 25 12 125 15 
*New England Electric System Com- | 
panies. . 633,000 590,613 1,370 42,000 14,000 3,200 2,300 1,200 16,300 13,900 2,300 2,100 15,000 1,200 
Lynn Gas & Electric Co..... 43,498 43,142 WE. i ac atess -Scves ; ie : : 
Cape & Vineyard Electric Co 20,100 21,900 | 1,500 1,000 600 340 90 25 250 575 100 50 50 
Northampton Elec. Lighting Co ee eS ee ee eee 
RHODE ISLAND (No figures received from utilities queried in this state) 
CONNECTICUT 
Connecticut Light & Power Co 222,544 213,910 | 2,194 | 12,500 6,200 5,800 500 ee 3,800 5,500 600 450 4,800 250 
Hartford Electric Light Co.. 80,900 78,403 | 2,230 | 5,000 2900 1,400 1,500 250 6,000 2,500 1,000 700 4,500 2,000 
Connecticut Power Co. 82,000 77,789 | 2,000 6,000 1,500 600 1,000 100 5,000 1,000 2,000 500 8,000 1,000 
United Illuminating Co. . 146,250 142,780 | 1,805 4,500 3,000 1,200 8,100 5,400 1,750 ; ele ee 850 


| 12,700 





1) Represent Corp. sales only. @ Actual August, 1951 * Controls Companies throughout New England, majority of which are in Massachusetts. 


MIDDLE ATLANTIC 














Average 
Number of Customers KW-Hour 1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption 
Dec. 31, Dec. 31, 
1951 1950 Retrig- Water Room Auto. Conv. Vecuum _Dish- 
(Estimated) (Actual) 1951 erator: Ranges Heaters Freezers Condit. Washers Washers roners Dryers Cleaners Wa.hers 
NEW YORK 
Rockland Light & Power Co 37,225 36,110 1,550 2,100 525 400 125 500 1,400 75 100 1,050 50 
Rockville Centre Elec. Light Dept 6,650 6,448 2,200 : - 
Consolidated Edison Co. of N. Y... 2,048,000 2,031,500 1,088 | 36,500 
Long Island Lighting Co 320,098 291,495 1,760 | 10,000 2,800 1,000 
Central Hudson Gas & Elec. Corp 87,917 85,786 2,019 2,750 2,250 
Niagara-Mohawk Power Corp | 
(Eastern Division)... . 251,000 245,000 2,000 18,000 6,000 3,400 2,000 300 4,000 8,000 400 500 7,000 2,000 
Niagara-Mohawk Power Corp | 
(Western Division). 316,450 308,154 2,150 27,500 7,500 1,300 3,000 350 . oie Se ew 
N. ¥. State Electric & Gas Corp. 338,000 322,000 | 2,100 16,500 6,000 4,300 4,030 500 6,150 10,000 1,330 1,270 21,000 600 
Rochester Gas & Electric Corp 150,701 146,727 | 1,780 10,000 4,000 2500 1,600 400 4,000 7,000 800 400 9,000 200 
NEW JERSEY 
New Jersey Power & Light 14599 11,293| 2216 | 4,000 2400 2400 800 1,600 500 350 250 
Atlantic City Electric Co... 142,000 136,000 2,161 10,000 7,000 6,000 2,000 700 
Public Service Elec & Gas Co 1,060,000 1,004,000 | 1,400 _— = a Cae P : 
Jersey Central Power & Light Co 152,606 143,944 1,960 13,090 3,870 4,300 2,350 4,700 5,500 1,150 775 3,400 1,050 
PENNSYLVANIA 
West Penn Power Co 289,200 280,715 | 2,200 17,500 10,000 5,600 3,600 200 5,700 17,500 3,000 3,000 7,200 825 
Pennsylvania Electric Co. 283,400 276,406 1,850 28,000 10,900 6,300 5,000 ..... 8,300 22,700 2,500 2,400 ...... 1,300 
Pennsylvania Power & Light Co 460,000 447,251 | 1,800 47,000 21,000 14,000 12,000 ..... 13,000 30,000 3,000 3,000 16,000 3,000 
Luzerne County Gas & Electric Corp. 38,100 37,865 | o> | Soe 700 400 300 300 500 100 50 800 50 
Pennsylvania Power Co 63,500 61,208 2,450 4,840 2,280 1,010 1,040 1,490 4,060 910 620. 1,210 190 
Metropolitan Edison Co., Reading.. 186,000 180,193 | 2,300 | 15,000 7,000 5,500 3,500 ..... 5,000 8,000 1,200 1,350 .... 800 
Philadelphia Electric Co. System... 739,950 118,290 2,028 | 100,000 25,000 12,000 10000 ..... ...... SENMEA “shane | seers 5,000 
Northern Pennsylvania Power Co 31,000 30,342 | 2,090 | 2,500 1,050 850 625 20 900 175 225 180 
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PRESENT SATURATION % 












Fi | Food . 
Won | Refrig- Water Room Auto. Conv. Vecuum Dish- Waste Merchandise Plan to 
Units Radio T-V | eretors Ranges Heaters Freezers Condit. Washers Washers loners Dryers Cleaners Washers Units Redio 1-V in 1951? in 19527 


























Yes 
Yes 






Yes 
Yes 






Yes 
Yes 






Yes 
Yes 










No 
Yes 


3 nat esa Ms ; oe ; ui No 
ee eees oes» | s ‘ . ee o o- ee o° oe . ee se | Yes 











3 0 2 Yes Yes 

Mec 4,000 | 65 20 6 9 te” 1 ol’ 1 1 ot 33 oYes Yes 
ieee eS 4 6 a is , $s a ts os 160 No No 
1,460 28,650 38,300) 91 13 3 3 qe =e ee” 9 2 ws (Ss 484 ‘Yes Yes 
6 6 1 2 Yes 














800 39,000 92,000 88 15 3 2 1 12 70 3 1 75 2 1 95 50 1,100 Yes Yes 
i and dn ee ‘ i sz ié e rs = at 42 Yes Yes 
25 s 1,500 | 90 43 15 5 1 10 50 5 1 90 5 1 150 10 35 Yes Yes 






Yes Yes 






(No figures received from utilities queried in this state) 


















85 20 11 1 5 63 8 1 83 2 1 100 20 625 Yes Yes 

2,500 6,000 15,000/| 94 31 13 4 1 Q7 67 13 3 90 15 7: = 40 108 Yes Yes 

200 6,000 15,000; 90 20 4 3 25 50 15 ne 80 a 120 30 Pet Yes Yes 
.. 24,000 | 88 19 7 3 21 52 7 1 - 2 . 57 











PRESENT SATURATION % 











7 ae i an eaRPENATR 155,85 2°. 73 | No. of 





Water Room Auto. Conv. Vecuum Dish- Waste Mordbaiee Plan to 
Ranges Hesters Freezers Condit. Washers Washers froners Dryers Cleaners Washers Units Radio T-V | Territory in 1951? = in 1952? 




















15 64 : 83 re : Yes Yes 
95 10 2 5 3 15 80 20 5 95 3 3 98 90 | 30 No No 

399,000 | 72 1 1 1 5 ee Hi ss 3 a Bo. SA Se No No 
15 3 ie ; e. te ne af oe rts 300 Yes Yes 

No No 
















No 









No 












: 7 ; a - No No 
85 22 8 1 1 19 80 4 1 80 1 1 95 20 1,230 No No 
Yes 


200 30,000 30,000 








No 










88 44 25 a ‘ a ek ug. oP a 7% 310 Yes Yes 
~ ; ? : es eS , ‘ of ; ; <3) Yes Yes 
17,500 98 12 12 ; ‘2 ia 350 No No 














25,000 32,500 , No 
27,500 29,000; 80 2 11 8 1 81 15 3 2 a eee No No 














1,500 38,000 35,000' 88 31 11 9 12 80 9 2 83 2 1: 668 1,800 Yes Yes 
so a ee 13 5 > Ri % a ‘, ‘i iy 15 Yes Yes 
160 5,480 81 30 11 9 ee ay 10 20 4 70 : 20 163 Yes Yes 
Pee th age 30 19 ai : a e sf 2 vi of ee as 563 Yes Yes 
1,000 175,000 | 80 17 10 3 ; <-> 3 3 80 .. 190 74 | 1,895 Yes Yes 
oe 2,000 | 84 33 23 a x 12 | No 
i 
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A'S. PREFERRED 






















FULL PRODUCT LINE. There are strong reasons 
for selling the complete line of Universal Electric 
Housewares. The sale of any one Universal appliance 
Starts your customers filling a// their appliance needs 
at your store. You have one strong line of appliances to 
promote—one quality story to tell. Your salesmen are 
equipped to give a better feature story on each product, 
a more effective sales closing. It means easier selling. 


PROVEN QUALITY. Your customers are confident 
of the quality for which the name Universal has been 
well-known for many generations. It has been proved 








by increasing sales year after year. In selling Universal 
Electric Housewares your store, too, will be recog- 
nized as headquarters for quality merchandise. 





FOOD MIXER AND CHOPPER 
Chops, Beats, Mixes, Grinds, 
Mashes and Juices. it's a com- 
plete unit—nothing else to buy. 
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CONSUMER PREFERENCE. Millions of products 
have been sold bearing the Universal trademark. They 
have been chosen over all others by those who know 
and want the best in electric housewares. For example 
—the famous Universal Coffeematic is chosen by more 
people than all the other makes of coffeemakers combined! 


CONTINUAL PROMOTION. Universal will again 
set the pace in '52 backed by greater national advertis- 
ing and promotion than any other line. Every month, 
ads on Universal products will be appearing in the mag- 
azines your Customers read. Promotion on Radio and 
TV shows will add to making Universal Electric 
Housewares the country’s leader . . . Make it Yours! 








errr 
Trae 


 orrrrer: 
ak Ad 


| STROKE-SAV-R ROW 
Sized for flatwork—Shaped for 
’ frills. Tests over all others 
prove it America’s Fastest Iron! 
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Average 
KW-Hour 
estic) Consumption) 


1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 





Dec. 31, 


(Actual) 1951 


Auto. Conv. 
Freezers Washers Washers ironers Dryers 








DELAWARE 
Delaware Power & Light Co., 
(Northem Division) 


MARYLAND 

Consolidated Gas, Electric Light & 
Power Co., Baltimore 

Potomac Edison Company 

Delaware Power & Light Co., 
(Southern Division). . 

Eastern Shore Public Service of 
Maryland 

zastem Shore Public Service of 
Virginia. . 


54,655 | 1,850 


347,251 | 
115,423 | 


| 
53,302 | 


DISTRICT OF COLUMBIA 
Potomac Elec. Power Co 247,000 235,180 


VIRGINIA 


Va. Electric & Power Co 472,000 442,430 





Appalachian Electric Power Co..... 
WEST VIRGINIA 


Monongahela Power Co 
Wheeling Electric Co. 


NORTH CAROLINA 
Duke Power Co... 
Carolina Power & Light 
Tide Water Power Co 


SOUTH CAROLINA 
So. Carolina Electric & Gas Co 


GEORGIA 
Savannah Elec. & Power Co 
Georgia Power & Light Co 


FLORIDA 
Florida Power & Light 
Jacksonville Elec. Dept 
Florida Power Corp 
Tampa Electric Co 
Gulf Power Co 


386,700 369,353 


170,300 
35,475 


161,283 
34,876 


458,000 
238,500 
41,000 


105,000 


40,000 
23,300 


2,150 


21,813 2,400 


267,222 

66,384 | 
102,772 | 
78,693 | 
45,584 | 


*298,808 
14,016 
114,700 
83,100 
50,710 


*2,403 
2,568 
2,300 
2,330 
2,367 


26,500 5,670 


67,900 25,600 
Ss 23,500 


17,000 4,300 


725 


11,000 
14,500 
1,500 


6,200 





5,800 2,140 2,420 13,000 


13,500 1,100 


650 13,500 





Actual *August, 1951 


Average 
KW-Hour 


WEST SOUTH 
CENTRAL 


Number of Customers 
(Domestic) 
Dec.31, Dec. 31, 
1951 1950 
(Estimated) (Actual) 

ARKANSAS 
Arkansas Power & Light Co 
Arkansas-Missouri Power Co 


LOUISIANA 
Louisiana Power & Light Co 
Southwestern Gas & Electric 
New Orleans Public Service Inc 


OKLAHOMA 
Oklahoma Gas & Electric 


TEXAS 

City Public Service Board of San 
Antonio 

Texas Electric Service Co 
El Paso Electric Co.... 
Central Power & Light Co 
Texas Power & Light Co 
Gulf States Utilities Co 
Houston Lighting & Power Co 
Dallas Power & Light Co.. 
Southwestern Public Service Co 
Austin Electric Light Dept 


216,968 
28,231 


208,914 
26,928 | 


1,367 


141,500 
131,000 
133,450 


| 
129,820 
125,641 | 
129,573 


237,000 229,201 


111,466 
151,952 
46,069 
129,907 
242,774 
173,270 | 
263,956 | 
138,200 
86,833 | 
28,447 

| 


119,500 
165,800 
*47,7108 
140,000 
248,100 
182,320 
285,200 
150,000 

98,689 

29,500 


Consumption 


55,439 
2,737 


10,419 
1,549 


13,000 
18,000 
21,795 


1,000 
1,300 
210 


1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Room Auto. Conv. Dish- 
Freezers Condit. Washers Washers Washers 


lroners Oryers 





2,428 
674 


9,929 
180 


2,956 
35 


11,496 
450 


18,550 
1,831 


2,252 
68 


1,103 
$3 


1,267 


500 3,500 


3,580 


2,000 600 
825 


1,300 


5,000 
6,550 


7,000 
8,200 
7,400 


500 
350 
490 


1,000 
750 


4,000 


700 
1,681 


600 
913 
1,500 1;500 
1,200 750 
1,852 834 





* Actual July, 1951 
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PRESENT SATURATION % 








Food { Did Co. 
Water Room Auto. Conv. Vacuum _Dish- Waste } Merchandise Plan to 
Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Units in 1951? = in: 19527 











PRESENT SATURATION % 





Food Did Co. 
| Re Water Room Auto. Conv. Vecuum Dish- Waste Mordhectiee Plan to 
Radio T-V Renges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaness Washers Units in 19517? = in. 1952.7 





16,600 11,934 s i e * ye Raa 8 No 
: 400 ‘e + | Yes 


1,000 | No 


Me rw oe No 
25,000 | = af i No 


No 
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EVANS 


DOWN-FLO HEAT ACTION 


——<—-— 
— 
eee ee ee 





. EVANS 


PRODUCTS COMP AN Y 


a 





Heating and Appliance Division, Plymouth, Mich. 
in Canada . . . The Eureka Electric Co., 


Kitchener, Ontario 

















ce eR 











FLOOR LEVEL HEAT 


THIS SALES MAKING UNIT SPEARHEADS THE GREAT 2%/A¥AS’ HOME HEATING LINE 


_ an | 
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EAST NORTH CENTRAL 





























Average 
Number of Customers | KW-Hour 1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) | Consumption 
Dec. 31, Dec. 31, | 
1951 1950 | Refrig- Water Room Auto. Conv. Vecuum _Dish- 
(Estimated) (Actual) | 1951 | erators Renges Heaters Freezers Condit. Washers Washers loners Dryers Cleaners Washers 
OHIO 
Dayton Power & Light Co. 178,000 172,989/| 2,080 9,200 4,000 1,800 1,750 300 3,000 6,000 1,000 1,200 4500 400 
Columbus & So. Ohio Electric Co 181,558 179,768 1,554 sy ; ive res: il rare RSP Ra tins yd 
Central Ohio Light & Power Co 22,000 19,582 2,350 : 850 420 : ieee 4 ob OOP. oi-.050%; Sskacs . 
Ohio Edison Co.*. 407,000 396,088 2,500 30,000 10,000 4,500 3,500 900 12,000 14,000 2,500 3,000 23,000 2,000 
Ohio Midland Light & Power Co 11,163 10,761 2,098 300 100 200 75 10 100 150 100 _, ee 10 
Cincinnati Gas & Electric Co 297,500 290,641 | 1,860 43,000 5,500 3,200 5,500 900 12,000 30,000 4,000 3,000 20,000 1,100 » 
Cleveland Electric Illuminating Co 392,600 369,474 | 2,125 37,000 12,200 3,100 6,000 750 17,400 18,500 4,000 10,000 18,000 2,300 “ 
Toledo Edison Co 144,782 138,250 | 2,375 22,000 9,000 3,500 5,000 ..... 9000 4,000 2,000 9,000 i> Saarak 
Ohio Power Co 321,000 312,124 | 2,275 .... 14,500 17,800 ee ey alee Me ew vewes 
INDIANA 
Indianapolis Power & Light 151,000 146,700 | 2,200 5,000 3,000 
Richmond Municipal Elec. Lighting 
| es "12,862 12,532 2,535 err aes Laer eee rea re ie Rane es 
So. Indiana Gas & Electric Co 51,900 50,803 | 2,075 | ‘4,880 1,450 600 700 100 1,310 3,245 240 255 1,585 165 
Citizens Heat, Light & Power Co. 4,160 4,101 | 2,060 : 230 270 ; 3 vey ns oe... ucaes 
Public Service Co. of Indiana 227,000 216,580 | 1,730 a va ; , : : : 
Indiana & Michigan Electric Co 207,300 196,170 | 2,835 . 10,500 10,000 . . ‘ 2,750 
ILLINOIS 
Central Illinois Public Service Co 182,322 179,675 | 1,666 15,800 5,575 3,100 5,000 ..... 2800 9600 ..... RE ees ei 350 
Central Illinois Light Co. . . 88,000 86,000, 2,210 5,000 1,000 1,200 ... 250 1,500 2,000 500 500 5,000 200 
Central IWlinois Electric & Gas Co 43,400 42,000 | 1,894 | 3,500 800 400 700 ..... 1,000 3,000 500 UU. ie ae wie 
Illinois Power Co...... 258,300 245,979 | 1,840 idie | vareok ee TARE 0: Hela i Nien a Ae ean canst Mcgee a oh ens puna = oeaeenan 
Commonwealth Edison Co.. 880,000 876,710 } 1,500 | 110,000 17,600 800 19,000 4,500 36,000 60,000 8,500 8,000 75,000 3,500 
Public Service Co. of Northern Ill 563,300 542,125 | 2,370 | 31,500 7,700 9,100 8,500 sees 84400 29400 3000 2500 2.25. 1,750 
MICHIGAN | 
Detroit Edison Co 910,000 871,008 | 2,185 | 85,000 30,000 11,000 5,000 1,000 ~<—-50,000-> 10,000 12,000 ...... 4,000 
Upper Peninsula Power Co 15,500 14,904| 1,490 | 1,500 650 250 ee < 1,000—> 80 40 300 20 
Board of Water & Elec. Lt. Commrs., | | 
Lansing 34,000 32,262 2,740 | 5,800 3,000 1,000 1,000 =a? 2,000 4,000 700 . oe rere 
Consumers Power Co 610,939 591,345 | 2485 | 33,500 13,500 5,400 .... a SR te Ey ere oe Sins ambees «ee Ae 
Edison Sault Electric Co 9,303 7,452 2,000 605 254 173 a 187 433 155 144 200 25 
WISCONSIN 
Lake Superior District Power 16,824 16,705 2,300 ; 7 : ve ee pO a ‘ 
Wisconsin Power & Light Co 142,100 138,511 | 2,050 | 13,000 5,500 5,500 5,000 300 1,800 7,200 850 2,100 15,000 1,200 
Wisconsin Public Service Corp 123,385 127,785 1870 | 6,000 2,500 4,000 2,000 ete 2,000 2,900 800 2,000 ne 500 
Wisconsin Electric Power Co 345,500 332,919 2,380 15,000 12,000 9,000 2,000 . 5,000 3,000 2,000 1,500 ‘ 1,000 j 
* Actual August 1951 
Average 
Number of Customers | KW-Hour 1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) | Consumption 
Dec. 31, Dec. 31, | 
1951 1950 | | Relrig- Water Room Auto. Conv. Vecuum Dish 
(Estimated) (Actual) 1951 eretors Ranges Heaters Freezers Condit, Washers Washers roners Dryers Cleaners Washers 
KENTUCKY | 
Kentucky Utilities Co. . 174,336 161,991 1,696 20,610 10,455 3,300 2,830 825 2,350 14,950 800 500 2,800 650 
Louisville Gas & Electric Co.... 128,681 122,000 1,810 | 8,100 835 850 ns Wot 1,810 6,300 450 We Rocens 200 
Kentucky-West Virginia Power Co. 76,000 Ta907 | tA | ..... eee ee Veo Le 210 : 
TENNESSEE 
Memphis Gas, Light & Water Div. 112,000 103,966 | 1,875 12,000 2,000 600 2,500 1,400 8,200 7,600 1,000 250 1,600 2,000 
Knoxville Utilities Board... ... 58,000 54,525 5,900 5,200 4,500 1,800 700 MY Hecietoka = ewe 300 BE! wdietns 2 175 
Nashville Electric Service......... 83,300 79,882| 6,250 7,500 5,000 4,200 550 2,100 4,000 5,000 2,000 500 8,500 1,500 
Bristol Electric System........ : 9,400 8,900 | ies i vcbife a: Doea Wea <'chb eee. lke. Meets il weet ak Get 2 cane sl aun lies risen eas 
Electric Power Board, Chattanooga... 59,980 57,940 | 6,456 | 6,400 5,200 3,600 1,000 700 <- 4200 —-> 300 500 4,500 300 
Kingsport Utilities, Inc... ..... 16,600 15,323 3,900 iNew WA, SED: Lxuidee- cecuaee 5 dinette eb d 5 tions OF vie ee 
ALABAMA 
Alabama Power Co. . 327,700 308,710 | 2,480 50,715 19,000 8,000 6,000 900 10,345 26,465 1,615 900 9,310 1,450 
Birmingham Electric Co. . ne 104,800 102,156 | 1,626 10,000 3,000 500 900 225 4800 3,200 300 400 3,000 300 
Mississippi Pwr. & Light Co....... 114,000 109,341 | 1,335 wack. patna ct pha beech hake, Sse Ratan Grusauate A ata emaauee Wnameie Me sabtars hide oe Rei aes 
Mississippi Power Co.... aia 70,060 66,608 | 1,508 | 4,400 700 200 1,800 600 1,200 1,500 50 60 400 200 
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PRESENT SATURATION % 








Food 
Waste 
Units Redio 


Water Room Auto. Conv. Vecuum 
Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners W. 


Food 
Dish- Waste 


Did Co 


ise to 
in 1951? = in 19527 





350 7,200 15,000 


40,000 

250 400 

50,000 100,000 

30,000 58,800 
120,000 | 


1,200 | 


70,000 200,000 


30,000 150,000 








(Limited Activity) 


No 
No 
Yes 
No 
No 
No 
Yes 
Yes 


Yes 
No 


No 
No 
Yes 


No 
Yes 
No 


° 
No 
Yes 
No 
No 
No 
Yes 
Yes 


Yes 


No 
Yes 
No 
No 








PRESENT SATURATION % 








Food 
Auto. Conv. Vacuum _Dish- Waste 
Washers Washers troners Dryers Cieaners Washers Units 








4,000 


No 
No 
No 
No 
No 
No 


Yes 
No 


No 
Yes 
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| lt FIRST BELL 


SPECIAL FREE PREMIUM OFFER TO BUILD SALES AND TRAFFIC! 


Your sales and profits on the Mary Proctor Ironing Set will soar when 
you take advantage of Proctor’s first Jackpot Special! To help you 


out, Proctor provides free direct-mail material, free dramatic display. 














ot gp ||| | SECOND BELL 


THREE SPECIAL TOASTER OFFERS, ALL TAILOR-MADE FOR YOU! 





Introduce the nationally advertised new Proctor 1476 DeLuxe Toaster 
—with exclusive Crisper and Colorminder—and get special low prices 


at the same time! Part of these offers is an eye-catching toaster 


display and a supply of free mailing pieces. 


y Ce, J 











a & a 
THIRD BELL 
ae ae 2S 


ANOTHER EXCITING OFFER TO BOOST YOUR PROFITS! 


To let you make more money on every Champion Iron you sell, or 
to give you the material for a traffic-building sale, Proctor offers a 


special discount on this fast-moving item! 


CUT YOUR SELLING TIME IN HALF! 


With national advertising, free premiums, fast-working display helps, 
mailing pieces, informative hang-tags, and a wealth of other aids 
for you . . . with scientifically-designed products that out-perform 
ali others...and with the dramatic money-back guarantee as a 
sales-clincher, Proctor is a sure-fire Jackpot line for you! Be looking 
for the details on Jackpot Specials—if you don’t get them soon, 
call your Proctor distributor! 


PROCTOR ELECTRIC COMPANY, 3rd St. & Hunting Park Ave., Phila. 40, Pa. 


PROCTOR 
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WEST NORTH CENTRAL 


MINNESOTA 
Otter Tail Power Co. 
Northern States Power Co. & 
Subsidiary Co's@ 
Minnesota Power & Light Co 


IOWA 
lowa Elec. Light & Power Co 
Interstate Powe Co. 
lowa Public Service Co 
lowa Power & Light Co 
lowa-IIlinois Gas & Electric 


MISSOURI 
Missouri Power & Light Co 
Poplar Bluffs Board of Public Utilities 
Kansas City Power & Light Co 
Empire District Electric Co 
St. Joseph Light & Power Co 
Union Electric Co. of St. Louis 
City Utilities of Springfield 
Missouri Gas & Electric Co 


NORTH DAKOTA 
Minnkota Power Corp., Inc 


SOUTH DAKOTA 
Black Hills Power & Light 
Northwestern Public Service Co. 


NEBRASKA 
Central Electric & Gas Co., Lincoln 
Omaha Public Power District 


KANSAS 
Kansas City Board of Public Utilities 
Western Light & Telephone Co., Inc 
Kansas Gas & Electric Co 


Number of Customers 


Dec. 31, 
1951 1950 
(Estimated) (Actual) 


1)30,000 


103,799 


Average 
KW-Hour 


Consumption 


(Domestic) 
Dec. 31 
1951 


68,473 2,001 


460,000 
49,120 


443,593 
48 634 


2,280 
2,200 


62,000 
82,000 
83,000 
122,800 
78,670 


60,000 2,000 
2,048 
1,725 
2,550 


1,680 


48,329 
3,943 
163,800 
*50,217 
31,990 
448,350 
30,200 
10,375 


126 
1,835 


1.630 
2,050 
1,500 
1,600 


37,500 2,581 


16,750 
26,800 


2,050 


26,600 2,320 


4,550 
80,000 


5,797 
77,700 


1,900 
2,200 


34,154 
32,150 
97,483 


1,750 
33,400 
1,660 


9,134 


45,000 
3,964 


1,200 
5,000 
6,000 

29,000 
4,500 


2,200 
12,000 
10,000 

3,000 
41,000 


500 


900 
1,800 


8,000 


2,100 
9,000 


5,500 


1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 





Auto. 
Freezers Condit 


Washers 


10,000 
743 


200 
2,000 


17,000 


600 1,200 


1,100 400 
4,000 
1,000 

500 
9,400 


1,500 
1,000 
8,000 


300 200 


1,700 150 


650 
1,400 


3,500 1,300 2,200 


300 
2,000 
2,500 


50 
500 
400 


350 
1,800 


froners Dryers 


4,500 
155 


200 
2,500 


5,000 
200 


50 


40,000 
2,300 


1,000 


1,500 





* August 1951 Actual 


MOUNTAIN 


MONTANA 


Montana Power Co 


IDAHO 
Idaho Power Co. 


WYOMING 
Cheyenne Light, Fuel & Power Co 
Sheridan Div., Montana-Dakota 
Utilities 
Rawlins Electric Co 


COLORADO 

Colorado Springs Dept. of Public 
Utilities 

Colorado Utilities Corporation. . 
Fort Collins Light & Power Dept... . 
Home Light & Power Co., Greeley 
Public Service Co. of Colorado. ... 
Frontier Power Company. . 
Southern Colorado Power Co 


NEW MEXICO 
Public Service Co. of New Mexico 
Albuquerque. . 
Raton Public Service Co 


1) Loss by 1951 flood 


Number of Customers 


Dec. 31, 
1951 
(Estimated) 


Average 
KW-Hour 
(Domestic) 


Dec. 31, 
50 
(Actus!) 


103,350 101,112 


98,100 95,270 5,105 


10,310 9,195 | 1,954 
4,410 


2,020 


4,305 1,296 


1 ,540 


19,800 
1,800 
3,650 

10,070 

181,288 
3,601 
33,570 


56,088 
*2,219 


Consumption 


2) Controls Co's in Wise., N. D., S. D 


1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 


Auto. 
Washers 


Water Room 
Heaters Freezers Condit. 


4,800 1,800 


8,300 5,250 2,639 


440 220 275 
25 


20 


109 
150 


365 1,025 


Conv. 
Washers 


1,800 


1,500 


45 
150 


lroners 


1,312 


250 


40 
25 


Dryers 


1,350 


120 


20 


200 
33 


10 
150 


Vecuum 
Cleaners 


1,485 


500 


400 
286 


150 
1,500 


Dish- 
Washers 





* Actual June, 1951. 
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1952—ELECTRICAL MERCHANDISING 





‘ood Did Co. 
Refrig- Water Room Auto. Conv. Vecuum _Dish- Waste Merchandise Plan to 
erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Units in 1951? = in 19527 





74 38 23 me oF as a ° . “6 om . iin No 


80 21 19 
86 38 19 


85 25 20 
86 18 20 


98 27 
85 8 
86 
85 
80 
75 
80 


80 
68 


80 
83 


20 
75 








PRESENT SATURATION % 


Food 
Water Room Auto. Conv. Vacuum _Dish- Waste 
Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Units Radio 





42 10 


72 


31 
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TAKE IT FROM KATE SMITH AND 


» You won't know what 
se if you dont see | 


on NBC-TV— 










































































NOW MORE THAN EVER..-- 


NORGE ADVERTISING HITS HOME! 
Kote Smith \ Red Skelton \ Wenrhiiire 1p 
an TV! \ on Kudo! \ cams i 


Sensdtonal Foint- \ "re beildeg Piwerpoatked, 
promotions { 








of Sale material! SUNeS- 
pre ay 
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youre missin 


NORGE! 


i 
C THAT’S MAKING SALES HISTORY? eee 











Listen to the 
“Red Skelton Radio Show” 
on CBS—in areas 
not covered by television 


HERE’S THE AUTOMATI 


mance 
dow NORGE “ier” 


with Time-Line Control 


511 
WASHES BETTER! BROKE ALL SALES RECORDS - on 
; tn-e-life 
his new Norge 1s the once-in 
mneee BETTER! a partis that dealers dream about. 








i d 
i rfectly designed an 
R! An appliance so perfect’ sh 
mesons engineered—so appealingly pric a 
LLS BETT ER! packed with features women _— 
s proving to be a sales natural! 





\ 
\ 
| 
Se 


— Se . 
ee O'Seec = 
chai = > w ; : 
—ar , 3 Pliat 


6 =a | 686 t : ; 
| a J | 

















6 ~~ & 
a F i 
Tele Speed —— : 

Simplest indicators ey FA 


designed. Ligh ever 
Panel tel) gehts on back 





ta NE Ore 














a a 
which cooking speeg a 
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the line that pays off 








for the dealer! 








PAGE 207 















| 
| 







Average 














Hung: of Coens: | eae | 1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 
MOUNTAIN (continued) ‘"Cemesicy"*" common 
Dec. 31, | 
alten (Actual) 1951 — Ranges bn Freezers pa 4 Auto. Conv. Ironers Dryers pd Waners 





















ARIZONA 


Salt River Power District, Phoenix. . 24,900 
Tucson Gas, Elec. Light & Power Co. 38,000 
Arizona Edison Co., Inc.. 


UTAH 








Heber Light & Power Plant. 1,305 
Helper City Light & Power 805 
Price Municipal Corporation ; 2,000 
Telluride Power Co.. : 6,900 
Provo City Utilities 7,000 
Utah Power & Light Co @ 155,300 
Logan City Corporation 4,850 
Payson Municipal System 1,500 
Spanish Fork City Utilities 1,800 
Uintah Power & Light 930 


Southern Utah Power Co 
NEVADA 








Caliente Public Utilities 300 
Ely Light & Power Co. 1,310 
Sierra Pacific Power Co. 23,000 
Southern Nevada Power Co 10,991 


Elko Lamoille Power Co... 


Central Arizona Light & Power Co. . 59,000 


57,000 
21,317 


33,925 | 


1,294 | 


1,975 
6,100 


6,613 | 


150,739 
4,800 
1,348 
1,725 


277 
1,291 
21,715 
9,420 


1,957 
3,240 
1,750 


g 


6,500 
500 


315 
200 


20 


590 
400 


1,350 
50 


25 
250 
152 

5,000 

40 


10 


40 


25 


237 
7,000 


215 
100 


20 


19 
2,000 


50 


65 
50 


20 


55 


1,500 


50 


261 


7,000 


80 


250 






33 
700 


25 












1) Actual October, 1951. 















Number of Customers 
(Domestic) 


Average 
-Hour 


Consumption 


1951 SALES OF ELECTRICAL APPLIANCES (UNITS) 





Dec. 31, 





i WASHINGTON 

; Grays Harbor Public Utility District 

4 No. 1. .. 16,231 
Puget Sound Power & Light Co..... 148,500 

§ Washington Water Power Co... 85,750 

§ Dept. of Public Utilities, Tacoma 46,500 

3 


Seattle City Light . . . ‘ 176,600 
CALIFORNIA 
























City of Anaheim Light, Power & 

Water 3 4,600 
Burbank Public Service Dept. , 26,406 
Coast Counties Gas & Electric Co. 34,846 
City of Glendale Public Service 

Dept 33,500 
Pacific Gas & Electric Co... - 1,106,400 
City of Riverside Public Utilities. . . 17,000 
So. California Edison Co . 841,000 
Modesto Irrigation District . 17,550 
Pasadena Municipal Light & Power. . 36,772 
Los Angeles Dept. of Water & Power 596,000 
San Diego Gas & Electric Co...... 163,284 
California Electric Power Co. ; 48,000 
Alameda Bureau of Electricity... .. 13,300 
California-Pacific Utilities. . . . a 16,937 
Sacramento Municipal Utility Dist 81,150 
Turlock Irrigation District. ..... 13,911 
City of Palo Alto.... 8,778 
Imperial Irrigation District . . 16,920 


OREGON 





California~-Oregon Power Co 60,902 
Mountain States Power Co.... 90,000 
Pacific Power & Light Co... 98,000 
Portland General Electric Co. 186,400 


Eugene Water & Electric Board. 17,500 





1 
(Estimated) 


Dec. 31, 
9 


15,947 
142,738 
84,333 
44,696 
104,805 


18 000 


57,930 | 


4,74 
4,750 
5,750 
6,650 
5,800 


1,200 
1,758 
2,012 


1,450 
2,015 
1,960 
1,606 
2,575 


1 650 


5,455 
3,875 
4,900 
5,450 
6,100 








475 
2,400 
91,500 
50,000 
21,800 
2,300 
2,195 


10,623 


2,000 


4,500 


18,000 


8,600 
2,500 
8,500 


5,000 


18,000 


6,750 
2,200 
8,000 


25 
460 


9,000 


200 


3,500 


8,000 


2,480 


40 
520 
22,000 


10,500 


1,800 


4,800 


7,950 


5,725 


2,800 


9,500 


1,480 


40 
200 


11,000 


8,500 


3,300 
100 
25 
535 
910 


100 


2,500 





2,450 


20 
170 
9,000 
3,000 
1,600 
100 
325 


1,163 


25 


4,500 









































BRITISH COLUMBIA 
British Columbia Electric Co., Ltd. 

Victoria Division 34,302 

Vancouver Division 162,000 


HAWAIll 
Hawaiian Electric Co., Ltd.... 63,250 
Hilo Electric Light Co., Ltd........ 11,122 














33,239 


154,870 


60,979 
10,900 


2,120 


2,855 
1,995 


3,700 


1,300 


700 


800 


320 


500 


1,600 


35 


1,500 


40 













1) Represent Co. sales only. 
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PRESENT SATURATION % 



































Food Food oe Did Co. 
Waste Refrig- Water Room Auto. Conv. Vecuum Dish- Waste Serving Merchandise Plan to 
Units Redio T-V eretors Renges Heaters Freezers Condit. Washers Washers froners Dryers Cleaners Washers Units Redio T-V Territory in 1951? in 19527 
7,000 5,500 86 15 5 10 30 : 10 : 2 95 18 125 No No 
100 500 200 90 10 20 5 95 10 35 5 5 45 5 5 95 10 100 No No 
Roce No No 
76 No No 
- Lx = 4 6 No No 
5 25 95 65 65 20 2 25 90 10 5 85 2 1 95 7 No No 
e ‘ 10 No No 
2 53 34 45 No No 
13 357 242 ' 20 : a - Age peeing ee No No 
700 15,000 6,500, 85 50 27 6 18 69 9 2 80 2 1 99 40 675 No No 
; we re i ; Bs _ ib io) en Te as Ye No No 
10 125 75, 70 50 30 4 2 85 2 1 85 2 1 90 2 5 No No 
- > ae + ~ a a sa an 13 No No 
80 50 50 40 20 20 ee 5 5 25 10 40 15 No No 
22 No No 
1 50 73 Poe 8 EEE 7 3 53 1 1 83 2 No No 
a 11 No No 
81 56 27 ne ee : 115 No No 
35 400 95 80 75 1 1 75 2 5 100 20 No No 
| ies No No 
| 
PRESENT SATURATION % | 
eas te i No. of 
Food Food | Desles Did Co. 
Waste Retrig- Water Room Auto. Conv. Vecuum Dish- Waste : Serving schandise Plan to 
Units Radio T-V erators Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Units Radio T-V Territory in 1951? = in 1952? 
| 
50 56 32 No No 
; s ‘ an bed wa) eh ag ye ign ir ee eae RS ee No No 
350 18,500 93 10 72 14 35 91 16 7 90 5 3 98 | 410 No No 
77 N 3 170 (Limited) 
99,000 | 75 80 58 67 24 300 No No 
; ; me ES : nt ue 15 No No 
40 225 1,200 | 85 19 3 6 2 10 65 10 2 80 3 3 85 33 21 No No 
250 3,000 625 90 18 12 10 30 30 6 1 80 2 3 99 2.4 98 No No 
- : 65 21 3 - ee ~~ 7 i ; : eon, 60 No No 
4,500 94,000 100,000 16 15 9 6 9 78 14 2 68 2 98 17. | 9,545 No No 
; ; 75 30 6 ie ie by = 22 No No 
15,000 40,000 60,000, 60 10 4 4 63 12 1 1 6 45 | 720 No No 
1,250 ws 15 40 No No 
: . 13 4 fe 25 No No 
150,000 | 77 9 4 60 | 410 No No 
5,700 34,000 38,000 A si A rc woe ee No No 
93 35 15 15 10 40 60 12 5 90 15 S408 2:1} 435 Yes Yes 
25 200 1,000 90 25 1 2 25 65 1 2 95 1 1 100 40 | 8 No No 
185 89 55 42 18 2 19 10 11 3 95 3 3 100 85 No No 
4,526 136 No No 
5 Cant } 28 Yes Yes 
Jaa is matte , é xg ss : | eG No No 
100 90 35 28 5 25 70 8 1 85 2 2 52 No No 
00 5: Si.. ; 57 52 ie : ip 175 No No 
ao Medes 77 52 39 6 18 59 9 8 65 2 2 96 ables No No 
650 35,000 80 Ss i | 350 No No 
fie > 80 70 59 265 No No 
ae 84 80 Bind sk No No 
15. 4,000 10| 36 Q7 10 1 5 69 4 1 83 27 19 115 18 106 No No 
100 23,264 300 | 48 29 16 1 6 15 5 1 16 1 1 100 1 380 No No 
150 No No 
| 18 No No 
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“Guaranteed to remove more dirt in less 
time or your money back!” 


This powerful theme tells and sells the public on what a vacuum cleaner 
should do: get the dirt. This theme is one that we sincerely believe only 
the Eureka dealer can make because of the unmatched performance of the 
EUREKA AUTOMATIC CLEANER Model S-250, now known everywhere as the 
“3-in-1” Wonder Cleaner. It’s down-to-earth — factual — convincing — 
it’s a retail-minded theme that takes the place of demonstration and takes 
a fraction of the time. 


The Mighty Selling Feature— 


THE THREE GREAT NEW EUREKAS 


A compet NO DUST BAG 
Cleaner Department 

Three New Eureka Cleaners, that's all you 

need...and you're in business! Low cost re TO £ pe i T Y e 

i tory—hot r handi quick sales— : q 





big profits. 


“Throw-Away” Paper Dust Bag 
New Model 600" TANK 


Popular Priced _™ ‘ } assembly — now available for the 
ful, all-steel, SS “2 30 4» : 
ond enesliont ont : ~ 3-in-1’”” Wonder Cleaner! Certain 
of cleaning tools a f ‘ 
customers may desire this feature. 
ee ne een EUREKA dealers can give it to them! 
Super-powered, : 
all-steel, no bag 
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PROMOTION FEATURES 
V2 (Powerful 2 Sales Specials 


¢ E 
A File OFFER \ rntt,... 






















P 
Free Power-Driven F Lo 
FLOOR POLISHER— pO 
Adds $50 Value to “3-in-1”'! 
The vital “extra” that only Eureka has, _. exdy 
only Eureka can offer — and offer now FREE! — 
The big-value Floor Polisher . . . an “appliance” We i 
in itself... given at no cost with the purchase the enorsle in 
of the "3-in-1” Wonder Cleaner. This free offer is bristled 
plain magic .. . as proved by Eureka dealers ceseh 





everywhere. Attention-getting, action-provoking — 
it'll ring up sales for you. 









PROMOTION * 





FEATURE “SAVE $10.00” ON THE 
POWERFUL “600” TANK — FOR 
IMMEDIATE TRAFFIC AND SALES 
ACTION! 


Quick sales and volume are guaran- 
teed when you offer a FULL $10 
SAVING on the powerful Model 
“600” Tank through these pre- 
tested newspaper ads. They bring 
prospects into your store — they 
bring new life to your cleaner 
department — they bring 

new profits into your 

cash register! 



























Introducing Marvelous New 


EURERA 
Waste Food 


ts 


pa 











with 72" short hopper and exclusive, patented 
"Hammermill" grinding action which does 
not clog or jam. Equipped with \4 H.P. 


A 
P) se - ° . 
|e - Write, Wire or Phone for full information 
Capacitor—Start Motor and forged brass 


f ; 
i nideidh 
impellers. Meet the growing demand with a 


better product... pile up big new profits. Model 75-A Eureka Williams Corporation - Bloomington, Illinois 
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® There won't be many radically new lines on dis- 
play but retailers will show up to look over 
competitors’ lines and visit with factory brass 























® In addition to the furniture shows and the Navy 
Pier housewares exhibit, appliance men will 
be on hand for AHLMA and NARDA meetings 


Although no new or revolutionary 
products are expected to be on dis- 
play, the January markets in Chicago 
still offer appliance visitors a peek at 
everything the industry has to offer 

demonstrated by experts. Thrown 
in will be a chance to rub noses with 
the brass hats of the business 

Up and down Main Street, this 
means a good deal, as few merchants 
get a chance for close-ups of the lines 
their competitors carry 























In addition to the exhibits at the 
Furniture and Merchandise Marts 
and at Navy Pier, Chicago will play 
host to two important trade associa 
tion meetings during market-time. 
The American Home Laundry Mfrs. 
Assn. will meet on January 5 and 
NARDA will hold its annual meeting 
from January 13 to 15. 

What To Do. The best advice for 
those who attend the Furniture and 
Merchandise Mart shows January 7 
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FURNITURE MART 


through 18 is not to try to break 
down the doors on opening day. 
Much the same applies to the Navy 
Pier Housewares Exhibit January 17 
to 24. 

Come after the show is well under 
way, as hotel rooms are impossible 
to obtain at the start. Be sure to have 
a reservation, and hold it in your hot 
little hand when you register. Don’t 
be surprised if the hotel waits until 
3 p.m. to check you in. Wear your 
most comfortable shoes, as the dis- 
plays stretch for miles, much longer 
than any golf links. 

Breakfast will cost you $1 up in 
Chicago, lunch $1.50 up and dinner 
any price you want to pay. Cheapest 
place to eat is probably the Forum on 
Madison St., and ritziest food pos- 
sible is found at the Buttery, in the 
Ambassador West. Our _ second 
choice: the Kungsholm. 

If you like shows there are “South 
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Market Time: All Roads Lead to Chicago 


Pacific,” and “Gentlemen Prefer 
Blondes,” and “The Moon is Blue.” 
The night clubs are still on Rush 
Street. 

The Outlook. ‘The men who supply 
appliance manufacturers tell this 
writer that there is certain to be a 
reasonable amount of merchandise on 
display and available at the markets, 
despite bear stories to the contrary. 
You cannot expect manufacturers to 
turn loose brand new products or 
improvements at this time, as they 
are going to save them for days when 
they can go to town on these things. 
Substitutions will be acceptable to 
the trade. In short, it’s a good time 
to come up, shake hands with the 
brass hats, get the pitch on what they 
are going to do, and look over what 
everybody is going to have to offer, 
before you do your own buying. 

Building by building, here’s the 
outlook for market-time, 1952: 
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NATIONALLY 
ADVERTISED! 


Harder-Freez has been na- 
tionally advertised in lead- 
ing consumer magazines 
consistently since 1945! Ef- 
fective Promotion Plan. Full- 
color sales literature. Maga- 
zines for 1952: 


The Freezer Line That Really SELLS! 








You can se// Harder-Freez — because Harder-Freez for 
1952 offers so much in OUTSTANDING VALUE, in 
easily-demonstrated convenience features, in fine ap- 
pearance and in absolutely dependable operation... 
proved in many thousands of homes since 1945! 


The Tyler organization— tops in commercial refrig- 
eration — keeps Harder-Freez design on a level-headed, 
practical, dollar-wise, performance basis! You can sell 

Harder-Freez in volume, 
and with confidence! 
Write today! Tyler Fix- 
ture Corporation, Dept. 
EM-1, Niles, Michigan. 


1952 Harder-Freez Chest Models include 
new Slide-Out Condensing Unit for easy 
servicing, exclusive Center Plate Coil, many 
other important features. 
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COMPARE! 


1, Exclusive Center Plate Coil. No 
water-logged insulation in 
outer walls. Reduces operating 
expense. 

2. Single, Self-Balancing Sofety 
lid — easy to open, stays in 
Position. 

3. Heavy-Duty Catch holds lid 
down under positive pressure, 
seals in cold. Lock included in 
Chest Models — available in 
Uprights. 

4. Thick, Tyler Certified Insulation 
cannot settle, helps assure low- 
cost, economical operation. 

5. Sturdy Welded-Stee! Construc- 
tion for long li 

6. Adjustable Dividers make it 
easy to organize contents. 


7.Smort, Modern Design with 
rounded corners, white baked- 
on enamel. 


8. Ventilated Recessed Bose for 
ample toe room. 


9. Hermetically-Sealed Condens- 
ing Unit —5-yeor warranty. 


WO. Separate Inner Doors protect 
contents in Upright Models. 


11. Built and sold by one experi- 
enced manufocturer — TYLER 
(Harder-Freez Division). 


12, Outstanding Valve — a quality 
line at amazingly low prices. 


13. Nationally Advertised consis- 
tently since 1¥45. Sold through 
leading appliance distributors, 
dealers and departments. 
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Acme National Refrigeration Inc...17/90 


Admiral Corp. ; ee 
Agricola Furnace Co. 4 548 
Altorfer Bros. Co. 541-42 
Appliance Mfg. Co. 510-A 
Armstrong Products Corp. 17/63 
» Arvin Industries, Inc. 441-42 
Automatic Washer Co. 503 
Auto Stove Works 546-A 
Berton Corp. 549-A 
Belmont Radio Corp. 17/55-56 
Bendix Home Appliances, Inc. 539-A 
Bendix Radio Div., Bendix Aviation Corp. 
545-D 
Ben Hur Mfg. Co. ..540-B 
Birmingham Stove & Range 17/105 
Birtman Electric Co. 17/35-36 
Blackstone Corp. 544-A 
Boston Stove Foundry Co. 17/65 
Caloric Stove Corp. oe ee 
Champion Dish Washing Machine Co. 
2453 
Clements Mfg. Co. ‘ 17/68 
Cole Hot Blast Mfg. Co. 17-73-74 
Coleman Co., Inc. .. $25 
Conlon-Moore Corp. 504 
Criibben & Sexton Co. 538-A 
Crown Stove Works 531 
Comstock-Castle Stove Co 546-B 
Dearborn Stove Co. 17/88 
Deepfreeze Appliance Div., Motor Prod- 
ucts Corp 510B 
Detroit Vapor Stove Div., Borg-Warner 
Corp. 513-B 
Dixie Foundry Co. 524 


Duo-Therm Div., Motor Wheel Corp. 517 
Du Mont Laboratories, Inc., Allen B.536-B 


Eagle Foundry Co. ee 
Empire Appliance Co. .. 17-32 
Estate Stove Co. . — 
Evans Products Co. .. 541-8 
Fedders Quigan Corp 17-108/109 
Fresh'nd Aire Co. 17/106-A 
Frigidaire Div., General Motors Corp. 
508-09-A 


S (ELECTRICAL MERCHANDISING has prepared 
ese partial listings from information provided 
the managements of the Furniture and Merchan- 
dise Marts and the National Housewares and Home 
Appliance Exhibit and has made every effort to 
include all names of interest to the appliance, 
electric housewares, radio and television indus- 
tries, but tokes no responsibility for errors or 
omissions. ) 


General Air Conditioning Corp. ....17/64 


General Electric Co. ..........535-37-A 
Gibson Refrigerator Co. ...... . .537-38-B 
Grand Home Appliance Co. .....17/J-31 
Gray & Dudley Co. + auhed eae ate 
Hallicrafters Co. ............. 17/69-70 
Hamilton Mfg. Co. ...............1420 
Wandutek Deve Co. ....sc0ccee- 1530-31 
Holland-Rieger Div., Apex Rotarex Corp. 
17/98-99 
es er 544-B 
BSN SE TR sccenceesansnens 511-A 
NS wcvdsasecswciees 533-35-A 
Ideal Steel Products Co. .. .17/Q-116-117 
Inland Steel Container Co. ..... 17/51-52 
International Oil Burner Co. . 512-A 
lroner Div., Speed Queen Corp. . .17/66-67 
eee ee atedenseeene 
Jackson Industries ....... .17/118-119 
James Mfg. Co. ......... Jsieun ee 
Kalamazoo Stove & Furnace Co. .. .5]2-B 
Se .512-A 
Kelvinator Div., Nash-Kelvinator Corp. 
513-15-A 
King Refrigerator Corp. 17/33-34 
Landers, Frary & Clark .547-B 
Leonard Div., Nash-Kelvinator Corp. 
513-15-A 
Leeson Steel Products Inc., Presteline 
Div ee. 447-48 
Lewyt Corp. ase 17/K 
Lindemann, A. J. & Hoverson Co. 
17/P-42-43 
Lonergan Mfg. Co. ......... 514-B 
Martin Stamping & Stove Co. . .546-B 
Maine Mfg. Co. ..............17/37-38 
Marvel Metal Products ... ....17/89 
Mengel Co., Cabinet Div. 17/83 & 104 
Modern Refrigerator Co. ....17/100-101 
Motorola Inc. ay . 505-07 


Norge Div., Borg-Warner Corp. .. 521-22 


Oakland Foundry Co. : 546-C 
Odin Stove Mfg. Co. .... ee 
Olympic Radio & TV.... 17/92-93 
One Minute Washer Co. 17/94-95 
Palley Mfg. Co. 17/84-85 
Perfection Stove Co. ... 17/110-112 
Philco Corp. es 128 
Phillips & Buttorff Mfg. Co. 630-31 
Plastray Corp. ...... 17/48 
Premier Stove Co. ce ceec 
Prentiss-Waters Products Co. .549-A 
Presteline Div., Leeson Steel Products 

Div. os. 447-48 


Partial List of Markets and 


Ger RGA. 6 god ess pace vies 516-B 
Queen Stove Works, Inc. ......17/75-77 
RCA Victor Div., Radio Corp. of America 
232-36 & 540-B 
Nc vccavweeexes ...17/91 
Roper, George D. Corp. .... 529 


Royal Vacuum Cleaner Co. . 4 17/102-103 





Samuel Stamping & Enameling Co. .. 548 


Sanitary Refrigerator Co. ..... .539-B 
WE NL cco bacoan's wnasuns nde 536-B 
Siegler Enamel Range Co...... 17/44 
Sparton Radio-Television Div., Sparks- 

«ee ay 509-B 
Speed Queen Corp. ................ 530 
Stiglitz Furnace & Foundry Co.. .17/61-62 
Summers & Selbers............... 17/R 
Sunray Stove Co.............. 17/66-67 
Sutton Corp. O. A., The Vornadofan 

Es. bs on-geate deeded ane erscueel 17/M 
I SG, oo occccceceeciaes 518 
MINI decsehcs bird nmacesaatning one 508-B 
United States Stove Co. .......... 17/57 
United Stove Co. ....... va ne co 
Universal Major Appliance Co. . . . .513-B 
Voss Bros. Mfg. Co. .... cone Neree 
W. W. Welch Co. ............17/40-41 
Waring Products Corp. ...........2953 
I OE hives ee cnnsuvesta 520 


Westinghouse Electric Corp. 
501-03 & 543-8 


Whirlpool Corp. .... 90 «a 
Winsted Hardware & Mfg. Co. .... .2953 
Woman’s Friend Washer Div., Central 

Rubber & Steel Corp. ..........17/53 
Zenith Machine Co. ............ .546-C 
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A. B. Stoves Div., Detroit Michigan Stove 


Re AE ES es DRS 1128 
Aladdin Industries, Inc., Vacuum Div. 1107 
Aluminum Goods Mfg. Co. .........1129 
Aluminum Specialty Co. ........... 1170 
Amana Refrigeration, Inc. ....... 1127 
American Central Div., Avco Mfg. Corp. 

1476 
American Gas Machine Co.......11-108 
American Stove Co........ .. 1166 
Apex Rotarex Corp.... ee 
Associated Plastic Cos., Inc........ 1195 
Avco Mfg. Corp., Crosley Div.......1132 
Bersted Mfg. Co., Div. of McGraw 
TE, aevcnaeeserbanpasoee 1467 


Birmingham Stove & Range Co... .11-115 


Camfield Mfg. Co................ 1102 
Capehart-Farnsworth Corp. ........1118 
SINS, oh sree uh cabanas nue 1186 
Casco Products Corp...............1175 
Chiappe, Albert H. & Assoc........ 1488 
Chimes & Signals, Inc............. 1451 
Continental Scale Corp........... 14-105 
Ok eee 11-107 
Corning Glass Works............. 1470 
Crosley Div., Avco Mfg. Corp....... 1132 
ke ee en 14-104 
Deepfreeze Appliance Div., Motor 
Pentee COG coc eccccceccecse 1467 
Detecto Scales, Inc............... 1466 
Detroit Michigan Stove Co......... 1128 
EES Er are ees 14-103 
Dominion Electric Mfg. Corp....... 1422 
Dorby Company ............... 1106-A 
ON Sree ae 1487 
Dortch Stove Works Inc........... 11 
Easy Washing Machine Corp....... 1464 
Economics Laboratory, Inc......... 1177 
Edgewater Steel Co............... 1142 
Eldredge Sewing Machine Co....... 1468 
Estate Heatrola Div., Estate Stove Co. 1418 
eR A eee 1419-A 
Fasco Industries, Inc......... .. 1422 
Florence Stove Co.. seat 1458-9 
Free Sewing Machine Co....... 1460 


Free Westinghouse Sewing Machine 
Neb «- dcidinevesccecad Guage eee 


General Electric Co. 


Air Cond. Div...... 5-0 an aR 
Electronics & Tube Div.......... 1123 
Major Appliances ............. 1117 
Small Appliances ............11-102 
Ee eee. 1192 
General Mills, Inc. Home Appliance 
Ee yack'e hd. teig'd oe 
General Slicing Machine Co., Inc.. .1492 
Geuder Paeschke & Fry........... 1492 
a re 11-114 
Hobart Mfg. Co., Kitchenaid Div... 1492 
LL, eae eee 1456-57 
Hunt Heater Corp................ 1136 
International Appliance Corp.....11-116 
gg RE ee ee ee 1174 
Johnson, S. C. & Sons, Inc... .. 1158 
Kewaskum Utensil Co. ove ennen 
King Mfg. Co. ¥ 7: 2..0088 
Kisco Mfg. Co....... -iesraseg 
Knapp-Monarch Co. ... . 1483 
Knox Stove Works Inc.......... 1134 
Landers, Frary & Clark ; 1479 
La Salle Lighting Products, Inc., 
Heater Div. vols oe 





The Merchandise Mart. There is 
parking space for 1200 automobiles 
within one block of the Merchandise 
Mart on the northwest side of the 
loop. It is easy to reach by north 
side elevated trains which stop at the 
Mart station. In addition, the Chi- 
cago Motor Coach Co. operates a 
shuttle bus between Soldiers Field 
parking lot (about 2 miles south) and 
the Mart. 

The world’s largest building has a 
railroad ticket office, telegraph office, 
and theater ticket shop. Eleven eat 
ing places in it are capable of feeding 
more than 30,000 people daily. You 
can go from the Daisy doughnut shop 
to Henrici’s, Chicago’s oldest restau- 
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rant, which serves whipped cream 
with its coffee. 

The National Broadcasting Com- 
pany and American Broadcasting 
Company both have studios for radio 
and television here. Tickets may be 
obtained for “Dial Dave Garroway,” 
“Welcome Traveler,” and the “Farm 
and Home Hour.” Don McNeill’s 
“Breakfast Club” originates in the 
nearby Civic Theater. 

While the eleventh and the four- 
teenth floors hold most of the house- 
ware and appliance accounts, look 
sharp, for they are scattered over the 
building 

The Merchandise Mart houses the 
Norge Division of Borg-Warner Corp., 


Westinghouse and General Electric. 
The American Stove Co. is a new 
tenant and Hudson Ross, one of 
Chicago’s best known television and 
radio stores, now has a branch here. 

Furniture Mart. Some 25,000 
buyers go through the doors of the 
Furniture Mart each winter season. 
Floors 5 and 17 house most of the 
122 appliance exhibits, but there is 
a scattering on other floors, so you’d 
better consult your program. 

To arrive at the Furniture Mart, 
which is about a mile from the Loop, 
take a “57” bus, a Navy Pier street 
car (catch it on Wabash Ave.) or one 
of the special busses for the market 
that run from the Loop. There is some 


automobile parking space in the neigh- 
borhood. The Mart is right up against 
Lake Michigan, and there are no 
restaurants handy in the neighbor- 
hood. There is a club on the 17th 
floor, and your supplier can fix you 
up with an admission card. Otherwise 
one eats in cafeterias, soda fountains 
or traveling trucks. 

Besides the appliance exhibits, 
there are trainloads of furniture on 
other floors which give one a preview 
of how the well dressed house will 
look. 

There are numerous dinners, break- 
fasts and other affairs during the two 
weeks, which fairly bathe one with in- 
side information about marketing. 
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Housewares Show Exhibitors 





Rtherty-Blactele Gon... 6i00ccasc00e 1492 
Manitowoc Equipment Co.......... 1422 
WOE TS in vc ce vigaisanee 1115 
Martin Co. eee ee 14-104 
McGraw Electric. Co., Toastmoster 

Prod. Div. ee he ee oy 1455 
McMahon, R. S. Co. ohana 
Metal Ware Corp............... 1411-A 
Modern Sewing Machine Co. .. 1440 
Motor Products Corp., Deepfreeze 

GTI ogo vb vv bc evin ccc’ 1469 
a eS eer ee 1119 
Murphy Radio Lad. 1174 
Murray Corp. of America........... 1124 
Mutschler Brothers Co............ 1125 
Mirro Aluminum Co. 1129 
National Sewing Machine Co. 1468 


Naxon Utilities Corp., Appliance 
Div. ... .... 1402 


Nelson Machine & Mfg. Co.. area 1450 
New Home Sewing Machine Co.....1450 
Newman, Chas. H............... 14-109 
Noma Electric Corp............... 1418 
Norge Div., Borg-Warner Corp....... 234 
Northern Electric Co............ 11-114 
Nutone, Inc. 25 ae 
Nye, Walter & Co. 1492 
Peerless Mfg. Corp. .. 1485 
Perfection Stove Co. . 1475 
Proctor Electric Co. ..1473 
Radaire Gas Heating Appliances... .1136 
Rauland Corp., The.............. 14-107 
I NS soko os eee cusewe 1422 
Revere Copper & Brass Inc., Rome 
ee Ol a ae 1463 
Rane 1492 
Robinson Heaters, Inc.............1136 
Rutenber Electric Co... . 2+. 14-107 
Rh ea eer 1422 
Samson United ‘Corp. 14-104 
Schwitzer-Cummins Co. .1422 
Scovill Mfg. Co. 1197-A 
Seal-Sac, Inc. ce ae oe 14-119 
Sessions Clock Co., The........... 1409 
SE PI cecvcscacdenscecs 14-109 
Son-Chief Electric Inc............. 1466 
Sparks-Withington Co. ........... 1175 
Sperti-Faraday, Inc. 1422 
Steinmetz & Kelly 1422 
ee 1422 
Superior Electric Products Corp... . 11-116 
Swartzbaugh Mfg. Co.............. 1498 


Swartzbaugh, Ted & Assoc.......... 1498 


Swing-A-Way Mfg. Co.............1498 
Taylor Instruments Co. .. 11-106 
Telechron, Inc., Div. General Electric 

CO Rlieadiatecoitencetetnt 14-101 
Telequip Radio Co................ 1174 


ee ee 1110 
Toastmaster Products Div., McGraw 
PE GR Sooo oecsdctcvacnaes 1455 
Tracy Mfg. Co., Div. Edgewater =e 
Sie bs kiccating’ thlnas 1142-3 
po ere 1498 
Vosmidiet, We. Ge Ge.. 60. cc ccctces 1482 
Vischer Pre@ects once csccgeecs 14-104 
Wagner, E. R. Mfg. Co............. 1422 
Welmaid Products Inc........... 14-111 
Westinghouse Electric Corp.......... 262 
Youngstown Kitchens by Mullins... .1119 
Zenith Electric & Mfg. Co......... 1488 
Aluminum Cooking Utensil. .715-717-719 


Aluminum Goods Mfg. Co. 


156-158-160-162 


Appliance Corp. of America........ 780 
Rattooret Clack Ca... ci ccscees 673 
Arvin Industries, Inc........ 473-475-477 
Atlas Tool & Mfg. Co............ C-517 
Babcock & Preuss... ...0..0.0s0005 411 
Basic Products Corp................ 417 
Berns Mfg. Corp.............. 496-498 
Bersted Mfg. Co., Div. of McGraw 
I i bce eine sos eated 128-130 
Birmingham Stove & Range Co......832 
Bissell Carpet Sweeper Co....... 656-658 
Ok 309-311-313 
J. & 1. Block . 848-850-852 
Borg-Erickson Corp., The........ 245-247 
Lae 265-267 
Burpee Can Sealer Co.......... 614 
Camfield Mfg. Co..............437-439 
Capitol Products Co., Inc... ..955 


Casco Products Corp.299-301-303-305-307 
Covamle Clock Co....... 0600005 C-976 
Chicago Electric Mfg. ..145-147-149-151 
Clark Co., J. R. The .795-797-799 
Club Alum. Prod. Co... .666-668-670-672 
Continental Scale Corp......... 225-227 


Corning Glass Works...... 649-651-653 
Cory Corporation ......... 624-632-634 
Davies Molding Co., Harry.......... 324 
| a rns 865-867 
Dazey Corporation ............ 756-758 
Detecto Scales, Inc......... 814-816-818 


Dominion Electric Corp...... 238-240-242 


CNN IN A... vi vxcwocveadecupunns 255 
Dormeyer Corp. ....... 291-293-295-297 
Ekco Products Co.. .103-105-107-108-109 
Electric Steam Radiator Corp... ..C-1004 
Emerson Electric Mfg. Co., The. .950-952 
Grebete Gai, TUe... ...ociececed 858-860 


Everhot Products, Tropic-Aire, Inc. 


180-184-186-188-190 


Farber, Inc., S. W.......... 729-731-733 
Fasco Industries, Inc............ 229-231 
Finders Mfg. Co............... 360-362 
Forman Family, Inc............. 364-366 
Fresh’nd Air Co., Div. of Cory Corp. 
624-632-634 


General Electric Co., Small Appliance 


Div.. .720-722-724-726-728-730-732-734 


General Floorcraft, Inc............ C316 


General Slicing Machine Co., Inc.. 325-327 


Geuder, Paeschke & Frey Co... . .392-394 
Gihert Ca, A.C, The... 0:05.52: 484-488 
Hamilton Beach Co., Div. Scovill Mfg. 


Sieisnohd <9a.05-4-5 he aan 157-159 


Co. 
Hamilton Mfg. Corp.367-369-371-373-375 
Monten Zesle Ce...5..0sceccess 132-134 


Melmeotaey, G66. oi... <csescccnasne 780 
Ingraham Co., E., The........ 1005-1007 
Inland Steel Products Co......... 773-775 


International Appliance Corp., Div. of 
Bridgeport Pressed Steel Corp...... 273 


Kalamazoo Vegetable Parchment Co.. .688 
EE Arr ere 680 
ys =. Serer 765 
Kisco Company, Inc................ 384 


Kitchen Aid Div., Hobart Mfg. Co.. 197-199 
Knapp-Monarch Co... .. .648-650-652-654 
Kord Mfg. Co., Inc... ... 
roman: Casts... 3s ccseareess 201-203-205 


Landers, Frary & Clark 
207-209-211-213-215 


Le John Mfg. Co.... . C-1013 


Manning Bowman & Co., Div. of McGraw 


Electric Co...... 180-184-186-188-190 
Metal Ware Corp., The......... 468-470 
Midwest Mower Corp............... 892 
National Die Casting Co......... 689-691 


National Pressure Cooker Co. .268-270-272 
Naxon Utilities Corp. ‘77 


Pee TREE ons os keener 665-669-671 
Nicro Steel Products Co., Div. of 

Coe ee hea i ssen 624-632-634 
i nets. 660-662-664 
Oster Mfg. Co., John........... 946-948 
Phoenix Table Mat Co........... 374-376 
Deasteny GO... Ecibe Wada cenc sees 954 
Porter Carpet Sweeper Co........... 189 
Prevore Electric Mfg. Corp........... 844 
Proctor Electric Co......... 690-692-694 
Regina Corp., The.............. 428-430 


Revere Copper & Brass, Inc., Rome 
Mfg. Co., Div. 


-aswat 640-642-644-646 









Rival Mfg. Co.......... 148-150-152-154 


Robbins & Myers, Inc. Fan Div... 536-538 


Salmanson & Co., Inc... .349-351-353-355 
357-359-361-363-365 


Schwitzer-Cummins Co........... 520-522 
Saal Gi Wake as ies th dvsness 185-187 
Sessions Clock Co., The......... 840-842 
Seth Thomas Clocks, Div. of General 
WHO ON 5 ook ink catiee sows C-516 
Diet Ds Tiss hanes 191-193-195 
Son-Chief Electrics, Inc......... 815-817 
Sperti Faraday, Inc...............-- 249 
Steam Electric Mfg. Co., Inc........ 1008 
Stern-Brown, Inc. .............- 700-702 
Sunbeam Corp. ...C828-C829-C832-C833 
C836-C837-C842-C843 
Superior Electric Products Corp....... 271 
Sutton Corp., O. A., The..... 110-112-114 
Swing-A-Way Mfg. Co........... 181-183 
Venter Gites Wiis acini 0d ceca 532 
Taylor Instrument Companies... .177-179 
Telechron Dept., General Electric 
OR is skoasds cdmnte ss naagere 393-395 
Tettlle Mille Cad. uc... .. ccd 256-258 
Toastmaster Products Div., McGraw 
Electric Co. ..... 180-184-186-188-190 
Teastowell. Gen. TOGsc5 . ccc. coves 388 
co eee 413-415 
Ee OF Seer 789-791 -793 
United States Electric Mfg. Corp... . .289 
Victor Products Corp.............+- 925 
Vollrath Co., The ............. 176-178 
Wagner Mfg. Co., E. R.......-. 220-222 
Waring Products Corp.. .427-429-431-433 
Walsh Gai, a Werks Gee 1025 
West Bend Aluminum Co... .675-677-679 


Westclox Div., General Time Corp..C-512 

Westinghouse Electric Corp. 
274-276-278-280-282 

Wooster Rubber Co......... 809-811-813 


DRILL HALL 
SECTION 


Atlanta Stove Works, Inc........ D-1229 
Broil-Quick Co. ........... D-1179-1181 
Burgess Vibrocrafters, Inc........ D-1248 
Crown Broiler Co............... D-1177 
Gits Molding Corp......... D-1149-1151 
Lau Blower Co............ D-1109-1111 
Lectricovers, Inc. .......... D-1132-1134 
Lee Industries, Inc.............. D-1234 
Paragon Electric Co........ D-1209-1211 
Rotiss-O-Mat Corp. ............ D-1118 


Viking Air Conditioning Corp... .D-1257 








Navy Pier. Chicago’s Navy Pier 
sticks out in the turbulent icy waters 
of Lake Michigan like a sore thumb. 
This will be the scene, January 17-24 
(closed Sunday) of the 16th edition 
of the National Housewares & Home 
Appliance Exhibit. Show hours will 
be from 9 a.m. to 5 p.m. About 625 
manufacturers— a jump of a hundred 
since last vear—will fill the 320,000 
sq. ft. in Navy Pier to overflowing, 
and flop over into the newly acquired 
University of Illinois drill hall which 
is 200 ft. west and south of Navy 
Pier, and whose 40,000 additional sq. 
ft. will hold 100 exhibits. No one 


knows what is going to be shown, but 
the Bing Crosby Corp. is going to be 
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there with a new puncture device for 
opening sealed coffee cans. 

However, Der Bingle will not be 
allowed to play even one plugging 
record on the phonograph. Exhibi- 
tion rules take out noise makers of 
this sort, prevent beautiful girls from 
displaying their charms in net opera 
hose, and eliminate. cooking exhibi- 
tions. The management believes the 
charms of the merchandise should be 
entitled to all the visitors’ attention. 

From 8,000 to 10,000 buyers are 
expected to attend the Navy Pier show. 
Last summer they represented various 
outlets in this proportion: 

848 hardware and housewares job- 
bing houses 





1952 








303 department stores 

189 hardware. stores- 

178 direct sélling organizations 

156 variety stores 

140 furniture stores 

139 appliance stores 

77 premium, firms 

61 mail order firms 
32 buying syndicates 
28 jewelry distributors 
16 drug stores. 

All space for the current show was 
allocated by the first of last November, 
according to A. W. Buddenberg, ex- 
ecutive secretary of the National 
Housewares Mfrs. Assn. 

NARDA Meeting. At the Stevens 
Hotel—beg pardon, now the Conrad 








Hilton—dealers from all over the 
country and Canada will assemble for 
the National Appliance and Radio 
Dealers Assn annual winter meeting. 
It opens on Sunday evening and 
breakfasts and lunches follow on one 
another’s heels. 

Allen B. Du Mont, Raymond Hur- 
ley, Bob Mitchell, Robert G. Muehl- 
bach, Laurence Wray, Thomas F. 
Joyce, and M. R. Norton will be 
among Monday’s speakers. Tuesday’s 
schedule will include Dan Packard, 
Harry Price, Vergal Bourland, Al 
Robertson, Phil Umer, Fred Ogilby, 
Glen McDaniel, and Jack Canady. 
The final fireworks will take the form 
of a gripe session. 
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SV 


INAJESTIC 


Modern design . . . light weight . . . 
and precision made. Many extra qual- 
ity features. Nation's most complete 
line of rotary mowers. Cut regular 
lawn, tall grass and weeds. Save rak- 
ing and trimming. Built to last and 
priced to sell. The best buy for both 
you and your customers. ’ 


16-INCH 
ELECTRIC 


16-INCH 
GASOLINE 


18-INCH 
ELECTRIC 


18-INCH 
GASOLINE 


. 22-INCH 


— TWIN CYLINDER 
QO) 


See Your Distributor or Write Us 


SILVER KING, inc 


6501 W. GRAND AVE 
CHICAGO 35, ILL. 


Manufacturer of the Famous Monark Bicycles 


216 


| 


| 


WASHINGTON 





Less “Butter” for Appliances 


Consumer goods makers will get less and less in 
the way of raw materials but major appliance firms 
are set for one of the largest slices of tight metal 


You haven’t heard the last of the 
“guns vs. butter” debate in Washing- 
ton. But the row is unlikely to have 
much effect on the future rate of pro- 
duction of appliances and other civil- 
ian goods. 

It appears now that consumer goods 
makers will get less and less of the 
production materials they need for 
the next year or more. But, short of 
all-out war, it’s highly improbable 
that civilian goods producers will have 
their supply of raw materials shut 
down entirely. 

Almost since the start of fighting in 
Korea, there’s been conviction in 
some Washington quarters that all, or 
virtually all, civilian production should 
be shut down so that the whole econ- 
omy could be thrown into the arms 
buildup. There was a lot of that kind 
of thinking in the early December re- 
port of Sen. Lyndon Johnson’s pre- 
paredness subcommittee on the prog- 
ress of mobilization. The report 
charged we are getting too much 
“butter” and not enough “guns”. 

What Johnson meant was that the 
“butter” part of our economy was tak- 
ing materials, equipment and man- 
power that might be used to produce 
weapons faster. There’s support for 
that contention in Congress and else- 
where in the government. 

Wilson’s Point of View. But there’s 
even more backing for mobilization 
director Wilson’s view that consumer 
goods production is being cut as much 
and as fast as necessary to meet de- 
fense requirements. And, at this point, 
you'd have to bet that Wilson will 
get his way about preserving a substan- 
tial amount of civilian goods produc- 
tion throughout the mobilization 
period. 

That doesn’t mean materials for ap- 
pliances, automobiles, furniture and 
the like will be pegged at any specific 
level—even at or above the lowest point 
at which production remains profi- 
table. Rather, the government will cut 
back allotments of metals for civilian 
items whenever requirements for mili- 
tary and supporting production make 
it necessary. But the controllers hope 
they can scare up enough metal to 
keep most consumer goods makers in 
business until new sources of materials 
become available. 

A Look Ahead. Here’s the way 
these hopes shaped up in the last days 
of 1951. 

New sources of steel and aluminum 
in substantial quantities will become 
available late in 1952. But supply of 
both metals won't catch up with de- 
mand (to the extent that there'll be 
more of each for non-defense users) 
until the first half of 1953. 

Copper is another story. There still 
is no big increase in supply in sight. 


Military needs are soaring. That’s why 
copper allotments for consumer goods 
were cut again for the second quarter. 
Military demand doesn’t figure to level 
off before 1953, and it will remain 
high even after that. 

Nickel, which is vital for heating 
elements and radio and_ television 
tubes, is in an even tighter supply po- 
sition than copper. Unlike copper, for 
which aluminum is being substituted 
in many electrical components, nickel 
cannot be replaced satisfactorily for 
many uses. Biggest drain on nickel 
supply, of course, is for jet aircraft en- 
gines—another use for which no satis- 
factory substitute has yet been de- 
veloped. 

Majors Rate High. Major appli- 
ances, including washers, ranges, re- 
frigerators and freezers, are likely to 
continue to get allotments as large as 
any other type of consumer goods. 
They were placed in a “more essen- 
tial” category by the controllers and 
allotted fifty percent of their pre-Korea 
consumption of steel, 35 percent of 
copper and aluminum for the first 
quarter of 1952. This compares with 
the 50 percent of steel, 20 percent of 
aluminum and 10 percent of copper 





Scheduled Meetings 


AMERICAN HOME LAUNDRY 
MEFRS. ASSN. 
Annual Convention 
Chicago, Ill. 
January 5 
CHICAGO FURNITURE MARKETS 

Merchandise and Furniture Marts 
January 7-18 

NAT’L APPLIANCE & RADIO 

DEALERS ASSN. 
Winter Meeting & Annual Convention 
Conrad Hilton Hotel 
Chicago, Ill. 
January 13-15 
HOUSEWARES SHOW 
National Housewares Mfrs. Assn. 
Navy Pier, Chicago 
January 17-24 
NATIONAL ADEQUATE WIRING 
CONFERENCE 

Sherman Hotel, Chicago 
January 24-25 


LOS ANGELES FURNITURE 

MARKET 

Furniture Mart & Shrine Hall 

January 28-February 1} 

WESTERN WINTER MARKET 

Western Merchandise Mart 

San Francisco 

February 4-8 

WESTERN HOUSEWARES SHOWS 


San Francisco, February 3-6 
Seattle, February 17-21 
Portland, February 24-27 
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Date the Duchess IN SPACE SIOA — AMERICAN FURNITURE MART © JAN. 7-18 


AND NEW FULL 
SKIRTED MODELS 
IN THREE LOWER 
KETS 


MODEL A8-0 





aie 


ELECTRIC TIMER 





Duchess gives you what it takes to sell more washers in '52. Four 
models — a low-priced, big-value leader, and three step-ups to the big new Duchess Semi-Auto- 
matic — broaden your market to customers in every price range . .. The Triple Flex Spiral 
Agitator; Straight Side, Flat Bottom Porcelain Tub; Ball-Bearing Silent Transmission; LIFETIME 
Guarantee and other Duchess features are easy to demonstrate — quick to clinch sales. And — 
Duchess Dealer Discounts have never been better. For Good Times in ‘52 Date the Duchess! 


FEATURE THE NEW 
DUCHESS AIR DRYER 


Enjoy extra profits from the ¢ > RENE 
te , Raeronl rir Dryer. Very o 7 
compact — easily portable — YX MODEL AS5-0 
removes up to 10 quarts of wa- : . 

ter from room air in 24 hours. 

Retails for only $129.95. 


APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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ADVERTISED_IN 


Wa: 


General Electric Refrigerators and Clock-Radios were among 22 
LIFE-advertised products in Samsons’ week-long promotion. 


RCA Victor Records are demonstrated by Samsons’ salesgirl 
Pat Cooper to one of many customers LIFE helped attract. Full-page newspaper ads told Samsons’ customers of LIFE promotion. 
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ven rainy weather didn’t dampen 
Samsons’ sunny sales week with 


oe a six-store Milwaukee appliance chain, is 
one of Wisconsin’s leading dealers in brand-name 
merchandise. 

In the Milwaukee market area, LIFE carries selling 
messages on leading brands to more people than any other 
magazine—a total of 356,370 people reached in 13 issues.* 

So, in celebrating its 35th anniversary, it was only 
natural for Samsons’ six stores to tie in with 22 LIFE- 
advertised products in a week-long promotion. 

Capitalizing on the full potential of the LIFE promotion, 
Samsons used four and one-half pages of newspaper tie- 
ins (see example on left) as well as TV and radio spots. 

Everything was co-ordinated except the weather—for 
Milwaukee suffered through one of its bleakest, wettest 


weeks in history. But they were sunny sales days for 
Samsons. Said Erwin J. Merar, advertising manager: 
“Despite the bad weather, we had a substantial in- 
crease in sales. Naturally, the store managers and 
salesmen were happy with this promotion. | certainly 
hope we can do it again next year.’’ 
In your town, too, LIFE has the most readers who can 
become your customers. 
For each issue of LIFE is read by 23,950,000 people— 
and in 13 issues LIFE’s audience grows to include 63,600,- 
000 people, over half the nation.* 


To make more of LIFE’s many readers your customers, 
tie in with LIFE in your window and at point of sale. 


That way—you’ll have sunny sales days all year ’round! 








For sunnier sales days, feature these 


LIFE-advertised products in your store: 


APPLIANCES AND 
HOUSEWARES 


. 7 General Air Conditioning Refrigerator- 
Sink—)4 page 
. 14 Honeywell Automatic Controls—page 
Clorox—¥4 page 
. 21 Rid-Jid Ironing Board—}/ page, c. 
Serviset by Sutherland—l, page, c. 
Electresteem Radiator and Products— 
4 page 
Modern Hygiene Vacuum Cleaner— 
V4 page 
. 28 General Electric Bulbs—page, color 
Proctor Ironing Set—!4 page, color 


Yo page 


page, color 


page, color 


HOME FURNISHINGS 
. 7 Cannon Towels—spread, color 
Spring Maid Sheets—page, color 
Welsh Juvenile Furniture—4 page 
. 14 Cannon Sheets—spread, color 
Cone Towels—page, color 


Foamex Pillow—page 
Jan. 28 Lane Cedar Chest—page, color 


RADIOS, TV, RECORDS 
AND INSTRUMENTS 


Jan. 7 American Recording Instruments— 


JEWELRY, CLOCKS 
AND WATCHES 


Jan. 21 De Beers Diamonds—page, color 
Swiss Federation of Watch Manu- 
facturers—page, color 
Jan. 28 General Electric Clocks—Y4 page 


STATIONERY REQUISITES 


Jan. 7 Gibson Greeting Cards—¥% page 

Jan. 14 B.B. Pens—% page 

Jan. 21 Royal Portable Typewriter—page 
Sawyer’s View Master—!4 page 


Jan. 14 Sylvania Radio and Television— 


Philco Television—page 
Jan. 28 Western Auto Radio and Television— 


Hammond Chord Organ—!4 page 


9 Rockefeller Plaza, New York 20, N. Y. 
First in circulation 
First in readership 
First with retailers 


*From A Study of the Accumulative Audience of 
LIFE, by Alfred Politz Research, Inc. 
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MODEL B-10 

DIRECT ACTING TYPE 
BREAKS CIRCUIT ON RISE OF 
TEMPERATURE. Particularly 
suitable for sterilizers, steam 


| 
wy 4 
i 3 


tables, warming tables, ovens, 
coffee urns, deep-fat fryers. 
Write for Catalog B-10 


In home and industry 
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MODEL B-20 
REVERSE ACTING TYPE 


MAKES CIRCUIT ON RISE OF 
TEMPERATURE. Particularly 
suitable for warning lights or 
signals on over-temperature 
for application to fire signals, 
signal overheating, motor 
generators, etc. 





. EVERYTHING'S UNDER CONTROL 


Robertshaw 


THERMOSTAT DIVISION 


ROBERTSHAW-FULTON CONTROLS COMPANY 


od YOUNGWOOD, PENNSYLVANIA 





allotted “‘less essential” 
goods like jewelry and toys. 

The controllers also are keeping an 
eye on buyer demand and inventories. 
They may, for example, allot a little 
more metal for automatic washer and 
electric ranges if these lines continue 
to move rapidly; more, perhaps, than 
for radio and television sets, on which 
Washington hears there still are heavy 
inventories. 

But the controls officials believe 
that most inventories will be worked 
off by a combination of buyer demand 
and reduced production within four or 
five months. At that point they'll take 
a sharper interest in any trend that 
may develop among manufacturers to 
concentrate on high-cost models and 
give up low-priced lines. They'll insist 
on some production of low-cost units, 


consumer 


| but they'll make allowances if the pres- 


| 


ent consumer demand for luxury lines 
continues. 

It won't be the first time that the 
government has taken a look at pro- 
duction of low-cost lines. Months ago 
Wilson ordered NPA and OPS to 
make sure that manufacturers kept 
turning out low-cost lines. So far, 
neither agency has found anything to 
get excited about. 

But in mid-November NPA turned 


| up some developments it felt might 


They inciuded: 
makers, whose 


lead to a crackdown. 
(1) Lawn mower 


steel allotments will be cut to 50 per- 


cent of pre-Korea use in the first quar- 
ter of 1952, appear to be shifting heav- 
ily to power mowers. That means 
fewer hand mowers, which cost only a 
fraction as much as the power models. 

(2) Electric washing machines are 
going automatic. That doesn’t worry 
urban-area customers, many of whom 
don’t want wringer washers any more. 
But rural people and those in other 
areas with inadequate plumbing and 
water-heating facilities are likely to 
suffer if the trend toward production 
of automatics continues. 

There are other similar cases. NPA 
is watching all of them, but it’s not yet 
viewing with alarm. There are two 
reasons. First, low-cost lines of vir- 
tually all types of consumer goods are 
generally available at the retail level. 
Second, with the two exceptions 
noted, the switches are largely in the 
non-essential products. 

NPA doesn’t intend to curb con- 
sumer demand for higher-price lines 
—a trend that has been apparent in 
some lines in recent months. But if it 
should become necessary to insure pro- 
duction of low price lines, NPA would 
use the same system employed by 
WPB in World War II: earmarking of 
part of each manufacturer’s materials 
allotments for low price items. And 
OPS has thought of nothing better 
than OPA’s wartime allowance of 
wider profit margins for the lower- 
priced lines. 





No New Price Rules 


Don’t expect the Office of Price 
Stabilization to put out new regula- 
tions that will implement the Herlong 
amendment—Congress’ ban on margin 
squeezes. The price controllers have 
decided that existing wholesale-retail 
orders already provide the benefits 
prescribed by the new Defense Pro- 
duction Act. 

The law now reads: “No tule, 
regulation, order or amendment 
thereto shall hereafter be issued . . . 
which shall deny to sellers of materials 
at retail or wholesale their customary 
percentage margins over costs of the 
materials during the May 24, 1950 to 
June 24, 1950... .” 

There had been some speculation 
that OPS might abide by this guaran- 
tee in the same way that it obeyed the 
Capehart amendment—by issuing a set 
of brand-new orders. But now the 
feeling is that the status of dealer ceil- 
ings is vastly different from that of 
manufacturers. 

The Difference. Wholesalers and 
retailers, for the most part, are now 
pricing under margin-type regulations, 
although major appliances are still sold 
under the General Ceiling Price Regu- 
lation. Both electric housewares and 
radio and television are under CPR-7, 
a margin-type regulation, at retail. 


| Such regulations permit dealers to 


keep their traditional percentage mark- 
ups. (Originally, GCPR was simply a 
price freeze and made no allowances 


| for changes in costs. But it has been 


substantially amended to allow a fol- 
low-through on manufacturers’ price 
changes. Whenever a manufacturer 
changes his price in conformance with 


| an OPS order the distributor can ad- 


JANUARY, 


just his ceiling accordingly. This is not 
merely a dollars and cents pass- 
through; the dealer actually applies his 
markup to the change to get the new 
ceiling price.) 

Consequently, since present orders 
allow retailers and wholesalers to take 
their usual margin on the manufac- 
turers cost, the OPS has decided that 
new orders implementing the Herlong 
amendment are not really needed. 


More Pay for Salesmen 


The government is coming up with 
some answers on how salesman’s com- 
pensation may be adjusted under wage 
and salary controls. 

For outside salesmen—except driver- 
salesmen—the rules already have been 
laid down in the Salary Stabilization 
Board’s Regulation 5. But driver-sales- 
men and “inside” sales personnel will 
have to wait a little while until the 
Wage Stabilization Board has time to 
digest the recommendations of a tri- 
partite committee which has been 
studying the problem. 

Both the SSB regulation and the 
WSB committee’s recommendations 
prohibit any increase in commission 
rates, unless prior approval is obtained. 
Normally, any increase in earnings 
must come through increased sales or 
higher guarantees, base pay and draw- 
ing accounts. 

SSB rules cover three methods of 
compensating executive-type salesmen: 
straight commission, salary plus com- 
mission and straight salary. 

Those on straight commissions may 
be given a drawing account or salary 
against commissions not to exceed 77 
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NOW...we're telling your customers 
the Capitol Kitchen story in these 
‘eye-and-buy”’ national magazines 





This new Capitol Kitchen consistent, colorful, national 
advertising campaign in such famous, attention- 
getting magazines as Better Homes and Gardens, 
Woman's Day and Small Homes Guide is really big 
news! And it’s designed to build bigger profits for you! 





Each ad rouses the homemaker’s excitement about 
gleaming-white, all-steel Capitol Kitchens . . . details 
a host of Capitol quality features that give her more 
for her money. These ads explain, too, that Mrs. 
America has more than 40 sizes of base and wall 
cabinets to choose from . . . and a wide range of 
durable base cabinet tops. 
This sales-stimulating new campaign is only part of an 
important promotional program that includes news- 
paper ads, new window decals, new eye-attracting 
store tags and new tie-in merchandising material. It’s 
all aimed to keep sales snowballing for the fastest- 
climbing line of quality kitchen cabinets in America 
.. THE CAPITOL LINE! 


CAPITOL KITCHENS 


Division of Hubeny Brothers, Inc. 
ROSELLE, NEW JERSEY 


cK 104 
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..9 proved reputation for 


Modern styling —superior 
performance—plus a wealth 
of dealer sales aids, and a 
greater dealer profit margin 
have made Vornado Air Cir- 
culators a “must” line with 
the leading appliance and 
department stores throughout 
the country. Present Vornado 
dealers know that Vornados 
sell fast—turnover is quick— 
profit is high. 

1952 is a “Year of Continuous Vornado Promotions.” National 
consumer advertising and local promotional aids on -an all time high- 
will be assisting your sales efforts to help you make more money than 
ever before. 


Place your order with your Vornado distributor NOW. Call him 
TODAY 


DESK MODEL 
38C 


cools the nation 


AIR CONDITIONER TABLE TOP 
MODEL 


a 75WAC MODEL 26F 


a 
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lity aud performance 


Now Vornado, the name best 
known for cooling comfort, pre- 
sents the Vornado Air Condi- 
tioner—a completely self-con- 
tained unit affording 20% MORE 
COOLING COMFORT through 
advanced principles in distribu- 
tion and circulation of refriger- 
ated air. Vornado’s engineering 
surpasses all others—its many ex- 
clusive and outstanding features 
bring you another Vornado prod- 
uct far in advance of the field. 

The new Vornado is truly a 

triumph in styling—designed to 

add dignity and beauty to the finest surroundings. Vornado’s cabinet, extending only 

9’ inches into the room, is finished in beautiful two-tone grey-green highlighted with a 
dramatic touch of burgundy and gold. 

Vornado distributors are franchising dealers NOW. Investigate Vornado’s styling, its 

many desirable features, and its greater profit margin before you buy any air conditioner 


[_— ) line. Call your Vornado distributor NOW. : 
r X an : 
_— 





PEDESTAL i WINDOW WINDOW MODEL 40W 
| MODEL 6oP MODEL 30W e 


PEDESTAL 
MODEL 38P 


~~, 


g CASEMENT 
MODEL 30CF 
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Stop in and get the complete story 
TT 









Re e at 1157 Merchandise Mart! 


A rRRO 





TUTTLE on 
at d KIFT 


CHIiCcaco, NLLINOIs 








——- 





—— 
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How about you ; Wont more 


ieee 


ee 


env e Profits? 









While you're in town for the Home Furnishings Show... stop in and 
see us! Thanks to our Chicago area representatives, Lobdell-Faulkner 
and Associates, we'll exhibit at the Mart in the space which they 
normally occupy. 

You'll find it well worth while to learn more about TK Monotube* 
surface cooking units for electric ranges. They can help you sell 
more new ranges. And—they can greatly increase your service 
department profits: 

That's because women love the speed, uniform cooking heat, con- 
cealed, protected wiring and the easy-to-clean features of Monotubes. 
No wonder! The broad, flat coil provides up to 32.8% more contact 
with utensils for fast, economical cooking. All heats are in the one coil. 
There are no “hot spots” or “cold spots”, no special switch positions 
to remember. And—thanks to “swivel action”, the TK Monotube is 
the easiest-to-clean unit ever made! 

Thousands of surface cooking units need replacement—now! So ask 
your distributor about steady, year ‘round Monotube profits. And— 
join our many appliance dealer friends from all over the country and 
see us at the Mart! *T. M. Reg. U. S. Pat. Off. 


Tomoubenthe address | LOBDELL - FAULKNER 


\ 1157 Merchandise Mart 


TUTTLE and KIFT, INC. 


1835 N. MONITOR AVE. © CHICAGO 39, ILLINOIS 





Ce Mubsidiary of Perro Comporidlion 








| percent of the salesman’s total earn- 


ings during the base period (1950 or 
the average of any three years, 1946- 
1950). This will put a floor under 


| eamings of salesmen in industries 


where shortages of goods for civilian 
use occur. 

For those on fixed salary plus com- 
mission, the salary may be raised up 
to 77 percent of the base period. 

The salesman does not have to re- 
turn any of the drawing account or 
fixed salary. 

(The 77 percent figure was arrived 
at by applying the 10 percent 
“catchup” formula to 70 percent, 
which SSB felt represented the normal 

drawing account.) 

For salesmen on straight salary, the 
regular rules for other salaried em- 
ployees applies. 

SSB is also letting employers con- 


| tinue sales contests and prizes within 


the limits of recent years. Sales ex- 
penses may be adjusted to cover actual 
expense increases. 

On adjustments that do not fit these 
rules, SSB will, upon application, ap- 
prove those necessary to correct hard- 
ships or inequities. 


Social Security Report 


Come March 15 self-employed per- 
sons are going to find that more than 
their income tax is due. 

Sole owners or partners in an unin- 
corporated business must report their 
net self-employment income earned in 
1951 on or before March 15, 1952 to 
comply with the amended Social Se- 
curity Act. 

Unlike other workers covered by the 
Social Security law, the retailer who 
works for himself does not have his 
earnings reported by someone else. 
Nor does he share the tax obligation 
with an employer. Consequently, the 
self-employed retailer will have to re 
port his own earnings and pay his own 
tax for Social Security purposes. This 
will be done when he files his 1951 
income tax on or before March 15. 

Income from self-employment, sub- 
ject to certain exceptions, means net 
earnings derived from a trade or busi 
ness covered by Social Security. The 
dealer who works for himself must re 
port and pay a tax of 24 percent on all 
such earnings over $400 and up to 
$3600 starting in 1951. These net 
earnings may be from full or part-time 
self-employment. If, in addition, he 
has wage earnings from a job covered 
by Social Security, he reports only that 
part of his self-employment net earn- 
ings which, added to his wages, total 
$3600 for that year. If his wages are 
as much as $3600 he will not need to 
report his self-employment earnings. 
All reports are filed with the local 
Collector of Internal Revenue. 

All types of self-employment in a 
trade or business are covered by this 
new law. The few occupations that do 
not count toward social security pro- 
tection are farm owners or operators, 
physicians, dentists, osteopaths, chiro- 
practors, naturopaths, veterinarians, 
public accountants, funeral directors, 
architects, professional engineers who 
work for themselves, and a few others. 

Before filing the 1951 income tax 
return, every covered self-employed 
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Announcing NEW AND TRULY BEAUTIFUL. -- 


3 , _* 


Arvin Séeqiime 


Velvet Voice @ Clock-Radio 


' With the New and Exclusive Arvin “Magnetenna” 





@ A stand-out in clean-lined, @ Five tubes including rectifier 


fine-style beauty @ Exclusive ‘‘Magnetenna’”’—the 
@ World-famous Telechron clock built-in ferrite core rod-type 
movement antenna for finest reception from 
@ Telechron Automatic Timer stations near OF far 
@ Handy outlet for small electrical @ Automatic volume control 
appliances @ Magna-Bass amplifier 
@ Arvin Radio superhet AC/DC @ Heavy duty permanent magnet 
circuit (clock in AC 60 cycle only) type 5-inch speaker Modal 


657-T, 
Willow Green or Ivory 


Radio and Television Division 


Arvin Industries, Inc., Columbus, Indiana 





RESORTS SONS EEG ee BUT PRICE 


All prices subject to change in accordance with OPS regulations 





Za ; : kee i aS cela 


rViM: AMERICA'S MOST COMPLETE RADIO LINE 


A 


16 Models: $15.95 * $16.95 © $17.95 » $18.95 © $19.95 © $22.95 # $24.95 © $27.95 © $37.95 « $39.95 © $49.95 © $59.95 © $159.95 © $169.95 © $179.95 


SEE THEM AT THE SHOW! Space 441-2 American Furniture Mart, Jan. 7-18th 





: 
. 
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: 
: 
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=" Guaranteed by ” 


Good Housekeeping 


. 
45 aoveansto 


merchandising . . 


prize-winning sales team that makes PREsTo the “buy”’ 





Unmatched product excellence . . . intelligent, aggressive 


. consistent, hard-selling national advertising campaigns . . . that’s the 


word in housewares! 
“PRESTO” Products have consumer acceptance,...more than 18 million homemakers 


now own PREsTo Products. Millions more will be sold! Be sure of your share 
of these sales and profits, feature the leader, PREsTo, the line 
that leads the field! 









PRESTO COOKERS... 
Outsell all other brands of 
pressure cookers combined! 


Ce eee 


PRESTO VAPOR-STEAM IRONS... 
AUTOMATIC The most amazing steam-and-dry iron 
= (+¢ ever invented . . . exclusive features 
that sell homemakers, mean profits- 
plus for dealers everywhere! 





PRESTO DEEP-FRYER . . . Newest sales-and- 
profit sensation in the electrical housewares 


field. . 


. new eating joy for families 


Alay NATIONAL PRESSURE COOKER COMPANY 
new profit field for dealers! 


General Offices and Factory: Eau Claire, Wisconsin 


Branch Factories: Los Angeles, California; Wallaceburg, Ontario, Canada 
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Presto way”. 


DEALERS SAY: 


CAST MODELS: 
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PRODUCTS 


HOMEMAKERS SAY: 


“it’s fun to keep house the 


PRESTO PRODUCTS 


“It’s fun to make sales and 
profits the Presto way”. 


Outsell all other brands of 
pressure cookers combined. 





No. 104—4-qt “Cook-Master™ 
No. 106—6-qt. "Meat-Master” 





PRESSED MODELS: 


No. 604—4-qt. "Cook-Master” 
No. 606—6-qt. "“Meat-Master” 


Snag een te 


eatin 


The Display... 


The Mzesdo COOKER Service Center 


a beautiful new sales-and-profit building 
Presto Cooker and Parts display. 


Be sure of your share of the highly profitable Presto CooKER 
replacement parts business! More than 18 million Presto 
Cookers have been sold in the past ten years. Many now need 
parts! Here they are in this new Presto Cooker Service Center. 
Compactly designed, beautifully styled, the Presto CooKER 
Service Center changes 24 feet of counter space into a big 
“sales-and-profit department” in your store. 


Plus a Stock of Fast-Selling Dresdo COOKER Parts! 


Thisdrawer, opening 
from front or back, 
is sectionalized for 
easy service to your 
customers. A printed 
inventory guide 
mounted inside 
drawer tells sales 
person which parts 
fit each cooker. 





Only these fast selling Presto Cooker Parts are included: 
13 Over-pressure plugs for all Presto CooKers and CANNERS; 
60 sealing rings of assorted sizes; 3 Pressure-Tru indicator 
weights. Total retail value, $40.00. 





For fast-selling of 22> cooxers AND PARTS 


m you'll want this... 


































Only 2/2 square feet 
of counter space! 


© Durable cabinet 
construction of solid 
%” cabinet ash. 


© Holds two PRESTO 
COOKERS, one 
4-quort and one : 
6-quart, pressed 4 
or cast. ’ 








Ab NSA MOS ARG OR PNT REO, 















Full color food 
pictures tell and sell! 


.. The Dealaumm 


You get: 


A fast selling assortment 


of Presto Cooker replace- 00 
ment parts, retail value .. $40 


Solid Ash Presto Cooker 
Service Center, valued at $2 575 


Total Value...... $6 575 


all for only 218” 


Only $28.00 establishes a highly productive Presto CooKEeR 
Department in your store! Display turns casual store traffic into 
increased Presto Cooker and Presto Cooker parts sales. 


Minimum investment and space! Maximum sales results! 















See it at the PRESTO COOKER Booths, Numbers 268-270-272, 
at the Chicago Housewares Show, January 17-24, 1952. Ask 
your PRESTO COOKER distrib for plete details, or 
write direct to the factory! 





























National Pressure Cooker Company 
General Offices and Factory: Eau Claire, Wisconsin 
Branch Factories: Los Angeles, California and Wallaceburg, Ontario, Canada. 
Makers also of PRESTO VAPOR-STEAM IRONS and PRESTO DIXIE-FRYERS. 












Jumbo fry basket 
and other features 
make it the “leader 
=> in its field”! 





The outstanding new sales sensation in elec- 
trical housewares! Now homemakers can deep 
fry all foods at home with the amazing new 
Presto Automatic Deep-Fryer as expertly as 
the world’s finest chefs. 





ORDER FROM YOUR PRESTO PRODUCTS DISTRIBUTOR! 





1952 





Presto 


Vapor Steam Iron 


Rapidly attaining leadership in its field, the 
Presto Automatic Vapor-Steam Iron is in tre- 
mendous demand everywhere! Uses ordinary 
tap water. No distilled water needed. Saves 
up to 2 ironing time. 



















Most amazing 
steam-or-dry iron 
ever invented! 
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BE SURE To visit THE 


WOMAN'S FRIEND 
WASHER DISPLAY 


N WASHERS 






































THE NEW IDEA ! 
* 
































SPACE 1753 


RT 
AMERICAN FURNITURE ae 
666 LAKE SHORE DRIVE, CHICA 


JANUARY 7-18, 1952 
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BUILD MORE TRAFFIC 
EARN MORE PROFIT 
REDUCE SERVICE CALLS 

OFFER A 5-YEAR GUARANTEE 


Backed By 
50 Years’ Experience 
Building Washers 

















































Womans Prien WASHERS — 


avasen AND STEEL CORPORATION 
Findley, Obie 








CENTRAL 
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person will need a Social Security ac- 
count number. Persons who have 
never had a card, or have lost it, should 
get in touch with the nearest Social 
Security office. Blanks can be obtained 
at any Post Office and mailed to the 
Social Security office. 

Local offices for the Social Security 
Administration have a free explanatory 
booklet available upon request. 





OPS: New Rules 


Within the past month the Office 
of Price Stabilization has issued a 
number of regulations and amend- 
ments of interest to the appliance- 
radio-TV trade. Summarized briefly, 
they include: 

—Gencral Overriding Regulations 
20 and 21 establish procedures undet 
which most business concerns are au- 
thorized to apply for readjustment of 
their price ceilings under the Capehart 
amendment. GOR 20 is designed spe- 
cifically for the use of “small busi- 
nesses” in making these changes. 

—Amendments to CPR’s 30 and 
67 allowing brand name sellers to be 
regarded as a “manufacturer” under 
those regulations providing the brand 
name seller notifies the OPS of his 
decision. 

—An amendment to CPR 22 al- 
lowing manufacturers of certain items 
to continue pricing under the general 
price freeze of last January rather than 
CPR 22 until tailored regulations for 
these items are issued. Included are 
manufacturers of Christmas tree light- 
ing sets, records, phonographs, radio 
and TV and recorders. Power and 
hand lawnmowers are also included. 

—An amendment to CPR’s 22 and 
30 eliminating the 15-day waiting pe- 
riod with respect to price increases 
filed on OPS Public Form No. 8. 
This change was made since higher 
ceiling prices allowed under the Cape- 
hart amendment do not require the 
15<lay wait. 


Scrap Shortage 
Grows 


Production of critically important 
steel is facing a crisis due to low in- 
ventories of scrap, DPA Administrator 
Manly Fleischmann’ warned _ last 
month. He predicted that if private 
industry fails to remedy matters with 
an effective plan in the next few 
wecks the government will be forced 
to take over and see to it that wanted 
scrap is delivered. 

Outlining the current scrap situa- 
tion, government officials reported 
that a spot check of 78 large mills 
showed scrap inventories as of Novem- 
ber 30 as follows: 11 mills had a scrap 
supply of one week or less, 29 mills 
had an 8-15 day supply and 38 re- 
ported a supply of more than 15 days 
(the majority running between 15 
and 21 days). 

Chief contributory factors in the 
present scrap shortage are thought to 
be weather, labor shortages and wage 
ceilings. Efforts are being made to ac- 
quire scrap from overseas sources. 














bring ’em to life with 
Clock Radios 


that have 1 timers! 





Every room in every home can use a radio with a Telechron clock timer. 
That gives you an idea of the new market opened by the clock radio, And the 
Telechron organization is stimulating sales by aggressively promoting consumer acceptance 
of clock radios with Telechron timers through four-color full pages in such 
magazines as Life, The Saturday Evening Post and Better Homes and Gardens. 
eee. There’s no better known trademark in electric timing than Telechron . . . known for 
pea = / accurate, dependable, long-lasting performance. It’s a name that builds 
sales for you. So be sure the clock radios you stock are equipped with 
Telechron timers. Telechron Department, General Electric Company, 


121 Homer Avenue, Ashland, Mass. 


Used as an alarm clock, this C-57 Telechron clock-radio timer automati- ‘@ ‘o Ge l LO ll 


cally switches radio on at preset time. Approximately 10 minutes later 
insistent alarm sounds to make sure heavy sleepers wake up. The “sleep 
switch” enables you to drift off to sleep with music—the radio shuts off 
automatically later. Many clock radios have an outlet that turns on elec- 
tric percolator or other appliances any time up to 10 hours after setting. 
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The Sales Winning 

Methods of America’s 
Most Successful — 

Home Heater Dealers 





eTHIs VALUABLE Book Is 
GUARANTEED to open your 
eyes! Gives you the experi- 
ence and “know-how” of 
America’s most successful 
home heater dealers .. . 
the secrets of big-volume 
home heater merchandising! 
Gathered from thousands 
of dealers! These sales-win- 
ning methods are down-to- 
earth . . . the practical, 
proven methods for build- 
ing your heater sales to 
big volume! 





























e THIs Book SHows you the 
easy-to-follow steps that 
will make your store home 
heater headquarters in your 
area! 


elt Tetts How and when 
to advertise . . . how to dis- 
play heaters . . . how to get 
prospect leads . . . how to 
train sales personnel .. . 
how to make sales clinch- 
ing demonstrations .. . 
how to*close a sale... 
how to handle trade-ins 
. . and how to make 
every customer a sales- 
man for you; plus 
many other volume- 
building ideas! 





elr Costs You 
NoruHING if you send 
coupon below! 









ve $1.00! Mail This Coupon TODAY 


| 

1 

1 

- TO: QUEEN STOVE WORKS, Inc. Dept. EM 12 ! 
i 

1 
1 


\an 
\a 


THIS BOOK CAN BE WORTH HUNDREDS OF 
DOLLARS TO ANY HOME HEATER DEALER 


—> A, MINNESOTA 
——| ALBERT LE y of “29 Ways To 


Without cost or obligation please send cop 

Volume Heater Sales. 

1 Regardless of your store size or location, this book will make you 

\ money! These proven sales-winning methods are equally effective 
le 1 for big stores or small stores, appliance stores, furniture stores, 

oe hardware stores or department stores! In fact, any dealer who sells 

or plans to sell home heaters will profit by following these tested 


1 
1 
1 
i 
1 
I 
| 
l 
i sales winning methods! 





age 











Gres OM Ereason why Superflame 
Lealers consistently couse ll others 


Soparfe 


THE BASIS FOR THE MOST PROFITABLE 
PROMOTION IN HOME HEATER HISTORY! 


Actual sales records of SUPERFLAME dealers prove that the SUPER- 
FAN promotion consistently gives the dealer MAXIMUM heater 
sales and profits! It’s the most powerful heater sales tool ever devel- 
oped for the dealer! ONLY SUPERFLAME DEALERS have this big 
advantage! It insures volume sales for every SUPERFLAME dealer! 





SUPERFAN fits under heaters giving 
forced air comfort and saves the user 
up to 25% on fuel! IN SUMMER 
it has countless uses! Keeps folks 
cooler, dries clothes, freshens the air. 
Completely SAFE! No dangerous fan 
blades to nip fingers or tear clothes. 




















OIL HEATER MODELS GAS HEATER MODELS 
A popular priced model for every heating need. The 


Each model is unsurpassed in quick-selling features 
most efficient oil heaters ever built! Only SUPER- ... for faster, easier profits! BTU input from 18,000 
FLAME has the “FUEL-SAVER”! to 75,000. Unmatched for styling and price! 


Your Best Insurance For Volume Home Heater Sales Is a SUPERFLAME Franchise! 
Write or Wire Today For Facts About The Powerful 1952 SUPERFLAME Sales Program! 


CQucen Stove Yorks, Fue. 
ALBERT LEA, MINNESOTA 
See the Superflame Line On Display at the January Furniture Market . . 


Booths 1775 -1776-1777 American Furniture Mart 

























"TELEVISION 
Putting Sports on TV 


° RTMA sports committee votes to cooperate with 


FunMg, We sports promoters in building attendance; criticizes re- 
strictions on college grid telecasts 
POPULAR = 


ME Cc HA NI Cc Ss Manufacturers and distributors of 1951. Noting also that teams which r 
| radio and television were urged last _ restricted television or did not allow it 
ahe ‘ : month to cooperate fully with organ- at all showed substantial losses com- 
| ized baseball and other sports pro- pared to 1950, the RTMA committee 
moters in building public attendance _ nevertheless reiterated its belief that 
sales volunw at sporting events. team performance and not television 


A 12-point program adopted by the continued to be the determining factor 
{ RTMA sports broadcasting committee in paid admissions. 
You urged manufacturers and distributors Acknowledging that minor league 
Poel 





to encourage public support of sports baseball faced serious problems, the 
contests and the telecasting of sports committee said that early organization 
events wherever practical. of RTMA efforts to help the minors 
The committee, noting that “the was “highly desirable.’”” However, said 
NCAA, despite public criticism, con- the committee, only 35 of the 435 
tinues to determine what games shall minor league clubs are in cities with 
| be seen in television areas”, pointed T'V stations or near enough to be af- 
out that college football has “enjoyed fected by TV. 
phenomenal progress with the devel- The committee found that race 
opment of television”. The committee track attendance was up almost 25 
| found that dollar income from college percent and reported that some tracks 
football in 1950 was well above the found television to be valuable in 
1947 peak year of income for most bringing new fans to the tracks. 















sports and emphasized that “through The committee also reported a re- 
The information in this book 1950, college football was the most vival within the boxing industry and 
brings out, with graphic widely televised of all sports.” noted a more friendly acceptance by 


The RTMA criticism wasn’t the the boxing fraternity. 
first of NCAA’s TV program. Earlier 
in the year, viewers in various areas 

| had protested at “blackouts” of spe- 
cific localities during important games | 
and telecasters had made attempts to 
carry additional games. Even within | Another City Heard From! 
| the collegiate group itself there was 


| agitation for a lifting of the ban. ff é Eo HV] 5 X 
Committee Report. Studying base- | 


: clarity, the fact that any set 
needs the right antenna in 





order to get the best TV 
picture possible. 



































This 20-page book contains information on all the 
functions of an antenna and the conditions which ball first, the RTMA committee noted | . 
affect or modify those functions. Various types of that major league teams which tele- Automatic Washers 


antennas are presented and their characteristics vised home games regularly enjoyed 
and behavior are frankly discussed with accom- | an increase in paid attendance in | A ig FE Hj OT 
panying graphs and illustrations. In addition, there 


is a complete discussion of the problem of coordinat- 


ing the antenna with the location. The mechanical Blue Book Advice | | N WA C 0 


¢. Seiexubeun inneteaeeicen coma aemaen | 
~~ ahaa: et tose —almost one 
out of every 
two sold 


The proof rolls in! In city 
after city, market after 
| market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
} not only commands a lion’s 
| share of the market... but 
- | also frequently sells as 
| much as the next several 
| brands combined! 




































Ulustrated is the Amphenol inline all- 
channel antenna also availablein stacked 
array. Actual use as well as extensive re- 
search testing has proven this to be the 
best broadbanded antenna available. 













| “DON’T TALK DOWN anyone’s TV set’ | 
is one piece of advice contained in a 
“Blue Book of TV Servicing’ issued re- 
cently by Bendix Television and Radio. 
The 40-page booklet contains a list of 
“‘do’s and dont’s”’ for servicemen, each 
illustrated by cartoonist Yardley of the 
Baltimore Sunpapers and Pathfinder. 











Your regular Amphenol Distributor 


has a copy of this book for you — 
get yours today! ana 


















BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, Ind 
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ATTRACTIVE DESIGNS 
PERFECTED ENGINEERING 
PRECISION MANUFACTURE 
DEPENDABLE PERFORMANCE 


APPLIANCES 

















When deciding on a line of electrical 
household appliances look to the reputation 
and financial standing of the manufacturer. 
Back of every BIRTMAN guarantee are... 


@ Three thoroughly modern factories, 
geared to volume production, 
careful manufacture. 


@ Forty-three years’ experience in 
the manufacture of electrical household 
appliances. 


@ Millions of dollars worth of merchandise 
now in use both in America 
and foreign countries. 


@ Over ten million dollars in resources. 
@ Financial rating, AAAI. 


The entire organization— personnel, equipment 
and policies are of the highest type. In every 
department, from designing laboratory 

to final factory testing and shipment 

there is no compromise with 

“Quality, Always.” 


BIRTMAN ELECTRIC COMPANY 


CHICAGO 39, ILLINOIS, U.S.A. 
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«there are roughly 


There is the news publication, the “how-to- 
service” publication and the “how-to-sell” 
publication. All perform an extremely useful 
function. But analyze the reader appeal of var- 
ious trade publications in the appliance-radio- 
TV field. Put yourself in the dealer’s shoes. See 
which you would prefer and why. 


We think you'll find ELectrica, MercHanpiIs- 
ING leading the pack with “how-to-sell’” ma- 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 
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three kinds of trade publications ... too 


terial. Frequent highly readable merchandising 
stories tell dealers across the country how to 
sell successfully. 36,000 readers get sales suc- 
cess recipes in ELEcTRICAL MERCHANDISING 
each month. No wonder dealers buy it and vote 
it “most useful” year after year. 


ELECTRICAL MERCHANDISING’S sales success 
recipes do not age like yesterday’s newspapers 
— they are filled with ideas which can be used 


© FLECTRICAL 
MERCHANDISING 
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day after day, or month after month and long 
after that. Your advertising in the Industry’s 
Best Seller lives a long time—longer than in any 
appliance-radio-TV publication. 


When you work out your trade schedule be sure 
to use the basic and valuable “how-to-sell” 
strength which is built into ELectricat Mer- 
CHANDISING. It will improve your distribution 
and decrease your selling costs. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NV. Y. 
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Miles out in front! 


SPECIALLY STYLED FOR YOUR DELUXE TRADE 














Brand new custom model 
Arvin Lectric Cook 




















































Model 3550 


‘ 9” 


Complete with grids 

























Packed with powerful appeal 
America’s most versatile, most beautiful cooking appliance! 


Gleaming, glamorous beauty, center of attention in any 
appliance section! Completely redesigned and restyled, 
and still packed with all the features that made Arvin’s 
first Lectric Cook a national best-seller for years. Cook- 
ing area equals 3 ten-inch skillets. Converts in seconds 
to a fully automatic waffler with heat control and signal 
light. Perfect for every gift occasion. 


DeLuxe Model 3500 Arvin Lectric Cook, complete 
with grids, a peak-value price-leader at $24.95 






























nN —— . 
4 big toasted Delicious steaks Se 


4 king-size re 
sandwiches and chops 


woffles 








All prices subject to change in ds 


MID-WINTER PRICE REDUCTIONS ON ARVIN IRONS 


with OPS 














Were $11.95 to $14.95 — Now $9.95 to $12.95 for a limited time! 










. 
Model 2100-8, $9.95 


STILL GUARANTEED 5 FULL YEARS! 


Electric Housewares Division, ARVIN INDUSTRIES, Inc., Columbus, Indiana 





Model 2300, $12.95. 





Model 2100-R, $10.95 Model 2200, $11.95 








J ox THEM AT THE HOUSEWARES SHOW—NAVY PIER, CHICAGO, SPACE 473-5-7 
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CBS-Columbia Expands 





o. . ” 
TV's “Readjustment 

The television industry has “pretty 
well completed” its readjustment and 
TV inventories have dropped about 
| one million units from last spring, 
| Ross D. Siragusa, president and chair- 
| man of Admiral Corp., told a Chicago 
| group early last month. 

Acknowledging that —— had 
hit bottom in June and dragged along 
at a low level until late August, Sira- 
gusa said that output had levelled off 
at approximately 400,000 sets a month 
since that time. 

Siragusa said that he expected pro- 
duction to about balance sales for the 
next three to six months. He forecast 
a maximum 1952 output of 5 million 





| sets. 


Pointing out that such a level of 
TV production had been made pos- 


sible only because engineers had de- 
| vised 


means of saving important 
amounts of critical materials, Siragusa 
said that Admiral’s appliance produc- 


| tion had not been so fortunate and 


that refrigerator production, for exam- 


| ple, had been cut back by about the 
| same amount as the most severe mate- 

rial cutback. 
| 


CBS-Columbia, Inc., the newest 
big-time name in the television indus- 
try, last fall began building a set of 
productive muscles to guarantee it a 
place in the industry. 

President David H. Cogan in No- 
| vember announced a five million dollar 

expansion program with the purchase 
| of approximately 275,000 square feet 
of additional manufacturing space. 
Combined with the firm’s present fa- 
cilities in Brooklyn, the new plant in 
Long Island City will provide the 
CBS subsidiary with over half a mil- 
lion square feet of manufacturing 
| space. Installations planned for the 

new building will make it “one of the 
most modern integrated television- 
electronic manufacturing facilities in 
the country”, CBS-Columbia execu- 
tives said. 


How Many Sets in ‘52? 


The end of the year brought open 
season on guesses for industry produc- 
tion during the next 12 months. Most 
of the guesses were far below the levels 
achieved by television manufacturers 

| in 1950 but were somewhat higher 
than might have been expected some 
time ago. 

Directors and alternates attending 
a mid-November RTMA board meet- 
| ing conducted their customary in- 
| formal poll and came up with an aver- 
| age guess of 4,440,000. Lowest was 
3,000,000 and highest was 5,000,000. 
| For radios the average guess was 10.9 
| million. The highest was 12.5 million 
and the lowest 7.5 million. 

Sylvania’s Frank Mansfield told an 
RTMA industry statistics committee 
that a private analysis made by him 
indicated production of 4.3 million 
TV sets in 1952 and retail sales of 4.6 
| million. 
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EXTRA PROFITS! 
low-up for home laundry appliance sales. Turnover 
is fast, margin is good on packaged line as well 
as new 50 & 100 Ib. sizes. You make enough to 
pay phone, light, other overhead items with little 
sales effort or expense. 


“all’s” a natural fol- 
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Perfect team-mate 


for Automatic 
Washers | 


Remember, “‘alll’’ gets clothes cleaner in automatic washers — 
keeps your customers happy—helps you do a better selling job 
on your entire appliance line (see below). So go ahead and order 
“all” in the new 50 & 100 lb. sizes today! 





HERE’S HOW YOU MAKE OuT! 


ORDER TODAY 


sep 34 





Suggested 50+ 100+ 
selling price.... $1.95 $22.95 FROM YOUR 
Your cost ..ececee 7045 14.90 DISTRIBUTOR 








YOUR PROFIT $4.20 








$8.05 









DETERGENTS, INC. 
Columbus, Ohio 
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EXTRA SALES! “all’s” famous Laundry 


Clinics, above, help sell automatic washers, pro- 
mote entire appliance line, too. Free “alll’”’ for 
demonstrations (Blue Card Program), plus point- 
of-sale merchandising kit also help you close more 
home laundry sales, make more money! 
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EXTRA PERFORMANCE! 


More satisfied 
automatic washer customers, fewer unprofitable 
service calls! That's because “alll” makes no 
lazy suds to slow down washing action, to over- 
flow, to gray and dull clothes. Ask your distributor 
about “alll’”’ today! 
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MEIER ELECTRIC DEHUMIDIFIER 
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in closets or mall 


* Equipped 
Portable 
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* Eliminates mildew 
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Model 81a6p) rust, mold, 
Results are casi 
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MEIER WINDOW FANS 


For perfect sum mer — —~ 

there is no fan as moder . 

Meier Reversible window f# 
qually two fans in one 

exhaust and an intake far 

f a switch 


; flick 
ae the trend is 


eversible 

aay 10 electrically re — 
bl jo you have it > Nu-Al 0 
set propeller original rubber 
mounted propeller In either 

or 20” size. Also 

#20” Window Fan with automatic 
epeese?- About Deluxe—an all- 
purpose fan for home or otis. 
*New 16” Portable -for eco 

nomical summer cooling. 7 
oF iit-R-Fan—filters as it cool 


Model 8162F ( 16”) 
Model 8202F (207) 


*& You can sell Meier products with confidence. Meier has 
pioneered the modern design in today’s window fans, and 
. new silence 


offer smart styling unexcelled perform- 


ance . priced to sell . . . customer satisfaction. A new 
complete catalog of all Meier products is just off the press. 


Please write or wire direct for your copy 


< < < 
Merer Complete Line Merer Nu Air 
s Electr: of Window automatic 
. Dehua difier and Portable Electric Wal 
» Fans 


Nair 


Mever Nu Air 
automatic 
Electric Floor 
Furnaces. 


Famed for dependability 


__~ 
RS throughout the world 


A 


MEIER ELECTRIC & MACHINE CO.,INC. 
3525 EAST WASHINGTON STREET-INDIANAPOLIS 7, INDIANA 


Passaic Ceremonies 


DR. ALLEN DU MONT demonstrates the world’s first commercial 


television 


receiver during ceremonies in Passaic, N. J., marking the adoption of the slogan 


“Passaic, Birthplace of Television’ by that community. 
1938 by Du Mont. 


produced in Passaic in 


The 14-inch screen was 
At extreme left is Mayor Morris 


Pashman and at right are Thomas E. Prescott and Paul Troast. The ceremonies 


were telecast over the Du Mont network 


Training the Men 


RTMA has launched a_ three 
pronged program aimed at providing 
more trained service technicians and 
at improving service practices in the 
industry. 

The program involves the recom 
mendation of 'T'V servicing courses in 
approximately 2500 vocational schools 
und in as many adult educational 
schools as possible throughout the 

uNntry 

RUMA has also engaged the RCA 
Institute to write a three-vear voca 


tional high school svllabus on radio 


Award for Appreciation 


GRAND PRIZE WINNER Mrs. John Wil- 
kinson of Seattle accepts a $2500 sav- 
ings bond from Packard-Bell distributor 
Don Raymond after winning the com- 
pany’s silver anniversary ‘‘appreciation 
award.’’ Contestants were required to 
tell why ‘I believe a non-television owner 
will be most influenced to choose a 
Packard-Bell television set.’’ Second and 
third prize-winners won $1,000 and $500 
bonds respectively 


JANUARY, 


and television and a 10-12 month 
syllabus for adult schools. 

The group is also cooperating with 
Better Business Bureaus throughout 
the country in distributing a booklet 
on care of television sets. 


Another City Heard From! 


BENDIX 


Automatic Washers 


TOPS IN 
TOPEKA 


—almost one 
out of every 
two sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market... but 
also frequently sells as 

much as the next several 
brands combined! 


BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, Ind. 
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IT BROKE SALES RECORDS IN 1949; 
ITLL BE A SENSATION THIS YEAR 


~NEW 1952 SPRING SPECIAL 





























Yes. a Youngstown Kitchens 54” Special Cabinet Sink like this .. . 
and at the same price . . . broke sales records in 1949. Now, in today’s 
higher-priced market, the new 1952 Spring Special is an even greater 
bargain! 

This tremendous saving for your prospects can make 1952 your 
big profit year! Just look at it! A giant, 54” Youngstown Kitchens 
Cabinet Sink in sturdy steel with selling features galore . . . at a low, 
low, 1949 price that opens up new market possibilities! 

Get the facts now! Only a limited number of these Cabinet Sinks 
will be available. Write, wire or phone your Youngstown Kitchens 
distributor today! 


BACKED BY NATIONAL ADVERTISING, HARD-SELLING 
PROMOTIONAL MATERIAL! 


National advertising, direct-mail material, tie-in mats, display 
pieces, posters, and other promotional material will help make 
this one of your biggest sales in Youngstown Kitchens history! 


y creel 
,, MULLINS MANUFACTURING CORPORATION, WARREN, OHIO 
Youngstown, Youngstown Kitchens are sold throughout the World 
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1. THE WASHLINE is your market... 


50,000,000 women strong (or, rather, weak). 





With fifty million women still using washlines— but not 
liking it—there’s a tremendous billion dollar market for a 
automatic dryers that’s just waiting to be tapped! And now’s 
the time for you to get your share by moving in with one of 
the best known names in the home laundry field— Lovell. 

You can become a dryer sales expert quickly and easily 
with the help of the “sales line” for the Lovell drying unit 
(see below). So get a good grip on the washline and Lovell’s 
sales line, and you’re on your way up! 

(Although dryers are now in short supply, Lovell is producing , 
all the drying units that government restrictions on 
materials will permit. Lovell introduced a dryer 
more than 11 years ago; today Lovell makes 
tumble-type electric and gas drying units Ss 
for APEX, BARTON, CONLON, THOR, 
DEXTER, HORTON and others.) 


2. THE SALES LINE for the Lovell Drying Unit 


is your key to the market. 


Single dial control provides: 

1. Automatic shut-off. No time guessing. 

2. Complete temperature range for any dryness or type of fabric. 
New “SUN-ARC” infrared heating element has three times more 
heating area, purifies clothes, dries them more gently. 
Easy-to-unload door is extra large, swings open all the way. 
Allows full visibility inside. 

Easy-to-clean lint trap. 

Safety by-pass prevents clogging if user fails to empty lint trap. 
Outdoor humidity-vent can be easily connected at rear, if desired. ; 
Vacuum drying system preheats air, costs less to operate. Reduces 
accumulation of lint inside dryer. 

Air-cooled cabinet allows easy access for cleaning or repairs. 
Handy clean-out duct to remove bobby pins, sand, other small objects. 








iJ 


America’s newest household blessing 


ano cas DRYING UNITS 
LOVELL MANUFACTURING COMPANY - ERIE, PA. 


Also makers of famous Lovell Pressure Cleansing Wringe*s 






| Look for the 
Lovell DRI-RITE 
single dial control 
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HOTPOINT Dishwashers 


Hotpoint, Inc., 
5600 W. Taylor St., Chicago 44, Ill. 


Device: Hotpoint announces im- 
proved front opening dishwashers 
in 48-in. combination dishwasher- 
sinks, under-counter, and _ free- 
standing models, 

Selling Features: Dial control au- 
tomatically puts machine through 
wash, rinse and electric drying 
cycles; removable plastic silverware 
basket, 10 percent larger than 
former models, fits in convenient 
left front corner of rack; racks de- 
signed to take largest standard din- 
ner-size plates and leave room for 
cups, saucers, glasses, pots and pans; 
holds 62 pieces of china; new cen- 
ter baffle for improved washing 
action; revised water inlet system 
meets all plumbing and sanitary 
codes; overhead spraying; new 
washing action prevents glasses 
from spotting. 

Pre-plumbed models that fit ex- 
isting kitchen plumbing are con- 
tinued in line. 

Electrical Merchandising, Jan. 1952 





STEINHORST Freezers 


Emil Steinhorst & Sons, Inc., 
612 South St., Utica 3, N. Y. 


Models: New line of Steinhorst 
freezers in 12, 16 and 20 cu. ft. 
sizes. 


Selling Features: Features “Dutch” 
freezer plates that hold the cold and 
form partitions to divide cabinet 
into separate compartments; in- 
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ELECTRICAL 





APPLIANCE NEWS 


NEW PRODUCTS 


NOTE: Prices given are those prevailing at close of issue. Not responsible for price changes. 


terior light recessed into counter- 
balanced lid; signal light indicates 
abnormal temperature rise; handy 
storage baskets; 5-year warranty on 
hermetic power unit and 5-year 
food insurance policy. 

12 cu. ft. model holds 430 Ibs. 
food; 3 separate compartments; 4 
h.p. condenser. 

16. cu. ft. model holds 680 Ibs. 
food; 3 compartments; 4. h.p. 
condenser. 

20 cu. ft. model holds 700 Ibs. 
food; 4 compartments; 4 hp. 
condenser. 

All models have 44 in. insulation 
on walls and 5 in. in bottom; 3 in. 
in lid. 

Electrical Merchandising, Jan. 1952 





G-E Automatic Washer 
General Electric Co., Bridgeport, Conn. 


Device: New deluxe automatic 
washer No. AW5B6. 

Selling Features: Operates on same 
principles as earlier G-E models; 
new machine is top-loading, free- 
standing, with agitator action; once 
started automatically washes, dou- 
ble rinses, spin-dries a load of 
clothes and then shuts off. 

Push-pull switch stops and starts 
washer at any point in cycle—can 
be re-started at exact moment of 
cycle interruption or made to re- 
peat or skip any stage within cycle; 
red indicator light next to switch 
signals when washer is in opera- 
tion. 

Small-load selector permits wash- 
ing up to 5 lbs. laundry using only 
10 gal. water in each cycle; at ca- 
pacity, tub holds 17 gal. water and 
up to 9 Ibs. dry clothes; lid portion 
of cover can be lifted off and used 
as laundry tray; entire cover assem- 
bly is quickly removable for clean- 
ing tub. 

White porcelain tub; interior 
light, 1-year warranty on complete 
washer; an additional 4-year war- 
ranty on sealed-in transmission 
parts. 

Price: $369.95. 
Electrical Merchandising, Jan. 1952 
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CASCO Steam Iron 


Casco Products Corp., 

Bridgeport, Conn. 

Device: New Casco steam-and-dry 
iron with “M-T”’ spout. 

Selling Features: Ball-cap head of 
“M-T” spout concealed beneath 
irons handle can be lifted to open 
position when iron has cooled and 
remaining water emptied from 
steam chamber; cap automatically 
closes when handle is closed; ball- 
cap also acts as an added safety 
valve for escape of excess steam; a 
dual water tank is another feature; 
requires only tap water. 

Price: $19.95 

Electrical Merchandising, Jan. 1952 
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HOTPOINT Ranges 


Hotpoint, Inc., 5600 W. Taylor 
St., Chicago 44, Ill. 


Models: Hotpoint Nos. RD-14 and 
RD-15  single- and double-oven 
ranges. 

Selling Features: Both models have 
4 surface units, rear-right unit has 
small diameter to fit saucepans or 
frying pans, yet gives intense heat 
for “short-order” cooking; interior- 
lighted ovens have concealed units 
for larger capacity and easier clean- 
ing; counter-balanced doors; alumi- 
num broiler pans, and bright metal 
racks; broiling units give off 1800 
degs. radiant heat for charcoal-type 
broiling; oven timer and automatic 
time measure have easy - to -set- 
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and-read clock faces; other features 
include 2 appliance outlets on con- 
trol panel; 5 large storage drawers; 
l-piece wrap-around steel body; 
acid resistant porcelain enamel fin- 
ish; drip tray slides out from under 
surface cooking units, and has oven 
time and temperature instructions 
on it; push-button controls and 
full length cooking surface lamp 
mounted in bright metal reflector 
on backsplasher. 
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GIBSON Freezers 


The Gibson Refrigerator Co., 
Greenville, Mich. 


Models: 3 Gibson Diamond Jubilee 
freezers Nos. 1092, 1392 and 1892. 


Selling Features: No, 1092, econ- 
omy model, has 10 cu. ft. myers 
No. 1392, 13 cu, ft. model, holds 
456 Ib. food; has separate quick 
freeze compartment. Deluxe super 
market model No. 1892, 18 cu. ft. 
model, has separate quickfreeze and 
storage compartment; will quick 
freeze 89 Ibs. and stores up to 642 
Ibs; has separate lid for quick- 
freeze compartment and features a 
flat-surfaced, stainless steel cover 
that serves as a working surface 
when lid is closed. 

All models have counterbalanced 
lids, movable wire baskets and a 5- 
year protection plan. 

Electrical Merchandising, Jan. 1952 


WESTINGHOUSE Iron 


Westinghouse Electric Corp., 
Mansfield, O. 

Device: Westinghouse open handle 
iron now available with aluminum 
base No. ID-513. 

Selling Features: Same as recently 
introduced open handle model No. 
ID-514 in all respects except alu- 
minum base takes place of cast iron 
base, reducing weight from 4 Ibs. 
to 3 Ibs. 

Price: Both models, $12.95 


Electrical Merchandising, Jan. 1952 
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NU-AIR Dehumidifier 


Meier Electric & Machine Co., Inc., 
indianapolis 7, Ind. 

Device: Meier Nu-Air dehumidifier 
No. 8186D. 

Selling Features: Compact, 184 x 
154x12 in.; removes up to 3-gal 
water from room air every 24-hrs., 
depending upon conditions of 
humidity and temperatures; her- 
metically sealed Tecumseh com- 
pressor; 4 h.p. motor, 115 volts, 60 
cycles; built-in tray collects water 
condensed by unit, or standard gar 
den hose may be attached to fitting 
for disposal through any drain; 
ball-bearing casters; baked enamel 
Hawaiian tan hammertone finish 
with simulated leather trim 
Electrical Merchandising, Jan. 1952 





DUCHESS Washers 


Appliance Manufacturing Co., 
Alliance, Ohio 


Models: 1952 Duchess line includes 
Nos. A5-0, A6-0, A8-0, A9-0. 
Selling Features: The 1952 models 
have same mechanical features 
except semi-automatic model No. 
A9-0 has an automatic electric 
timer and a heat retaining jacket 
Other models feature full skirt ex- 
teriors. 

Prices: A5-0, $114.95; A6-0, 
$124.95; A8-0, $134.95; and A9-0, 
$154.95. 

Electrical Merchandising, Jan. 1952 





THERMO-MAT Foot Warmer 


Thermo-Mat Co., 814 S. Robertson 
Bivd., Los Angeles, Calif. 


Device: Thermo-Mat foot warmer. 
Selling Features: Plugs into any 
110-volt outlet; unit consists of 


NEW PRODUCTS 





special metallic resistance em- 
bedded in a reversible, ribbed neo- 
prene rubber compound which is 
tough and long wearing; weighs 3 
Ibs.; can be used on damp concrete; 
easy to clean; size 14x22 in. 

Electrical Merchandising, Jan. 1952 





ELECTROMODE 
Radiant Heater 


Electromode Corp., 
45 Crouch St., Rochester 3, N. Y. 


Device: Electromode wall-type ra 
diant heater. 

Selling Features: All electrical con- 
nections shielded within a connec 
tion box; totally enclosed inconel 
sheathed element; high polished 
reflector scientifically designed to 
spread warm rays in all directions; 
exclusive baffle at top of heater 
provides secondary air flow which 
keeps wall box cool; cool air intake 
at base provides ample opening for 
movement of cool air; outer case of 
grey hammertone baked enamel fur 
niture steel with polished chrome 
grill; face plate 17 in. high, 122 in. 
wide, extends } in. from wall sur 
face; 1320 watts. 

Price: $19.95. 

Electrical Merchandising, Jan. 1952 








ELECTROMODE Heater 


Electromode Corp., 
45 Crouch St., Rochester 3, N. Y. 


Device: Electromode 
bathroom heater. 

Selling Features: Features new grill 
engineered to direct heat down to 
living zone, providing maximum 
heat distribution and preventing 
heat loss; cast-aluminum element, 
1320 watts, 110 volts; no exposed 
hot wires or glowing coils; auto- 
matic safety shut-off switch pre- 


automatic 


vents overheating; built-in ther 
mostat may be set at any desired 
temperature from 55 to 85 degs. 
also available with manual control; 
chrome finish or baked on whitc 
enamel; also suitable for nurser\ 
playroom, easy to install. 

Electrical Merchandising, Jan. 1952 


G-E Air Conditioners 
General Electric Co., Air 
Conditioning Dept., Bloomfield, N. J- 
Models: 2 window-type air cond: 
tioners FA-55 and FA-75. 

Selling Features: Remove moisture, 
circulate, filter, ventilate air; shut 
out noise; both models features 
“Triple Air-Focus” grilles for 
choice of air pattern—consists of 5 
circular louvers, adjustable by fin 
gertip, that can send air flows m 
any direction: up, down, all to onc 
side, or part to one side and part 
to the other; “Quiet-flow” blowers: 
“Whiskaway”’ stale air exhaust for 
fast, positive pump-out; simplified 
comfort selector dials, air inlet 
located to prevent obstructions by 
drapes or blinds; hermetically sealed 
refrigeration system covered by 
5-year protection plan; 2-tone beig« 
and tan finish; cabinets extend 
14% in. above sill; 27 in. wide 
No. FA-55 has 4 h.p. compressor 
No. FA-75 has 3 h.p. compressor 
Electrical Merchandising, Jan. 1952 





G-E Counter Top 


General Electric Chemical Div., 
Pittsfield, Mass. 

Device: New seamless 1-piece plas 
tic kitchen counter top. 


Selling Features: Requires no metal 
trim; blacksplash and front edge 
molded as integral part of work 
surface; constructed of G-E Texto- 
lite laminated plastic; available in 
6-ft. lengths, 25 in. wide; available 
in 5 colors; front edge is slightly 
raised to prevent spills from run- 
ning; easy to install on old top or 
base cabinets. 

Electrical Merchandising, Jan. 1952 
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NEW PRODUCTS 


COLEMAN Oil Furnaces 


The Coleman Co., Inc., 
Wichita, Kansas 


Device: 2 oil-burning forced warm 
air furnaces. 

Selling Features: For use with 
Blend-Air or conventional duct 
systems; gun-type burners designed 
for quiet, safe, economical opera- 
tion at 100 Ibs. pressure; adjustable 
for CS 12-48 No. 1 or No. 2 oils; 
uses Coleman Even-Flo direct drive 
blower units; output ratings 80,000 
and 100,000 btus; airtight casings 
to meet static pressure require- 
ments; tan hammerloid baked 
enamel. 

Electrical Merchandising, Jan. 1952 


MID-STATE Sewing Machines 


Mid-State Wood Products Corp., 

1109 Seminary St., Rockford, Ill. 
Models: Mid-State sewing machines 
available in 8 cabinet styles and one 
portable. 

Selling Features: 3 sewing heads: 
No. A, is a full size round bobbin 
machine; sews backward and for- 
ward; hinged presser foot for sew- 
ing oven pins; drop feed, snap out 
race, automatic bobbin winder and 
release and dial tension; light and 
ac-de motor permanently attached 
to sewing head. 

No. B, a 3 size. lightweight ma 
chine, with round bobbin that lies 
flat under hook cover; sews back- 
ward and forward; hinged presser 
foot; automatic bobbin winder and 
release; dial tension; sewing light 
and ac-de motor. 

No. C same as B with conven- 
tional vertical type bobbin. 

No. 502, portable, comes with 
B or C sewing head in lightweight 
case covered with turquoise plastic 
coated leatherette with white trim 
and white plastic handle. 

Two Hollywood cabinet models 
have chair back seats or stool back, 
on hinges that open to reveal stor- 
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age compartments and _ trays for 
sewing accessories; available in wal- 
nut, mahogany or blond finish. 
Regular table-type cabinets are 
available in walnut or mahogany. 
Electrical Merchandising, Jan. 1952 


AKRON Ranges 


Associated Products Inc., 

20 S. Ontario St., Toledo, Ohio 
Device: Akron range oven and sur- 
face cooking units available in sepa- 
rate sections. 


Selling Features: Oven unit and 
cooking top units can be used in 
combination or separately in dif- 
ferent parts of kitchen. 

Oven unit No. 436-01 has upper 
and lower burners with total load 
of 3600 watts; upper burner also 
serves as broiler unit; automatic re- 
set temperature control; clock con- 
trol also available if desired; oven 
capacity, 35 Ibs. meat; porcelain 
enamel lined, stainless steel ex- 
terior. 

4-burner cook-top unit No. 44-4, 
has 4-2100 watt rod type burners, 
each with 7-heats and pilot light; 
drip pan under entire top; stainless 
steel finish. 

2-burner cook-top same size as 
No. 44-4 with burmers on right 
(No. 44-2R) or left (No. 44-2L) 
2100 watt burners have 7-heat 
switch and pilot light. 
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Briefs 


The Durabilt Div., Waring Prod- 
ucts Corp., announces a new carry- 
ing case for Durabilt folding travel 
irons. Made of hand-rubbed simu- 
lated alligator leather with vinyl 
coating; saddle-stitched with match- 
ing brown thread; “Suedine” lin- 
ing, heavy-duty luggage-type zipper; 
may also be used as a utility kit 
when not used with the iron. 


A new angle-head flashlight which 
includes a strong clip is being in- 
troduced by Olin Industries Inc., 
New Haven, Conn. Has a 3-posi- 
tion safety-lock switch, spare lam 
carrier in deep cap, sonatieaath 
ribbing for firmer hand-grip, made 
of high-impact polystyrene—$2.15 
without batteries. 


1952—ELECTRICAL MERCHANDISING 











BRIEFS 


A new 3} hp. shallow well centrif- 
ugal water pump with 6-gal. tank, 
is announced by United Electric 
Co., 120 S. La Salle St., Chicago 
3, Ill. It is quickly convertible for 
deepwell operation at slight addi- 
tional cost; delivers 535 gals. per hr. 
at 20 Ibs. pressure. Retails for 
$99.50 


Automatic Service Supply Co., 210 
East Baltimore, Detroit 2, Mich. 
is now featuring a complete line of 
solenoids that are interchangeable 
on many automatic washing ma- 
chines. 


Universal Co. of High Point, 
N. C. presents a new wall, Fol- 
Away utility table. The plastic top 
is laminated to a  -in. plywood 
base; the underside also has a 
plastic sheet laminated to it to pre- 
vent warping; top is available in a 
variety of colors and is alcohol- 
proof, burn-proof, resistant to acid 
fruits. Has foolproof snap hinge; 
easy to install, folds down when not 
in use; available in 2 sizes, 24x24 in. 
and 24x30 in. 
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Automatic Controls Corp., Ann 
Arbor, Mich., announces a “Heet- 
O-Matic” day and night thermostat 
control—a combination timer-heater 
powered .by a Telechron fractional 
h.p. A.C. motor, enclosed in plastic 
case finished in simulated satinbrass 
color. Designed for application 
to thermostats regulating domestic 
stoker-fed, gas and oil heating 
systems. Requires setting only 
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once annually to automatically 
regulate home temperatures until 
heating system is shut off for sum- 
mer season, Price, $12.95 


A new low cost residential type 
toggle switch has been developed 
by Monowatt with double wipe 
contacts which will take a current 
inrush of 8 times the amp rating of 
switch. Rated at 5A-250V and 
10A-125V. 


Plasti-Kote Inc., Cleveland, O. 
announces a new self spray lacquer 
in white and black for refrigeration 
and appliance industry, Paint and 
pressure are in one container—a 
press of trigger sprays the lacquer; 
dries in 10 minutes. 


Delco Appliance Div., General 
Motors Corp., Rochester, N. Y., 
announces two new larger capacity 
horizontal jet pumps. These new 
3 and | h.p. pumps are capable of 
delivering up to 1620 gal. water 
per hr. operating at depths to 120 
ft. Simple and compact in design; 
powered by Delco condenser-start 
motor which operates on 115 or 230 
volt 60 cycle a.c.; have built-in 
overload protection, ball bearings 
and lifetime lubrication. 


Handi-Jar, a visible filing system 
for small parts such as nails, screws 
and fittings, is announced by 
Handi-Jar Corp., 1601 Fisher Bldg., 
Detroit, 2, Mich. Mounts on wall 
in tool crib or maintenance dept.; 
makes it easy to select needed item; 
spring clip makes removal and tre- 
placement of screw top jar easy. 
Available in composition plaques 
with 12 4-o0z. jars, $3.20 with 6 oz. 
jars, $3.60. also available in spe- 
cial sizes. 


A new all-purpose right-angle drive 
for } in. electric drills is now being 
marketed by Babcock & Co., Oak- 
land, Calif. It permits an ordinary 
drill to be used for many jobs such 
as polishing, sanding wood or metal; 
angle drive operating as a speed 
reducer, makes it possible to bore 
holes up to 4 in. diam. $4.95. 
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YOU CAN OPEN UP 


the BIGGEST UNTAPPED MARKET 


in the home appliance field 







with 
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oF THE 3-BRUSH FLOOR POLISHER 


THAT HAS EVERYTHING! 


No other Electric Floor Polisher like 
VACTRIC! No other machine offers such 
powerful sales-making features. 





NOT ONE...NOT TWO BUT 
THREE BRUSHES 











FOR ANY ROOM IN THE 
HOME 





On EYE VALUE alone, VACTRIC, with its 
smart, modern design, gleaming chip-proof 
enamel and rich chrome finish, OUTSELLS 
them all. 


And when it comes to PERFORMANCE, 
VACTRIC—made for 27 years in the world’s 
largest plant manufacturing electric 
vacuum cleaners and floor polishers—does 
the job easier, faster, better. 





KEEPS KITCHEN FLOORS 
SPOTLESS. GLEAMING 





NOTE the UNIQUE and EXCLUSIVE FEATURES 


@VACTRIC is easy to guide and operate. Its THREE COUNTER-ROTATING 
BRUSHES overcome the annoying “creep” of other electric polishers. A 
child can use VACTRIC ! 


@ VACTRIC’S low (34%4") Triangular Housing makes it easy to polish right into corners, 
under furniture, kitchen cabinets, etc. 


@ ALL-AROUND RUBBER BUMPERS top and bottom guard furniture 


and walls from accidental damage. 





@ BRUSHES remove for cleaning or changing with the touch of a finger on outside 
Brush Release Buttons. 


Ou HP. (AC-DC) Motor, U. L. Approved—Permanently sealed-in lubricant—Powerful 
enough for light commercial work. 
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~ 
FOR OFFICES GUARANTEED FOR vy 
ONE R Send for specification sheet and price 
Includes schedule—or better yet ORDER 
VACTRIC SCRUBS. WAXES. © 1 Set 3 polishing brushes Plus STAND- OUT VACTRIC and see for yourself. We'll 
POLISHES. BUFFS and DRY- © 1 Set 3 buffing pads Excise VALUE! bill through your jobber. When you 
CLEANS ALL TYPES OF PRICE Tex carry this Floor Polisher every sale 
"LINOLEUNE Los Dealers: Distributors: means an ENTHUSIASTIC booster. 
a Vactric may be obtained through We solicit inquiries covering territories VACTRIC IS THAT GOOD! 
GENERAL ELECTRIC SUPPLY you serve. : : . 
Read ebout it in the or Independent Distributors. Don’t wait—Phone or Write 
a were ba ae of This superior machine was given top rating by the most prominent pong Pasion a —— 
ee consumer research organization in the United States. ea 
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NEW PRODUCTS. orsnan. 





SCOTT Combinations 


Scott Radio Laboratories Inc., 
Chicago, Ill. 

Models: Ashby ‘TV-radio-phono 
combination and Ashurst radio- 
phono combination. 


Selling Features: Ashby has a 20 in. 
picture tube in Scott Silver Anni- 
versary chassis with highlight con- 
trol; 4-stages video IF amplification; 
high gain channel selector; provi- 
sion for adding UHF and a socket 
for connecting a color TV slave set 
without rewiring; AM-FM radio has 
dual chassis with separate power 
amplifier, high-fidelity 12 in. co- 
axial speaker; separate bass and 
treble controls, phono mounted in 
drawer, automatically plays all 
speeds, sizes and types of records; 
high fidelity variable reluctance 
pickup with preamplifier. 

Ashurst, companion unit, with 
same cabinet and radio-phono but 
without TV; provision for adding 
a 20 in. TV later. 

Both models have ample record 
storage space in full-door limed oak 
modern cabinet 


Price: Ashby, $815; Ashurst, $575 
Ilectrical Merchandising, Jan. 1952 


ANDREA Table TV 


Andrea Radio Corp., 27-01 Bridge 
Plaza No., Long Island City, N. Y. 


Model: The Gotham table teleset. 
Selling Features: 17-in. rectangular 
tube; built-in antenna; advanced 
tuner design with 4 completely 
tunable RF circuits; “‘eye-ease” fil- 
tered glass face-plate in picture tube 
to reduce long viewing eve strain; 
electronic picture lock; full-width 
wide-angle screen; phono connec 
tions for any speed player; scientific 
temperature controls; hand-rubbed 
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mahogany cabinet with static-free 
FM radio. 

Price: $314.95. 

Electrical Merchandising, Jan. 1952 














RCA VICTOR TV Consoles 


RCA Victor Div., Radio Corp. 
of America, Camden, N. J. 


Models: Caldwell and Covington 
consoles. 17T-162 and 17T-172. 
Selling Features: Caldwell, open 
faced console has 17-in. rectangular 
tube; powered by new RCA Super 
Set chassis; intercarrier sound sys 
tem tunes pictures and sound sim 
ultaneously; contemporary _ style 
cabinet in mahogany or walnut. 
Covington, same as Caldwell in 
a traditional cabinet with _half- 
doors over loudspeaker grille. 
Prices: Caldwell, $349.50, Cov 
ington, $379.50 in mahogany o1 
walnut, limed oak finish $10 extra 
Electrical Merchandising, Jan. 1952 












ARVIN Radios 
Arvin Inc., Columbus, Ind. 


Models: No. 542T and No. 450-1 
table radios, 

Selling Features: No. 542T, fea- 
tures Arvin a.c./d.c. superhet cir- 
cuit with 3-tubes plus rectifier and 
ave; tuning dial direct-coupled with 
variable condensers; improved type 
Alnico speaker; extendable type 
antenna tucked away in back of 
cabinet; 1-piece ivory seamless steel 
cabinet with black control and 
volume knobs. 

No. 450-T Jet modern 5-tube 
table set, has solid jet black plastic 
case with ivory face; center-swing 
tuning dial and 2-knob control; 
a.c./d.c. superhet; built-in loop an- 
tenna, 4 tubes plus rectifier. 
Prices: No. 542T, $15.95; 
450-T Jet, $19.95. 
Electrical Merchandising, Jan. 1952 
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MAGNAVOX Radio-Phonos 
Magnavox Co., Fort Wayne, Ind. 


Models: Magnavox traditional Con- 
certo radio-phonos 147-M_ and 
247-M. 
Selling Features: No. 147-M_ has 
7-tube AM radio; 12-in. dynamic 
speaker with high frequency dif- 
fuser; shielded 3-gang condenser; 
inertia tuning for fast, accurate sta- 
tion selection; continuously vari- 
able bass and treble controls; fully 
automatic Magnavox 3-speed rec- 
ord changer in pull-out drawer; 
horizontally hinged door opens for- 
ward and down to form shelf and 
give ready access to radio and rec- 
ord changer; mahogany cabinet. 
No. 247-M companion model 


has an AM-FM radio. 


Prices: No. 147-\M, $199.50: No 
247-M, $229.50. 
Electrical Merchandising, Jan. 1952 





AUDAR Radio 


Audar Inc., 
Box 438-M, Pasadena 18, Calif. 


Device: Audar 
No. WC-7T. 
Selling Features: Cabinet designed 
to hang on wall or set on desk o1 
bookcase, styled to blend with Pro- 
vincial or Early American furnish 
ings; cabinet of solid birch, has 
4 usable drawers with center flap- 
drawer for easy access to controls. 
Features a 7-tube transformer 
powered AM radio with separate 
bass and treble boost controls; 
push-pull output; 8-in. speaker with 
bass reflex tone chamber; has plug- 
in provision for phono attachment 
with phono-radio switch on panel. 
Electrical Merchandising, Jan. 1952 


“wall shelf radio” 


DEAN Portable Record Player 
Dean, 35 Fifth Ave., Brooklyn, N. Y. 
Model: No. 315 3-speed portable 
phono, 


Selling Features: Equipped with 


single permanent all-purpose preci- 
ous metal tipped needle; Atliance 
heavy-duty, constant 3-speed motor: 
2 tubes; 44 in. Alnico V speaker; 
lightweight tone arm; volume con- 
trol; covered in jumbo alligator 
leatherette in assorted colors. 

Electrical Merchandising, Jan. 1952 


G-E Radio-Phonos 


General Electric Co., Radio Dept., 
Electronics Park, Syracuse, N. Y. 
Models: 2 new deluxe AM-FM 
radio-phonos, Nos. 754 and 756. 
Selling Features: No. 754, right 


door opens to disclose dial scale of 7 


7-tube AM-FM radio with easy-to 
read numerals; control 
mounted in plastic knob eschutch 























* 
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knobs © 


eon under dial scale; continuous © 
tone control gives bass-to-treble ~ 


tone selection for radio and phono; 
pull-out drawer on left exposes au- 


tomatic, 3-speed player; G-E elec- — 
tronic reproducer; 2 built-in Beam- ~ 
ascope antennas give clear AM and © 
FM reception; 3-gang tuned RF © 
amplifier on AM and tuned RF on | 


FM; mahogany cabinet with simu- 7 


lated holly inlays on front panels. 
No. 756, same as No. 754 in 

natural blonde cabinet. 

Prices. No. 754, $279.95; No. 756, 

$299.95. 

Electrical Merchandising, Jan. 1952 














PENTRON Phono 


The Pentron Corp., 

221 E. Fullerton St., Chicago 16, Ill. 
Device: Pentron 3-speed automatic 
phono. 

Selling Features: Plays and inter- 
mixes records of all 3 sizes and 
speeds; automatic shut-off; 4-tube, 
push-pull amplifier; slotted cone 
speaker; full range tone controls on 
exterior panel; luggage-type case. 
Price: $99.50 

Electrical Merchandising, Jan. 1952 
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Magic Maid and 

Son Chief —both going great guns coast 

to coast. Why? Because each line has a distinct “edge” on competition. 
Magic Maid has the top-drawer features of the “top-priced” toasters. 
But is sells for considerably less. 


Son Chief appliances have a solid reputation based on years of de- 
pendable performance. But the price tags they carry appeal to your 
most budget-minded customers. 


Some customers are quality minded. Others are price buyers. With 
Magic Maid and Son Chief appliances you can sell every customer! 


MAGIC MAID AUTOMATIC POP-UP TOASTER 


Fully Automatic, 2-slice toaster with adjustable color control . . . makes 
perfect toast every time. Brilliantly polished chrome finish, Bakelite 
panels and handles, hinged crumb tray, smartly engraved sides, heavy 
duty heater cord, sturdy rubber plug, automatic shut-off. And it’s priced 
far lower than you'd expect 


SON-CHIEF 388 
AUTOMATIC IRON 


SON-CHIEF 
SUN-BOWL HEATER 710U 








A “just right’ 41% Ibs. Air cooled 
black Bakelite handle highly 
polished sole plate, precision heat 
controls, chrome plated through 
out. Fool-proof dial marked with 
materials to be ironed. Com 
plete with cord and plug. 


SON-CHIEF 680-A TOASTER 
The value are of low price toast 
ers. Mica element, torpedo han- 
dies with cord to match. Designed 
and priced for fast sales, built 
to last for years. 


SON-CHIEF 

SPEEDOMATIC HEAT PAD 805 

Made for wet or dry applications 
3 positive temperatures, auto 

matically controlled. Deep-piled, 

soft, with luxurious cover. Packed 


| Adjustable model with chrome- 


plated ‘‘swirl’’ pattern reflector 
and baked, japanned, non-tip 
base. 


SON-CHIEF 

AUTOMATIC IRON 334 

Lower in price than many non- 
automatic irons . .. a 1000 watt 
streamlined beauty. High chrome 
finish, precision thermostat, at- 
tractive wood handle. 44 oz. of 
compact efficiency. 

SON-CHIEF 

AUTOMATIC TOASTER 622 
World’s biggest selling popular- 
priced automatic . . . because it’s 
easy to sell and stays sold! Ad- 
justable to any shade of toast. 
One stroke starter, automatically 
pops up when toast is perfect. 


in eye-catching 4-color boxes Sparkling chrome finish. 


SON-CHIEF Lin Tuc. 


WINSTED, CONN. 





SEE US AT THE SHOW! 


NATIONAL HOUSEWARES & APPLIANCE EXHIBIT 


JAN. 17-24, 1952 Booths 815-817 — 


Navy Pier — Chicago 
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Two new all-glass 2 1-in. rectangu- 
lar T'V picture tubes are announced 
by the Cathode-ray Tube Div., 
Allen B. Dumont Laboratories. Inc., 
Clifton, N. J. Designated as types 
21EP4A and 21KP4A, both types 
employ same all-glass bulb with 242 
sq. in. picture area; filter-glass 
screen face minimizes reflections. 
No. 21EP4A employs DuMont 
bent-gun for electromagnetic focus- 
ing. No. 21KP4A is a Selfocus 
Teletron, requires no focus controls 
or Circuitry; provides absolute focus 
at all times, and may be used as a 
replacement for electromagnetic or 
electrostatic focusing type tubes. 


A new all-glass, 21-in. rectangu- 
lar, low voltage electrostatic focus 
TV picture tube with no-glare cyl- 
indrical face was announced by 
Sheldon Electric Co., div. Allied 
Electric Products, Inc., Irvington, 
N. J. Known as the 21FP4A, it has 
a screen area of 194 x 13% in. 


Available to servicemen through 
G-E tube distributors is a TV 
jumper cord which serves as a 
connector between the two parts 
of the interlock after the back has 
been removed from TV set, auto- 
matically disconnecting the power. 
The jumper cord is 6-ft. long, of 
18-gauge parallel cord with all- 
rubber female connector molded on 
one end and a miniature male con- 
nector substituted for the conven- 
tional plug on the other. It saves 
time wasted looking for a power 
source. 


Argos Products Co., Genoa, IIl., 
announces a new line of low-priced, 
leatherette table TV _ cabinets. 
They are ready-cut for Radio 
Craftsman, Tech-Master, Philmore 
and Mattison 16 or 17 in. chassis, 
and Radio Craftsman 20 or 21 in. 
chassis. A blank model is also 
available for other 16 to 21 in. 
chassis. 


JANUARY, 


Brach Mfg. Corp., Newark, N. 
J., announces a new 4-bar antenna 
with single reflector No. TA-462 

“Air. Special”. Stacked it will be 
known as TA-466. TA-462 lists for 
$9.; in stacked array for less than 


$20. 


| 
; 
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A new Vee-D-X single-bay 8-ele- 
ment Yagi antenna called the 
“Long John” is announced by La- 
Pointe Plascomold Corp., Windsor 
Locks, Conn. Designed for more 
powerful single channel fringe area 
reception, it is said to be equal in 
gain to any 5-clement stacked ar- 
ray. 


JFD Brooklyn, N. Y. announces 
a new Tele-Plex TV coupler that 
operates 2, 3 or 4 TV sets from 
the same antenna. It delivers full 
signal strength two up to four sets. 
Each unit has a “Little Giant’ 
lightning arrester built in. Housed 
in lightweight instrument cases, 
they can be attached out of sight 
on back or inside of cabinet or on 
wall or baseboard. 


Regal Electronics Corp., New 
York City, announces a new long- 
range RCA-licensed 22-tube chassis, 
capable of driving 16, 17, 19 and 
20-in. Cathode ray tubes; has a 
horizontal automatic frequency con- 
trol known as Regalok; and a 70 
deg. yoke with ample sweep to 
cover a 20 in. tube without shad- 
ows. Other features include Tur- 
ret type tuner; high gain video am- 
plifier; 4-stages of IF; power line 
filter; sync clamping and easy instal- 
lation. 
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ROYAL, the Profit Line for you in 
at the Chicago Furniture Mart 


January 7th through 18th 
Spaces 102 and 103 
17th Floor 


<a ~ OF 
& % 
* Guaranteed by @ 
Good Housexeeping 
Fy, ~ 


\\ 
27 4S anveanisto WES 


ROYAL CLEANERS are Made Right 
and Priced Right. Sold Only 
Through Dependable Retail Stores 


Thousands of Dealers throughout America are selling ROYAL Cleaners and making fine 
profits. So can you—right now. 

There is nothing that any cleaner can do that ROYAL can’t do—in most cases better. 
Extravagant claims mean nothing. It’s the proof that counts. Royal can give 
both you and your customers the proof. 

Illustrated—ROYAL 290-A, America’s outstanding “Tank” type cleaner. Tops 
for beauty, performance and durability. “Toss Out” Paper Bags are standard 
equipment. 

When you sell ROYAL, you not only make a sound, solid profit, but also gain Revolving Brush 
a satisfied customer. May we show you how and why? Cleaners 

If you are not planning to come to Chicago, we shall be glad to have a 3 
ROYAL Distributor contact you. fe A standard of value, 


ROYAL VACUUM CLEANER COMPANY CLEVELAND 8, OHIO rh efficiency and dura- 


Continental Electric Company Toronto 28, Ont., Can. 4 bility. Beautiful op- 
pearance, _—_unsur- 


bs) passed _— cleaning 
Be: ability. Available 

| with “Toss Out” 
Paper Bags. You 
ae’. can make money 
ts selling these super 
; . fine cleaners. IIlus- 
, trated—Model 279. 


LEADS THE WORLD FOR VALUE 
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See what a Pittsburgh Store Front can do? 
BEFORE... just an appliance store 


AFT ER. .. it’s loaded with buy-appeal! 


MODERNIZED FOR MODERN EYES. These “before” and “after” photographs 
illustrate how effectively Pittsburgh Products can be used to give a store a new 
sales personality. The open-vision front of this modernized electrical appliance 
store in El Paso, Texas, is composed of large panels of Pittsburgh Polished Plate 


Glass, with sash and division bars of lustrous, sturdy Pittco Store Front Metal. 
A double entranceway of Tubelite Doors complements the open-vision design. 
Architects: Davis & Foster, El Paso. 








\ modern Pittsburgh Store Front has an appeal 
that opens shoppers’ eyes . . . and their 


pocketbooks! It helps create an atmosphere of 


progressiveness ... suggests to the public that here 
is the place to buy the finest appliances in town. 

This progressive look is especially important 
today when competition is so keen, shoppers more 
critical. To give their stores an inviting, up-to-the- 
minute look, many alert dealers have modernized 
with attention-getting Pittsburgh Glass and Pittco 
Store Front Metal . . . and have won new cus- 
tomers, widened their trading areas, boosted their 


sales volumes. 

















Why don’t you? 

And when you modernize, be sure to brighten 
up the interior of your store too. For it’s the com- 
plete job that brings the biggest returns in in- 
creased business. 

Meanwhile, why not write for our free moderni- 
zation booklet, “How To Give Your Store The 
Look That Sells”? Its packed with information 
about specific Pittsburgh modernization materials, 
and examples of how other retailers have used 
these products to get the edge over their competi- 


tion. The coupon below is for your convenience. 


(— L 1 
Store Fronts sea aukeeien pone al 19, Pa. 
| Without obligation on my part, please send me a FREE copy of your modernization booklet, | 
e | “How To Give Your Store The Look That Sells.” | 
and Interiors a { 
. | | 
hy Pittsburgh Qe | 
City State | 
— Ce eee eee Oe 4 
PAINTS + GLASS + CHEMICALS BRUSHES - PLASTICS 


PITTSBURGH 
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Water Heaters 


oe CONTINUED FROM PAGE 94cm 


and would mean a sharp drop in 
gross. 

The 20.5 percent of water heater 
sales that went as replacements to 
homes which already owned the ap- 
my was more in line with the 

949 figure of 18.4 percent than with 

the 1950 total of 29.4 percent. The 
only other appliances to have a lower 
replacement percentage are freezers 
(10.2), ironers (9.7) and television 
receivers (12.3). Ranges, with which 
water heaters are generally associated 
saleswise, had a replacement sale total 
of 35 percent. A relatively small per- 
centage, 5.2, of water heater sales 
involved trade-ins. This figure was 
close to the 1950 percentage of 3.3 
and the disposition of the traded in 
heaters also followed the 1950 pat- 
tern. In the most recent survey the 
percentage of heaters junked was 42.8, 
as compared with 1950’s 40.8; heat- 
ers rebuilt and resold totaled 6.5 per- 
cent as against the previous year’s 
10 percent; more, 42 percent, were 
resold as is compared with 34.6; and 
9.1 percent were still on hand at the 
time of the survey as opposed to 
1950’s 14.6 percent. 

A recent study by mo oe (EM, 
Sept. 1951, p252) revealed that in 
this manufacturer’s experience, at 
least, 78 percent of electric water 
heaters purchased in cities of 50,000 
and over were replacements. In rural 
regions, however, only 55 percent 
were replacements. The study also 
showed that of the heaters replaced 
by new models 29 percent were gas, 
22 percent were coal, 19 percent were 
electric, 13 percent were furnace coil, 
and 12 percent were oil. 

In contrast to NEMA figures, 
which showed appliance dealers mak- 
ing 31 percent oF water heater sales, 
Hotpoint’s study finds these retailers 
capturing 57 percent of the business, 
utilities getting 14 percent (as op- 
posed to NEMA’s finding of 8.8), 
plumbing and heating dealers selling 
eight percent (much less than 
NEMA’s figure of 22.7), and depart- 
ment, hardware and furniture stores 
obtaining the remaining 21 percent. 

Installations, says Hotpoint, were 
handled in 50 percent of the cases by 
the dealer making the sale. Owners 
installed 20 percent and the re- 
mainder were put in by plumbers and 
electricians. 


Prospects for 1952 


As an essential appliance, water 
heater production should not be too 
drastically curtailed this year. One 
manufacturer writes us that, “I fully 
believe that in 1952 we will be mak- 
ing possibly only slightly less water 
heaters than in 1951.” 

Early in 1951 the water heater di- 
vision of the A. O. Smith Corp. esti- 
mated that under the defense mobi- 
lization program there would be an 
annual need for 2,850,000 water 
heaters, both industrial and domestic. 
The report was based on figures show- 
(Continued on page 252) 
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| Water Heaters 


| _—__sCONTINUED FROM PAGE 250 ——_ 


ing some 20,000,000 such heaters in 
use and declared that the annual pro- 
duction of replacement heaters for 
both civilian and industrial use is 
2,000,000. In addition, said the re- 
port, 850,000 heaters are needed an- 
nually for Government and defense 
housing purposes. On the basis of the 
| report, then, it would seem apparent 
| that civilian demand, considering the 
high rate of home building during the 
past two years, must continue at a 
high level. Add to this the fact that 
water heaters are not controlled by 
Regulation W terms of 18 months, 
and 15 percent down and that con- 
sumer incomes are running higher 
than ever before and the outlook for 
1952 is one of continuing prosperity 
| for the industry. End 


Ironers 
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Sales by manufacturers, on the other 
hand, show over 40 percent shipped in 
the fall. Washers, too, enjoy their best 
month in July when nearly 14 percent 
of the year’s business is done by deal- 
ers. The moral for alert retailers, 
therefore, would be to get ready in the 
| late spring for a real push on washers 
| and ironers in June, July and August 
and to recognize the gift-appeal of 
| the ironer when the Christmas holiday 
season gets under way. 
On the geographic front, the East 
| North Central States still proved the 
strongest ironer market with 25.8 per- 
cent of total shipments in the first 
eight months. As usual, the Middle 
Atlantic states were a close second 
with 23.4 percent and the Pacific 
states were third with 13.3 percent. 
Only two other regions—West North 
Central and South Atlantic—were 
close to 10 percent, while the rest 
of the country trailed badly. A little 
| over 2 percent of the business went 
to the East South Central group. 


The Outlook in ‘52 


As in the case of other major appli- 
ances, ironers will feel the cut of the 

| government axe on metals. At pres- 
| ent, about 50 percent of the steel, 35 
percent of the copper and 35 percent 
of aluminum used in the first half of 

| 1950 will be available. Some manu- 
facturers are shifting ironer metals 
to washers; some are temporarily dis- 

| continuing ironer manufacture. It is 
not a bright picture. A guess at ironer 
production in the year ahead might 
come up with 200,000 units. But 
ironer inventory is not overloaded and, 
as one prominent manufacturer puts 

| it, his company will be hard put to 
| supply the demand. Certainly, if 
| those TV demos really get rolling, his 
opinion will be dangerously conserva- 

| tive. End 
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*A Size For Every Family — 
8.5, 13.1, 16, 20 cubic foot 


capacities. 


<= Be ae 


am a | 


[ 


<a 4 fun oF 
S Guaranteed by @ 
‘Good Housekeeping JA delteibih ae 


bor as Aovennisto Te 


RECORD OF 
PERFORMANCE 


*NOTE — 92% of all freezers sold are in these 
BEN-HUR Freezer Sizes! With FOUR 

BEN-HUR Models, you cover 92% of your 
freezer market demand! 
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PLAN NOW for freezer sales-and- profit leadership 
in ’52! Ask your nearby Ben-Hur Distributor, or 
write for the Dealer Franchise Story. 





=FARM and HOME FREEZERS | 


HEALTHFUL LIVING THROUGH FROZEN FOODS 
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FOR SALES 
designed for Selling... 

















Every feature of the stand-out 
Welch Air-Flight line is a sales feature. 
Customer preference is engineered 
into every super-powered Welch 
model. A sure-fire, firmly established 
long-profit line that moves right out 
of your stock into customers’ hands! 
Customers go for Welch styling — 
Welch performance — that’s why they 
buy Welch almost 2 to 1! 


, 
This year Welch -is_promotionally “loaded 


for bear” with 4 bigger-than-ever line-up of dealer 
helps, displays, newspaper mats and direct mail 
—and all backed by more newspaper advertising 
more magazine advertising than ever! 














MODEL 12 





for your Profit 











































































C/RCULATORS 


WELC 


W. W. WELCH COMPANY CINCINNATI 2, OHIO 
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Clothes Dryers 
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they have many selling points in their 
favor which the gas utilities are capi- 
talizing upon. First, the installation 
cost is negligible compared to electric 
dryers; second, operating costs are 
about one-third lower than electrics: 
third, they have a slight edge in efh- 
ciency. The installation cost on elec 
tric dryers is no problem where the 
prospect is already wired for range or 
water heater service, but without 220 
volt service, the customer is faced with 
a $30-$40 bill for installation. Herc 
again, the electric utilities might well 
make an investment in future dryer 
load by subsidizing all or part of the 
cost of dryer installations. It was this 
during the 1930’s that provided th: 
first real impetus to electric range sales 

Some of these factors were brought 
out in a survey Hotpoint made last 
March in which 1,286 warranty card: 
of dryer purchasers were analyzed 
They showed among other things that 
77.4 percent of clothes dryer buyers 
already had an automatic washer, whil: 
70.2 percent owned electric ranges 
Sales were made in about 87 percent 
of the cases to home-owners and 65 
percent of those were in low through 
middle-income brackets, the remaining 
35 percent going to higher-incomc 
groups. Nearly two-thirds of all sales 
went into towns of 10,000 population 
and over. 


1952 Shapes up Well 


In the meantime, the outlook for 
1952 is bright. There is little doubt 
that the dryer industry could sell man, 
more machines than they will be able 
to make. Cut back 50 percent in 
steel and 35 percent in copper and 
aluminum, it will only be by switching 
those metals from other sources that 
volume comparable to 1951 can be 
maintained. The rub is that dryers are 
a Johnny-come-lately and have no 
historical record of big production to 
warrant getting more metal than was 
used in their production adolescent 
days. But the public wants them and 
as the metal situation eases in a year 
or so, the public will be getting them 
in ever-increasing numbers. End 


“| WANT SOME MEAT TO STORE IN OUR NEW 

FREEZER. J’LL TAKE 112 CUBIC FEET OF 

TURKEY, TWO CUBIC FEET OF HADDOCK, ONE 
CUBIC FOOT OF SPARE RIBS... .” 
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WHEN THEY INTRODUCED 
THE DULANE 


Fryryte 


ORIGINAL AUTOMATIC ELECTRIC 
DEEP FRYER 
Never has a product created such an immediate, wide spread demand! 


Fryryte has changed the cooking habits of the housewives of America— 
added a greater variety of excitingly different dishes for meal time enjoy- 





A 


Crnbent 


ment. The tremendous acceptance of this newest cooking appliance has : c 
‘ c. * . ‘ % a $45 sovearece WES 
resulted in many imitations. None have attained the efficiency and smart- tes ae 








ness of the original Dulane Fryryte. 


NOW. DULANE DOES IT AGAIN! 


See for yourself the amazing new develop- 
ments that Dulane will introduce at the house- 
wares show—Spaces C460 to 464 at Navy Pier. 


t ha LAN a : NM a 1900 RIVER ROAD: RIVER GROVE, ILLINOIS 
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| Poilable GE} vow: worn 


Introduced scarcely 3 months ago, this completely re-designed 
portable version of the famous Lux MINUTE MINDER is going 
“great guns”! In its smart new gift box and self-selling display 

: carton, the portable MINUTE MINDER is attracting more buyers 

; than ever before! And small wonder —for it’s the perfect house- 

: hold servant for timing cooking, baking, sun lamp treatments, 
telephone calls, home freezing and home permanents! What’s more, 
it’s the perfect little gift for all occasions! Have you ordered your 
stock of the portable MINUTE MINDER? 







































































No. 2428 Portable Minute MINpER, single “Ding”, white plastic 
case, red numerals. (Illustrated) Retail $3.95 


; No. 1928 Standard Minute MINDER (not illustrated) for those 
¢ who want long ring. Retail $4.95 



































Grand fleur! Sa Seling Display 


"Smart New Gift Box! Colorful New Fol 













@ Eye-catching point-of-sale display 
shows uses—tells all, sells all! Holds 
12 boxed portable Minute Minobers, 
takes only 644" x5” counter space! 















@ Smartly-styled individual box—adds 
sales appeal for home users and gift 
buyers! Attention-getting! 


@ Colorful folders stress multiple uses 
and 1-year Guarantee. Extra folders are 
provided for counter use! 







Order portable Minute Minders 
in self-selling display carton 
from your jobber today! 







For your extra Folders 
write Lux Clock Mfg. Co. 

101 Johnson Street 
Waterbury, Connecticut 


=e LUX CLOCK MANUFACTURING CO., INC. 


ee oe ee COMNECTICWUT 


Makers of alarm and novelty clocks and the famous Minute Minder 
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lions—almost what is currently being 
spent on 100 percent of the homes. 


The Dealer's Share 

It is possible to break these figures 
down even further and isolate to some 
extent the share of the market the 
appliance dealer might logically ex- 
pect to handle. Assuming that be- 
cause of space limitations or the prob- 
lem of styles and inventories he does 
not choose to stock portable lamps 
or living, dining or bedroom fixtures, 
the poe thm dealer would still have a 
huge potential awaiting him in 
kitchen, bedroom and utility wall and 
ceiling fixtures as well as valances for 
living and dining rooms. Based on 
the average costs above, these fixtures 
would retail at about $180—or about 4 
of the total fixture business of $142,- 
300,000. Roughly then, the appliance 
dealer’s market would approach the 
$95,000,000 mark. 

This sum is, of course, only an esti- 
mate. It is based on estimated costs 
of a more or less average set of fix- 
tures in only a fraction of new and 
existing homes. To figure an indi- 
vidual dealer’s share of this business 
would require even more estimating 
(what share of dealers would go after 
the market, what other types of stores 
might also be after it, etc.). It does, 
however, give some idea of the overall 
size of the market. To bring this 
down to a local level one can consider 
the case of a midwestern store which 
early last year began promoting pack- 
ages of fixtures meeting light condi- 
tioning standards. 

The store’s operation was set up as 
a controlled experiment to test the 
merchandising possibilities of ‘‘pack- 
aged” fixtures meeting the program’s 
requirements. Because of that, the 
six-month reporting period was split 
into three equal sections: the first, a 
control period to provide a base for 
comparison; the second, a promotion 
period during which advertising and a 
modest store display were used to pro- 
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mote the fixtures packages; and the 
third, a post-promotion period during 
which the basic merchandising fixture 
used in phase two was continued but 
during which no specific fixture pro- 
motion or advertising was scheduled. 

The store displayed 23 fixtures 
meeting the recipes for bath, kitchen 
and utility rooms. Kitchen and bath- 
room fixtures were merchandised as a 
package with the bathroom “package” 
displayed around the conventional 
medicine cabinet. A sign on this dis- 
play invited customers to operate a 
ull switch to contrast “old- 
Fashioned” with “packaged” lighting. 

During the two-month promotion 
period fixture business increased 40 
percent unit-wise and 83 percent 
dollar-wise, illustrating the effective- 
ness of the light conditioning ap- 
proach in selling better (and more 
expensive) fixtures. Bathroom fixture 
sales increased 74 percent dollar-wise 
and kitchen fixtures 60 percent on the 
same basis. 

The final two-month period saw 
sales fall behind those during the 
promotion but remain ahead of the 
base period, indicating that the pro- 
motion had a decided carry-over effect. 
Significantly enough, the test took 
place in a declining market. 


Valance Tie-in 


It has been suggested here that the 
appliance dealer’s most logical tie-in 
with the program might be with the 
merchandising of utility fixtures— 
kitchen, utility room, workshop and 
perhaps bath—since these types lend 
themselves to some standardization 
and a wide and varied stock is not 
necessary. There is one type of liv- 
ing room fixture, however, which 
might also be merchandised by appli- 
ance stores. It is the lighted valance, 
currently riding a wave of consumer 
publicity because of attention by in- 
terior designers and home fashion ex- 
perts (and incidentally because of the 

(Continued on page 258) 














“THAT'S A WOMAN FOR YOU” 
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NEW FULL-BODY HORTON 




















Point Out These Selling Features: 


SELF-ADJUSTING WRINGER with 2%” rolls. Feather-touch, 
pull-push release bar which instantly releases pressure. Easy-to- 
use reset lever. 100% visibility. 

AUTOMATIC TIMER that turns off washer at time set. 


EXCLUSIVE INSULATED DOUBLE WALL (THERMO) TUB that 
keeps water hot longer, saves on soap and water, and holds up to 
nine pounds of clothes. 


NO UNDER-WATER BEARINGS which eliminates possibilities of 
leakage. 





MODEL 522 
PUMP that drains the tub in two minutes, prevents splashing. Can 
lift water 9 feet for draining in high places. 


ALUMINUM AGITATOR that strokes around 200 degrees (90 times 
a minute) for better washing action. Not harmful to clothes like 


short, jerky strokes. One piece, easily removed for cleaning. ‘ 
SEALED MECHANISM requires no oiling, no attention. Belt driven 
for slow speed and longer life. Micromatic adjustment keeps 
gears in perfect alignment after years of use. 


e 
DRAIN HOSE which operates simply by unhooking. Washers Dryers 2s lroners 


HORTON MANUFACTURING 
BALL BEARING CASTERS for effortless moving. . a ae a en ee 
ince 


See us in space 511-A, American Furniture Mart 


Write Your Horton Distributor Today! 
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A-Ctar Freview! 
Hollawvood Electrical Housewares! 


% * 


* 


Ray roasts or broils all 
kly . . . seals in juices for healthful, 
. Use it wherever an electrical outlet 
t. Two heats—1000 watts for barbecuing and 
450 watts for broiling. Motor-driven removable. 
spit. Hinged top for basting and cleaning. Solid 
cast aluminum broiler tray with fold-away 
handle. Adjustable to 3 levels. Has broiling 
rack. Gleaming chrome finish. 16144 by 11% by 
10% inches. AC only for barbecuing; 
AC or DC for broiling. 


MODEL #430 


la 
uw Woltecovod conveanait saousn-cmit 


Broils! .. . Grills! . . . Fries! . . .Toasts!... 
Warms! Largest, most attractive portable 
broiler-grill . . . cooks a family’s entire 
meal! Features Infra-Red Ray element, 
broils quickly . . . evenly. Imparts hearty, 
charcoal-like flavor. Adjustable broiler tray of 
solid, cast aluminum, fold-away handle. 
Large, warming plate on top. Two heats. 
Chrome finish . . . 16% by 11% by 9% 
inches. AC or DC. MODEL #420 


, ee 
dele o> 
Holliwood DetPrry® ~ : 


“Extra-Large” Family Size 
... 134 cubic inch capacity. ~~ ~ 7 
C q 
Holliwood TBE BROILER 


French-fries an entire cut- 
For delicious broiled foods. 


up chicken and most foods 
HOUSEWARES to a delicious golden brown 
Infra-Red Ray element. Two 
heats; heat indicator. Easy-lock 


SHOW in just minutes. Precision 
thermostat maintains tem- 
perature. Has cooking 
Free-Flo Spigot drains fat. element device for cleaning . . . 
5- Year Element Guarantee ! safety hinge on cover. Chrome 
Chrome & porcelain finish. finish. Sizzle platter, broiling 
(Distributors: Some territories open. Get details at show or write direct to factory.) 
FINDERS MANUFACTURING CO. e CHICAGO 15, ILLINOIS 
/ / * , @ / 
<~ 4 “« t ~~ 
Aes ¢ BROW F ooo irth 
ye-BR \Bt FRY BR 
EC convert pet TABLE 


compound Measuring-Line. 
AC only. MODEL #751 rack. ACor DC. MODEL #60 
g-critt Les / 


BARE 
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promotion and publicity given it by 
the program). Merchandising _val- 
ances at this time has a “scoop value” 
to it. Such fixtures do present some- 
thing of a style problem to the inven- 
tory-conscious retailer but a moderate 
variety of valances ought to meet most 
demands. Merchandising such fixtures 


| offers dealers new to the fixture busi 


ness a unique opportunity to identify 
themselves with good lighting. 
(The special campaign on valances 


| mentioned above is another attractive 
| aspect of the program. The promo 


tion itself is a long-range one, cover- 
ing lighting in every room of the 
house. But, because recipes are broken 
down by seeing task, the merchandis- 
ing of the recipe can also be broken 
down, allowing intensive promotion 
on particular applications.) 

But to return to the question of 
merchandising utility-room fixtures 
Such items have other advantages be 
yond the ease of standardization 
(which, of course, also solves display 
and inventory problems). 

Most appliance dealers have a nat 
ural “setting” for displaying such fix 
tures—at least the kitchen and laundry 
room types. Other dealers handling 
fixtures might find it difficult to justify 
putting in a model kitchen or laundry 
merely to furnish a show place for 
these fixtures. 

In addition, such fixtures enjoy 
good public acceptance. Comment 
cards distributed at one fight condi 
tioned model home indicated that 33 
percent of the visitors specified the 
kitchen as the “room whose lighting 
we liked best.” 

Despite the multiple advantages of 
merchandising limited lines of fixtures 
under auspices of the light condition 
ing program, dealer tie-ins are simple- 
and relatively inexpensive. 

The scope of the tie-in may be de 
termined by factors beyond the con 
trol of the individual dealer. This 
certainly would be the case in locali 
ties in which utilities and wholesalers 
have not undertaken light condition 
ing promotions. Obviously, the appli 
ance dealer handling only a limited 
line of fixtures is in no position to 
undertake any ambitious program on 
his own. Fortunately, however, it re 
quires no such campaign for the in 
dividual dealer to apply the light 
conditioning approach on his own. 

In areas in which such campaigns 
have been undertaken, the dealer has 
an opportunity, through advertising 
and display, to tie-in his fixture busi 
ness with community-wide promotion 

But where no community light 
conditioning promotions are function 
ing, the dealer can use the principles 


| of packaged lighting for specific “‘see 


ing tasks” as a guide in re-entering 
the lighting business. 

Results may not be as immediate 
and self-evident as a visitation of cus 
tomers with tape-measures in their 
hands. But the end result should be 
the same—stepped up sales of lighting 
with the participating dealer getting 
his share of the extra profits. End 
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4 
IT’S TIMELY...IT’S IN THE COMPANION 


Tootays parties follow the cook/ 


The January COMPANION dramatically plays up 
electric appliances that can be plugged in any- 
where—deep fat fryer, griddle, grill, liquidizer, 
corn popper, coffee pot, broiler and roaster.““Cook 
Where the Fun Is” highlights today’s opportunity 
for making food preparation a delightful part of a 
party —instead of a chore. The millions of 


CoMPANION-reading party-givers won’t miss this! 


Big reader traffic is assured by such bright, prac- 
tical articles. Turn these interested readers into 
greater store traffic. Use the COMPANION in 
window and interior displays, along with the 
ComPANION-featured appliances you sell. 


THE TIMELY 
| \ | WOMEN’S SERVICE 
Womans % Seme MAGAZINE 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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ALREADY PRE-SOLD! 


Geta running start by fea 
turing COMPANION - adver - 
tised goods. Pick out below 
the Electrical Products that 
you carry — then cash in on 
the COMPANION'S No. | edi 
torial boost! 


American Beauty Electric 
lron 


Arvin Automatic Electric 
Iron 


Arvin Automatic Toaster 
Arvin Lectric Cook 


Cadillac Cylinder 
Vacuum Cleaner 


Farberware Percolator 
Robot 


Firestone Home 
Appliances 

Frigidaire 

Frigidaire Electric 
Ranges 


General Electric % 
Automatic Dishwasher 


General Electric 
Steam & Dry Iron — 


General Electric 
Washers & lroners 


General Mills 
Automatic Toaster 


General Mills Steam 
lroning Attachment 


General Mills 
Tru-Heat Iron 


Lewyt Vacuum Cleaner” ; 
Pfaff Sewing Machines 
Presto Automatic 

Dixie Fryer 
Regina Electric Floor 

Polisher & Scrubber 
Sunbeam Coffeemester —— 
Sunbeam Mixmaster _ 


Universal Automatic 
Toaster 


Viking Sewing Machines 
Westinghouse 
Food Crafter 


Westinghouse Frost- 
Free Refrigerator 


Westinghouse 
Laundromat & 
Clothes Dryer 


Westinghouse Pop-Up 
Toaster 


White Sewing Machines 


Youngstown Kitchens 
Automatic Dishwasher 


Youngstown Kitchens 
Electric Sink 
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6 BIG SELLING ADVANTAGES FOR TV DEALERS IN ’52 


i, THIS ADDS 40% TO YOUR SALES TERRITORY! | fierce Powe: for top reception in the big “unsold 


r 
4 





From Maine to California—in actual side-by-side com- 
THIS GETS THE BUYERS WHO DEMAND PROOF! parisons—proved the standout picture in the toughest 


reception areas. 





THIS BRINGS IN THE BUDGET MINDED More picture—bigger and better picture per dollar than 
(AND WHO ISN'T?) ever before. 








THIS SELLS THE WOMEN, TOO! Fine-furniture cabinetry—veneered in genuine mahog- 


any or natural blond woods—not plastic or metal. 





THIS CATCHES ALL BUYERS! ga to service—say independent service com- 





General Electric—the quality name of the industry. 
THIS IS A DEFINITE SALES-PLUS! Leader in television for 25 years. Here is a name your 


customers believe in. 








OTTO GRAHAM, st 
quorterback ps acy GARRY MOORE, TV star FRED WARING, director GEORGE MIKAN, star of 
d of “The Garry Moore Show” of the “Fred Waring Show” the Minneapolis Lakers 


@ Handsome console model. Veneered in @ Half-door console with genuine hand- @ Charming contemporary console of @ Lovely open-faced console in contem- 
genuine mahogany and front framed with rubbed mahogany veneer. Distinctive 18th genuine mahogany lacquer-finished ve- porary design. Genuine mahogany ve- 
attractive native hardwood moldings. 17- Century design. Non-marking, concealed neers. Non-marking, easy-moving casters neers. Large 20-inch screen. Concealed 
inch screen. Concealed, easy-moving cast- swivel casters for easy moving. Big 17- concealed in base. Large 17-inch screen. casters for easy moving. UHF plug-in on 
ers. Model 17112. $299.95* inch screen. Model 17C114. $349.95°* Model 17C117. $319.95* back of set. Model 20C105. $369.95* 
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| Anniversay Values! 


Here's selling power that only G-E 25th Anniversary Values can bring you! 
Not on prices alone—but on quality . . . more picture per dollar, more beauty, 
plenty of reserve power. Here are extras you can demonstrate! Extras you can 
prove! Extras that clinch sales! All backed up by hard-hitting, full-page national 
advertisements and sales promotion. It’s a powerful advertising push—geared to 
your market—made to draw traffic to your store! For the whole big G-E 25th 
Anniversary sales story, be sure to call your G-E television distributor today! 
General Electric Company, Receiver Department, Syracuse, New York 
You are cordially invited to General Electric’s 25th Anniversary 


Showing of G-E Radio and Television sets at the Furniture Show in 
Chicago, Jan. 7th through 18th, in the Merchandise Mart, Suite 1123. 


BLALK- DAYLITE Re. 


« 


@ Modern table model, veneered in gen- 
uine mahogany. 17-inch screen. Felt feet 
prevent marking. Model 17T4. $249.95* 


BOB FELLER, ace pitcher, 
Cleveland Indians 








@ Distinctive, new table model with 17- a 
inch screen. Genuine mahogany veneered 
cabinet with lovely lacquer finish. Felt feet 
on base. Model 1777. $269.95° 

















DENISE LOR, TV vocalist 
on “The Garry Moore Show” 


1927 


a G-E scientist Dr. S ; General Electric celebrates a 
@ Beautiful example of fine Alexanderson devel- nS quarter century of television lead- 
furniture in a 20-inch screen ops the world’s first ' ership with the finest sets, the 
table model. May be used home television set. | greatest values in TV history! 

| sopenes WHEATIEY with or without its sturdy legs. | 

J ’ UHF plug-in on back of set. 


PP nee al Model 2012. $299.95* 





*All prices include Federal Excise Tox. Installation and picture tube protection plan 


You can frul your confldlence on. extra. Prices subject to change without notice, slightly higher West and South. 


GENERAL @@ ELECTRIC 


ELECTRICAL MERCHANDISING—JANUARY, 1952 , PAGE 261 








the Bi name in lroning Tables. 


Y Guaranteed by 
Good Housekeeping 
<a eg 


DOUBLE 


line 


with every wanted feature 


“SIT OR STAND” 


°o 
Ly 


It’s the best all-metal ironing table because it’s 

easier to use, easier to operate (and easier to sell, 

too). Can be adjusted to personal height preference, 
from low of 26” to high of 35%” at the touch of a 
finger. Strong and sturdy. Automatic 

safety lock prevents accidental collapse. $1495 
Established retail price........... cceeeee 





ADJUSTABLE 


(for stand-up ironing) 


Quickly adjusts to seven different standing heights (3114" 
to 354’). All-metal, welded and riveted construction— 


for a lifetime of service, satisfaction and $ 95 
convenience. Established retail price.... 10 





NON-ADJUSTABLE 


Has same features as adjustable model $ 95 
(above) excepting height control. Estab- Q 
lished retail price........+es008 eoese ° 





PAD AND COVER SET 


Of long-lasting Sanforized material, tailored to fit all 
MET-L-TOP models. Another profit item for you. 


SLEEVE BOARD 


For ironing sleeves, shoulders, infants’ dresses, etc. 
All-metal, ventilated, fire-proof, warp-proof. 


Manufactured by GEUDER, PAESCHKE & FREY CO., Milwaukee 1, Wisconsin 
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Freezers 
ms CONTINUED FROM PAGE 85 eee 


percentage of trade-ins involved in 
sales of other appliances. Even TV 
sets, considerably newer on the mar- 
ket, involve trade-ins in ten percent 
of sales, while refrigerators and wash- 
ers include trade-in deals in 37.4 and 
47.0 percent of sales, respectively. 

Of trade-ins accepted, dealers tell 
us they sold 31 percent as-is and 58.4 
after reconditioning. They had 3.5 
percent on hand at the time of the 
survey and had junked only 7.1 per- 
cent. The junking figure compares fa- 
vorably indeed with refrigerators, 22.7 
wrens of which were junked, but 
teezers have not been in consumers’ 
homes in any substantial quantity for 
anywhere near so long a time as re 
frigerators and it is doubtful if most 
of those traded in had been in service 
for periods long enough to induce 
serious breakdowns. 


Prospects for 1952 


What will happen to the freezer in- 
dustry this year depends in large meas- 
ure upon what the government does 
or does not do about metals. One 
manufacturer, assuming that present 
regulations and allocations will be 
maintained, says, “Since multiple line 
manufacturers are allowed to switch 
material usage rights from their prod- 
ucts which have a higher established 
base to products with a low base and 
small market saturation, I do not look 
for a real freezer product shortage 
during 1952. . . . The $65 question 
being asked by distributors and deal- 
ers is, “Will we be able to sell all the 
freezers offered us in 1952?” We ex- 
pect a healthy sales increase for the 
industry during 1952 in spite of pres- 
ent uncertainties.” 

Like most other producers, this 
manufacturer expects to make very 
few changes in his line in 1952 

End 


Magnavox “Firsts” 


TWO DISPLAY PLAQUES listing ‘’Fa- 
mous Magnavox Firsts’. and ‘Famous 
Magnavox Features” are pointed out to 
salesman Sherman Baron by Jerry Ward, 
divisional manager of television and 
radio-phonograph sales for Lyon & Healy, 
Chicago. 
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© BUILDS MORE DOLLAR VOLUME FOR DEALERS 


et 


FEED Sif: weg 'et ; mg ) 
WHY has the QUAKER 3210 produced this outstanding >. te “ 


record? WHAT makes people want to invest $80 more to 
own this revolutionary oil heater? HOW does QUAKER help } P, 
dealers prove that the QUAKER 3210 actually pays for itself 


in the fuel it saves? Find out for yourself. See how this 


% & ; 
exclusive high-ticket, high-profit heater can help your store COMI N GC 


““cash-in” on the entire QUAKER line. Get the facts from Now for ‘52! A complete line 


i : of Quaker Gas Heaters from 
QUAKER (Space 516-B, American Furniture Mart). VIsIT small radiants to 5-room “blow- 


. through” models. They're low in 
QUAKER AT THE FURNITURE SHOW or mail the coupon price . .. “tops” in value. lnvesti- 


gate this complete line and you'll 
below today. invest in Quaxer . . . the hottest 
name in heating for 1952. 


ies THE FACTS! MAIL TODAY! 
QUAKER MANUFACTURING COMPANY 
223 W. Erie Street, Chicago 10, Ill. 
Please send me complete facts on how to make extra profit in 
1952 with the QUAKER franchise. 


THE FIRST NAME IN OIL HEATERS 
THE LAST WORD IN EFFICIENCY 
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GOOD SELLING MAKES GOOD CUSTOMERS panpeaatire 


ees CONTINUED FROM PAGE 84 cee 


at the retail level. Previously ship- 
ments by manufacturers have been 
the only guide. The new study, based 
on actual dealer sales by months in 
various sections of the country, shows 
a gradual rise in the first seven months 
and a gradual decline in the last five 
months. Manufacturers’ shipments, 
on the other hand, hit their peak in 
the second quarter. At any rate, 
dealers sell 17 percent of their refrig- 
erators in the first quarter, 30 percent 
in the second quarter, 38 percent in 
the third quarter (with July the big- 
gest month) and 15 percent in the 
fourth quarter. 

Geographically, the Middle Atlantic 
states and the East North Central area 
run about neck and neck as the lead- 
ing refrigerator markets with 20 per- 
cent of the total business done in 
each. The West North Central, the 
West South Central and the Pacific 
States groups each account for 10 per- 
cent of the total and the South Atlan- 
tic contributes 13 percent. New Eng- 
land’s 6 percent and the Mountain 
States’ 3 percent round out the picture. 
The above figures are five-year aver- 
ages. Eight-month shipments in 1951 
did not alter the picture materially 
except for a 3.5 percent gain in the 
Middle Atlantic powerhouse (N.Y., 
N.J., Pa.) and a slight drop in the 


other regions. 














Size ond Price Trends 


Little change in the size trend of 
refrigerators cropped up in 1951. An 
analysis of nine months sales by 
NEMA members only shows that 
33.84 percent of the total business 
went to the 8-cu. ft. box; the 9 and 
A SALE e ti b Id e 10 cu. payee woe ae er pes 

| percent and the combination o - 
in rime ui Ss nine cu. ft. refrigerators accounted for 15.77 
| percent. Big seller in past years— 
the 6-7 cu. ft. box—accounted for 20 
percent of the business. Average 











Treat your customer right when she’s thinking prices moved up moderately from $258 
of refrigerators, and you’re on the track to a to $275. 
series of future sales. Competition for her dol- | Two other statistical studies in 


lar is plenty stiff in this “guns and butter” bree ——— an 
ontinued on page 266 


economy. And the customer’s satisfaction with 
the things you sell is your best way to keep her 
coming back. 

That’s why, when you’re selling a home ap- 
pliance, it’s important that you stress the j OWENS-CORNING 
advantages of Fiberglas* Insulation .. . that 3 F 
you do a quality selling job on quality products. “a i BERGLAS 
Owens-Corning Fiberglas Corporation, Dept. 
104-A, Toledo 1, Ohio. 











Di BE RG LAS A SWELL FEATURE TO HAVE... 


A SWELL FEATURE TO SELL! 





APPLIANCE INSULATION *FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) of 
Owens-Corning Fiberglas Corporation for products 
made of or with fibers of glass. 








FIBERGLAS IS IN YOUR LIFE...FOR GOOD! ™ Spon Ts eaNGE WE Hoven 
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[ ere 
"ROCKS" 


the television world! 








American Fesurrentdiiads 


CHICAGO 


Space 69-70 ...17th Floor 


oS t 
lellicrettere WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION © CHICAGO 24, ILL 
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| Refrigerators 


ees CONTINUED FROM PAGE 264=———— 


throw light on the size of towns where 

| refrigerators sell most and the types of 

| retailers doing the business. The first 

| study shows that towns of 1,000 to 

10,000 did 33.2 percent of the busi- 

ness; towns of 10,000 to 100,000 did 

27.6 percent and the cities of 100,000 

and over did 39.2 percent. Sales by 

| type of outlet, based on a 1950 study, 

shows specialty appliance stores 

accounting for 32.4 percent of sales, 

followed by department stores with 16 

percent, furniture stores with 15.4 

for percent, hardware stores with 6.1 per- 
look cent, farm implement dealers with 4.3 
percent, auto accessory stores with 4.9 

percent, utilities with 3.4 percent and 

plumbers with one percent. All other 

Room types of outlets accounted for about 
a 6 percent, with the exception of direct 
sales by factory and distributor in bulk 

lots, which accounted for 9.7 percent 


Conditioner of the total business. 


The Outlook for ‘52 


Unless there are further serious cut 
backs in metals for consumer goods, 
1952 should see somewhere between 
3,000,000 and 3,500,000 refrigerators 
produced. At present, limiting orders 
of steel permits 50 percent of the 
amount used in the first half of 1950. 
Copper and aluminum are cut back to 
35 percent of the same period. How- 
ever, most major producers are think- 
ing in terms of about 80 percent of 
1951 production based on present fac- 
tory inventories of raw materials and 
the use of substitute metals. 

The sales picture is somewhat 
clouded at this point due to the fact 





PPB PP PPP PP PPP PPP PPD 


Too many wives of electrical 


dealers spend their time worry- 
= ing about the business when they 
Uh should be worrying about their 
husbands. 
/ 7 
/ LBBB BBE EES IIIS IS IS 


that close to 1,000,000 refrigerators 
are in factory and distributor hands 
It's a book that builds sales. In nice, simple. primer and still another unestimated chunk 
fashion it tells your customers what a good room air in dealer inventory. Another big 
gives him 18 points to look for before he buys conditioner should do. And then it tells them why Carrier scare buying spree in the spring, of 
Room Air Conditioners do it best. And by that time, course, could do a lot to clear the 
IT’S A TRAFFIC-PULLER diaw’l hee wie. shelves. But at present, it doesn’t 
It’s a terrific book. And we're telling the public about it Visitors to the Chicago January Market and House- look as though anything in the way 
of shortages could crop up until about 
the middle of ’52. 
In the meantime, all the elements 
for boom consumption continue to 
| operate: high employment, high in- 
comes, heavy savings, relaxed credit 
controls, etc. Less favorable factors 
include possible further hikes in excise 
tax rates, a new high in refrigeration 
= ownership, higher levels on income 
( arrier a See tax rates be 1952, etc. Certainly, there 
REFRIGERATION is nothing in the present picture (out- 
side of some government ukase virtu- 
ally ending production) that would 
lend any credence to the fact that 
the present buyers’ market might 
switch overnight to a sellers’ market. 
Aggressive selling at all levels will still 
be very much required in the year 
ahead. End 


Here’s the wonderful new Buver’s Guide that every IT'S A SELLING TOOL 
Carrier dealer will have soon. It tells a customer how 


to get more for his money in a room air conditioner. It 


in national publications like Time, Newsweek, Business ware Show! See the complete Carrier line. ..two con- 
Week. So there are going to be a lot of people. a lot of sole models. ..four window models, including the new 
interested people, waiting to see it. Ve-hp. unit. ..in Room 1186, Merchandise Mart. 





PAGE 266 JANUARY, 1952—ELECTRICAL MERCHANDISING 





Sells Because It’s Different! 
CAMFEFIELD 


—World’s Only Automatic Toaster With Sales-Building Twin Controls! 


mn 


HM) 


= 


@ Be sure to visit the Camfield booths (437 and 439) at the National Housewares And 
Home Appliance Exhibit, Jan. 17-24, Navy Pier, Chicago, III. 


@ It's the different features of Camfield Toasters 
that make all the difference in sales and 
profits! Features like the exclusive Cam- 
field Twin Controls that allow starting, 
stopping, setting for any kind of toast— 
from either side of the table! No wonder 
Camfield Toasters have twice the selling 
appeal of ordinary automatic toasters! 
No other toaster meets the demands of 
the huge number of families wanting 
to replace their old, single-control 
types of toasters! 


@ Twin Controls plus these other outstanding 
features assure you steady sales all 
year long, when you display Camfield 
prominently— 


Equa-Therm Regulator that regulates heat 
with scientific accuracy, assures perfect 
toast every time! 
Master Control that permits accurate 
adjustment to exact local voltage re- 
quirements! 
Hinged Crumb Tray that makes it quick 
and easy to clean the toaster! 

@ Oven-Type Construction that holds the 
heat in, keeps the toast warm longer! 

@ AC or DC Operation, approved by Under- 
writers’ Laboratories. 


@ Consistent Camfield Advertising and year- 
round dealer support — with free display 
and tie-in store materials—keep the 
Camfields moving, profits coming in! 


CAMFIELD 


Camfield Manufacturing Co. « Grand Haven, Michigan 


FAMOUS FOR BLUE RIBBON APPLIANCES 
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Another Outstanding Appliance By 
CAMFIELD 
World’s Finest Automatic Coffee Maker 


@ Camfield is the coffee-making secret 
that’s sweeping the country! The full, 
rich flavor of coffee is caught automati- 
cally! Just set and forget. The Camfield 
signals and stops 

perking when coffee 

is the strength pre- 
ferred—keeps it 

piping hot indefinitely! 

(Quantities limited 

due to material re- 

strictions.) 
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AD NO. 





Western Division Midwestern Division Southern Division Central Division Eastern Division 





MR. GEORGE M. PARKS MR. CLIFF ADAIR MR. C. L. LANNIN MR. IRA MONROE MR. DONALD S. KILBY 
Broili-Parks Company Porter Burgess Company Carolina Appliance Company McCleery-Carpenter Electric Co. E. B. Latham & Company 
2225 — 19th St 1233 Levee St. P. O. Box 1997 301 North Third St. 250 Fourth Avenue 
Sacramento 14, California Dallas 2, Texas Charlotte 1, North Carolina Columbus 15, Ohio New York 3, New York 





MR. R. C. CHRISTIANSEN MR. E. J. CARPENTER MR. J. F. GREENAWALT MR. H. C. FAUSS MR. C. EDWARD ERBE 
W. J. Lancaster Company Appliance Distributors, Inc. Electric Sales & Appliances, Inc. Johnston-Moody Company Teldisco, Inc. 

1045 Bryant St. Wazee Market 1550 N. E. 2nd Avenue 1805 Main St. 444 William St. 

San Francisco 3, California Denver 4, Colorado Miami 32, Florida Peoria, Illinois East Orange, N. J. 
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IN A NEW SERIES 

















SALOFT™ istributors 


Get Acquainted With Your ##2o-7~ Distributor Executives! 


He’s your Answer Man! Your Thor distributor is the 
man to talk to if you have a question or a problem deal- 
ing with modern appliance selling. 


Two minds are better than one—yours and your 
Thor distributor's! Consult with him for help in de- 
veloping plans to attract more store traffic. Look to him 
for ideas on turning store traffic into store sales. For 


‘ 








advertising and merchandising ideas—for tested selling 
help—call your Thor distributor. He is always glad to 
help! 


Pictured below are more of the Thor distributors who 
serve Thor Dealers in 5 different territorial divisions. 
Are you well acquainted with your Thor distributor ? 
Ic will pay you well to keep in close touch with him! 








"REG. U.S. PAT. OFF. 
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- are the best in America! 


Profit With the Help of Your Yhor Distributor’s Salesman! 


Are you “up” on the latest ideas in washer sell- 
ing? They can “up” your sales—and for the hottest 
ideas of them all—look to your Thor distributor's 
salesman. He’s got them! And it’s his business to 
give you ideas that move washers and win dollars 
for you. Check with him regularly for valuable 
new selling ideas! 





QUESTION 


How does he rate? Your Thor salesman likes 
to have you check up on how well he keeps you 
informed of the latest trends in selling. Test him 
when he calls, next time. Using the quiz shown 
below, give him a score of 25 points for each cor- 
rect answer. If he fails to score 100, we'll give 
you a beautiful new Parker “51” Pen and Pencil 
Set—FREE! Please use coupon below. 


Try this quiz! Win a new 
PARKER “51” 
pen and pencil set! 


SCORE 


1. Why is the Thor 5-Year sealed mechanism guarantee 


the best in the industry? 


my salesmen use it to turn prospects into buyers? 


3. How can I plan an effective local advertising campaign for 


the first six months of 1952? 


2. What Thor feature is America’s best Sales-Closer and how can [| 


4. What is the Thor Sales-Builder for January? 


I'm betting that your Thor salesman will score 100% 
on the above quiz! And you can bet on him to help you 
attract more traffic onto your sales floor — with dem- 
onstrations that hold traffic — with sales ideas that pow- 
erfully influence buying decisions in your favor. Try 
this quiz on your Thor salesman—he’ll thank you for 
the test! 


M. R. (BoB) WILSON 
General Sales Manager 


Shor CORPORATION, Chicago 50, Illinois 
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M. R. WILSON, General Sales Manager 
Thor Corporation, Chicago 50, Illinois 


AND PENCIL SET. 
My Name 
Firm Name 
Street 


City Zone 





pocclccc 


I WIN! SEND ME NEW PARKER “51” 


My Thor distributor's salesman’s name is 


PEN 
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TAPPAn 


has 
what it takes for 
profitable sales 


Tappan dealers are success- 
ful dealers. And no wonder, 
they have the advantage of 


A respected name 
Exclusive features 
Satisfied users 
Selective distribution 


Network radio and TV advertising 
Sound retail promotion plans 


® 
* 
* 
e 
@ National magazine advertising 
* 
* 
& 


Forceful retail sales helps 


As a Tappan dealer, you capitalize on 
all of this. You'll find the Tappan repre- 
sentative in your area very helpful, 
too. Call him, or write The Tappan Stove 
Company, Mansfield, Ohio. 


Your guide to the 
best in modern 
avtomatic cookery 


ll 


| | 


| = = ; 


TAPPANn 


The Tappan Stove Company * Mansfield, Ohio 


For 71 years the makers of fine ranges 
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The Farm Market Is Ready 





an automatic washer, ironer and auto- 
matic dryer can save 199 hours a year 
over the use ot a conventional-type 
washer with wringer, hand iron and 
clothes lines. This is the kind of in- 
formation which really strikes home 
to a busy farm wife—and her husband. 

The time-saving element 1s im- 
portant in giving the man of the 
tamily a keen appreciation of just 
what electrical appliances in the house 
can mean to him in his operation of 
the farm. ‘The wife is a partner in the 
farming operation and whatever time 
is saved in her household chores can 
be put to profitable use. Mrs. Thye 
of the Bureau of Human Nutrition 
and Home Economics recently told 
how one farm household saved the 
cost of a hired man by installing an 
automatic electric range and water 
heater. The extra time enabled the 
housewife to wash the dairy utensils 
and handle other light duties which 
had necessitated hiring extra man 
power. Electrical appliances also have 
helped many farm women dispense 
with the services of a hired girl— 
especially at harvest time. 


iP i4 tind 
App Are E 


Claude Wickard, chief of the Rural 
Electrification Administration, feels 
that major household appliances are 
as much a part of the farm operation 
as the milking machine, feed grinder 
or water system. “The farm operator 
and his wife operate as an integrated 
unit,” he says. “The electrical equip- 
ment utilized by each constitutes part 
of the whole farm operational sys- 
tem. Take away either and the 
smooth-functioning system will slow 
up.” 

Actually, an electrical appliance 
like the washing machine is more im 
portant to the farm homemaker than 
to the urban housewife. A city woman 
can send her washing out. Most farm 
women must either toss their wash 
ing into a machine or do it by hand. 

Just how profitable electric equip 
ment can be to the farm operation is 
demonstrated by the case of Joe Motz 
of West Farmington, Ohio. Accurate 
records show that bv the intelligent 
use of electricity Motz in seven years 
increased by more than 51 percent 
the money carned per hour of pro 
ductive labor on his farm. One of the 
first things Motz installed after elec 
tricity came to his farm was an electric 
water pump. For production he soon 
added an_ electric-powered emery 
wheel, seed cleaner, cement mixer, 
grain and hav elevator, milking ma 
chine, milk cooler, dairy water heater, 
hoists, heat lamps, lights and an elec 
tric fence. Into his home went lights, 
washing machine, refrigerator, range, 
water softener, iron, vacuum cleaner, 





water heater, toaster, mixer, pasteur- 


izer, radios and electric fans. 

All of this new equipment was 
bought out of farny carnings, which 
steadilv increased as new equipment 
was put to use. 

Not only is the farm market attrac- 
tive right now—it stands to be just as 


ONTINUED FROM PAGE 73 





attractive, or even more so, in the 
years ahead. Everything points to con- 
tinued and increasing agricultural pros- 
perity. ‘he national population is 
growing currently at the rate of two 
million a year. ‘That means more 
mouths to feed and greater demand 
on the food supply. In addition, we 
find that American people today are 
eating 13 percent more food than 
they were in 1935-39. 

While the national population 1s 
increasing the farm population is de 
clining, thus placing a greater demand 
upon these remaining on the farm 
It may seem paradoxical, but the re 
duction in farm population actually 
increases the farm market for electrical 
equipment. That’s because mechani 
cal means must replace the lost hand 
labor. Also, less farm population 
means farm income—steadily rising 
is being divided among fewer people 

The Production and Marketing Ad 
ministration estimates that farmers 
will need 15 percent more new farm 
equipment in 1952 than they bought 
in 1949. This will include much 
electrical equipment. But in many 
cases it will be up to the dealer to 
show the farmer how a certain piece 
of electrical equipment can help him 
meet his increased production goals 
in the face of less farm labor. 

The USDA predicts that produc 
tion costs will continue to rise in 
1952. Here again is opportunity for 
the dealer to show how electrical 
equipment can cut production ex 
penses and thus raise the farmer's net 
profit. 

Never before has there been a more 
favorable time to cultivate the farm 
market for electrical equipment. The 
farmstead is wired. The farmer is be 
ing called upon to increase production 
in the face of a manpower shortage 
He has the money to buy electrical 
equipment—or if he hasn't got the 
cash his credit rating was never better 

And the dealer should not overlook 
the excellent pre-selling job manu- 
facturers have been doing with their 
advertising in farm publications. Tic 
in promotions with this advertising 
will make it easicr to build up farm 
business. Farmers have confidence in 
nationally-advertised brands. End 
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Electric Ranges 


ee CONTINUED FROM PAGE 92 eee 


ators (72 percent), washers (66 per- 
cent), and vacuum cleaners (67 per- 
cent). 

Stability is also apparent in the per- 
centage of trade-ins to units sold. In 
1950 dealers accepted trades in 22.1 
percent of sales. In 1951 the figure 
was almost identical, 22.2 percent. 
l'rade-ins were required in 47 percent 
of washer sales, 37 percent of refriger- 
ator sales and 38 percent of vacuum 
cleaner sales. Figures on the disposition 
of trade-ins over a three-year period, 
1949-1951, show that the big changes 
were made between 1949 and 1950 
and that relatively little happened in 
1951 to upset the 1950 Sdieee: 


Disposition of Range Trade-Ins 


Rebuilt & Resold 
Junked Resold = “As-Is” bey Day after day, the people in your territory who are going to build 
19 4.79 17 5% ‘ 
1950 26.1 ‘ 310 : 30.1 128 their own new homes are located by the world’s largest construction 
1951 21.7 32.0 290 173 bi ‘ ee 
news gathering organization. 

Since ranges don’t have moving : : : os 
parts to wear out, the junking figure Then . . . a book of catalogs, illustrating and describing 
is lower than the percentages for re- 
frigerators (22.7 percent), washers, 
(30.4 percent), cleaners (34.7 per- of yours. This book — Home Owners’ Catalogs — is used and kept 
cent), and, strangely enough, water 
heaters (42.8 percent). The explana 
tion for this last figure is probably that for their new homes. It is important to you that the products you stock, 
ranges are always on display in the : 
kitchen and are constantly being used show and sell are completely described to these buyers before 
and handled by the housewife. The 
water heater, on the other hand, oc- 
cupies a silent corner in the cellar and 
is never touched unless something goes 
wrong with it. When it is finally 
traded in it may be in pretty bad con- : CROSLEY 
dition. The good condition of ranges, 
even when traded, is evidenced by the 
rebuilt-and-resold and the resold-as-is 
figures 


the varied products needed for new homes, is mailed to these prospects 


while these prospects are planning what they will want to buy 


they make their final decisions. 


_ eu That is why Crosley distributes its 
According to one big manufacturer, te ie : ea as 

wholesalers today have a reasonably x cy , 4 booklet describing “Crosley — Better 
normal three months inventory of y 
electric ranges. But it is sufficient, he ; f J 
says, to require aggressive selling effort Ap. | each copy of Home Owners’ Catalogs. 
this year, even with present production d 
cutbacks. If this inventory lasts until . é i 
the materials pinch is eased there may ‘ do a thorough pre-selling job for you. 
never be a shortage of ranges in 1952. | Tile hee Mcceee i h Lk 

And it, plus first quarter production, , : . y nows these home-planners 
may well carry the industry through 
without shortages until the tradition ae 
ally good retail selling months of June, because they must buy the kinds 
July and August. By that time the 
squeeze may be off. First quarter pro- 


duction, however, is bound to be Find out how you too can 
troublesomely smaller than in the last 


quarter, primarily because of a 33 per- et the names and addresses 
cent cut a copper allocations Mid,» 3 4 for the many other new-home products 
1951 fourth quarter. The NPA has of hand-picked, pre-sold described in Home Owners’ Catalogs 
balanced this cut to some degree with ‘ " e : 
slight increases in steel and aluminum, prospects in your territory*. 

but copper is the controlling metal. 

But manufacturers are optimistic. . 

They don’t expect to make ranges Write today to: 

glittering with chromium trim and 

fancy doodads, but they expect to be oAvaieeiite eo he : 

in business with plenty of ranges and = “/*Vallable 9/ Kaste 

one conservative producer estimates States only. HOME OWN ERS CATALOGS 

that the 1952 total will be close to 

1,200,000 units. End Dept. CR, 119 West 40th Street, New York 18, N. Y 


Products for Happier Living,” in 


Crosley knows this is the way to 


are outstanding prospects for you 


of things vou sell. 


These prospects are also in the market 
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HURRICANE 


ROTARY POWER MOWERS 

















For fast, easy sales and plenty of ‘em, 
introduce your customers to the best 
power mower that money can buy . 

Hurricane! Even the layman can recog- 
nize long-term quality in the trim, 
sturdy lines of these masterfully engi- 
neered machines. That's why dealers 


everywhere report a sales sensation 


when they take on the Hurricane line 












Give your inventory a “shot in the 


Write today for sales and mer- 








arm!” 
chandising information 
on the fast-moving, big- 
profit Hurricane 































































































“uy 


Two Models 
Ready for 
Prompt Delivery 
























HURRICANE —a powerful, fast-cutting 
mower that's ideal for the suburban lawn 
Cuts a 20-inch swath through tough weeds 
or high grass. Fan-tip blade prevents wind- 
rows 























HURRICANE JUNIOR —a compact, lighter 
replica of the big Hurricane that's designed 
for the smal! city lawn. Perfect for edging 





and trimming around flower beds and walks. 












PARTS AND SERVICE BUSINESS 

ANOTHER SOURCE OF PROFITS 
Because of normal wear and break t-cycle, 2 h.p. gas -— th Hoati fag xs 
age, owners will need replacement ee So den iedk Mande ae: wore 
parts and service. Genuine Hurricane sharp tempered steel-alloy blade © Special 
parts are always available and each 


safety guard @ Adjustable cutting height @ 
\ zg crutch for gre ruverability @ 

mew part is made to fit any Hurri Turning crutch for great maneuverability 

cane ever built. 


ENGINEERED FOR 
LONG-LIFE PERFORMANCE 








































Hurricane is for those who want the best 


Find out how you not the cheapest 
can feature this aid to new mower 
sales and steady repeat business HURRICANE 








ROTARY POWER MOWERS 
Made by NATIONAL METAL PRODUCTS CO., INC. 
Dept. E-2, 2722 Cherry Street 
Kansas City 8, Mo 


NATIONAL METAL PRODUCTS CO., INC. 
Dept. E-2—2722 Cherry Sereet 
Kansas City 8, Mo 


I aced a fast-moving, high-profit item like Hurricane 


Rush me full details on selling and 
merchandising plans 


a 


Address__ 


Ci 





fleeeianineatiiaataeataamtel 
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On replacement vs. new sales, 219 
dealers supplied information. They 
showed total sales of 7,939 washers of 
which 2,677 (33.7 percent) were sold 
to homes without washers and 5,262 
washers (66.3 percent) were replace- 
ments, or sold to homes already own- 
ing machines. This proportion of 
one-third “new” sales to two-thirds 
“replacement” sales follows roughly 
the same pattern laid down in 1950. 

On the matter of trade-ins accepted 
against replacement sales, 221 dealers 
who collectively sold 7,637 units said 
they accepted 3,586 trades, or 47 per 
cent to the total units sold. This 
figure closely parallels the 47.3 per- 
cent reported the previous year. There 
is an obvious discrepancy, of course, 
between the 66.3 percent of sales for 
replacements and the 47 percent figure 
for trades accepted, but the answer 
lies in the units which were junked, 
given away or even kept by the cus- 
tomer. As for the disposition of the 
traded-in units by the dealer, the sur- 
vey shows 30.4 percent of them 
junked outright, 23.8 percent rebuilt 
and resold, 26.5 percent resold “‘as is”, 
ind 19.3 percent still on hand in the 
dealer's shop. Again, these figures 
don’t differ materially from last year’s. 

Figures for the last six postwar 
years show a marked upward trend in 
both replacements and trade-in ac- 
cepted. Back in 1946, for instance, 
replacement sales accounted for only 
28.3 percent of the total business. The 
figure increased to 33.8 percent in 
1947, 46.3 percent in 1948, 58 per- 
cent in 1949, 59.4 percent in 1950 
and 66.3 percent in *51. Similarly, in 
1946 trades accepted by dealers were 
involved in only 2.1 percent of sales. 
In 1947, the figure jumped to 5.9 per- 
cent, in 1948 to 12.8 percent, 1949 
to 37.2 percent, in 1950 slid back to 
34.8 and in 1951 jumped up again to 
47 percent. 


Seasonal Factors 


Elsewhere in this issue will be found 
a new study by ErecrricaL MERcu- 
ANDISING on the seasonal aspects of 
major appliance selling at retail. Pre- 
viously we have had to be guided by 
manufacturers sales to distributors. In 
the case of washers, it is interesting 
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to note that manufacturer sales hit 
their peak in March (9.88 percent of 
the year’s total) and in October 
(10.26 percent) with January and 
July lowest (6.42 and 6.58 percent, 
respectively). But sales at the retail 
level show July far and away the 
biggest month (13.89 percent of the 
year's total) followed by August and 
September (9.83 and 9.55 percent, 
respectively). At retail January and 
February are the poorest months. 
The retail figures are based on actual 
reports of sales by dealers in 1950. 
Geographical factors in washer dis- 
tribution should be familiar to the 
readers scanning our breakdown of 
sales by states. A rough recap, how- 
ever, shows that the East North Cen- 
tral states do 21.8 percent of the 
washer business; the Middle Atlantic 
group 19.3 percent; the South Atlantic 
12.0 percent; the West North Central 
10.5 and the remainder of the country 
geographic groups accounting for less 
than 10 percent each of the total. 


The Year Ahead 


Washers being an important seg- 
ment of the consumer durable goods 
family, have felt the defense materials 
ax fairly heavily. For 1952, along with 
other major appliances, washer manu- 
facturers will get about 50 percent of 
the steel they used in the first half 
of 1950, 35 percent of the copper and 
35 percent of the aluminum. In actual 
tonnage, this works out to about 40,- 
000 tons of steel for the first quarter 
of 52, 1,178,000 Ibs. of copper and 
4,794,000 Ibs. of aluminum. If first 
quarter metal allocations are contin- 
ued throughout the year, the industry 
will be in a firm position to estimate 
its probable production, but rumblings 
persist from NPA to the effect that 
further cuts may be in the offing. 
Certainly, 1952 will be the most criti- 
cal year insofar as materials are con- 
cerned. Informed opinion looks to an 
easing by the middle of 1953 as the 
need for structural steel lessens. 

Present inventories would not make 
shortages appear a present concern, 
but a step up in buying tempo such as 
the scare buying of last year might 
easily tighten supply. In the mean 
time, prices should firm up. End 














JANUARY, 


1952—ELECTRICAL MERCHANDISING 





rch in on Gnfidence = 


with D. W. WHITEHEAD 
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Just mention our name and watch your customers respond. What gives? 
Confidence. Years of it — established by our ambassadors of good 
will—D. W. WHITEHEAD Automatic Gas and Electric Water Heaters 
and the D. W. W. Boiler All-Complete Packaged Unit. 


DAW ENTE EVAND), 


D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE. TRENTON 8, N, J 
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Don't Half-Sell ... Half Your Markets! 


SELL Al 


SELL RIGHT! 


—_—. ™- 
DOCTORS and 
DENTISTS 


SMALL STORES 


INDUSTRY'S MOST COMPLETE LINE... 
70 models to sell... for every type 
installation ... for every prospect... yet 

you need stock ONLY SIX! 


SOLD NATIONALLY by the greatest forces 
in the distributing business. 


Write rx'romieres ournow Today [ 


ewwnglew 


AIR CONDITIONING 


DIVISION OF REMINGTON CORP 
AUBURN NEW YORK 


’ City 


Oil Space Heaters 





Introduced for the first time in a 
decade with this article are the new 
U. S. Census figures for 1950. While 
it must be remembered that they are 
estimates based on samples, they go 
astray from the common belief of 
space heater manufacturers. For ex- 
ample, dwellings with non-central 
heating and using oil are obviously 
employing oil space heaters. An 
idd-up reveals that the U. S. believes 
there are only 4,437,000 oil space 
heaters in use. The table printed else 
where presents the picture. 

On the other hand reputable makers 
think that 9,685,000 space heaters 
have been sold, excluding replace 
ments. The industry believes that 
6,750,000 are in use today. 

I'he home market is not the sum 
total of the market for space heaters. 
Filling stations, trailers, small business 
dwellings, garages and summer homes 

in fact any small space that is to be 
heated—offer a market prospect which 
has never been estimated. 


Market in Cities 


While the South, with 9,333,000 
dwellings with non-central heating 
offers quite a hunk of prospects, the 
large cities have worlds of stove-heated 
flats and homes. Rent control has 
stopped landlords in their tracks and 
no modernization is going on in these 
rented dwellings. There is no break- 
down as yet of the 1950 census on de 
tail by city, but here is an estimate 
of the oil space heater market in 
these representative cities 


Dwellings 
Without 
Central 

Heating* 
269,709 
108,287 

32,636 
130 934 
44,283 
312,374 


Population 
1950 Est. 
3,606,426 
1,838,517 
517,277 
673,753 
105,442 
1,957,692 


Chicago 
Detroit 
Minneapolis 
Pittsburgh 
Phoenix 
Los Angeles 

* 1940 census. 


Che extreme cost of home build 
ing today is creating another market 
for the space heater. Small, garage 
sized homes are being put up all over 
the country with a centrally located 
space heater doing the job of heating 
the whole home. It does it, too. In 
the country, where old homes are 
rarely torn down, there is a lush mar- 
ket for space heaters. An analysis of 
guarantee cards returned by space 
heater purchasers show that sales are 
distributed geographically about this 
way. 


Country purchasers 41.5% 
Outskirts purchasers—rural. 47 
Towns under 2,500 pop.—non-farm 24.3 
Towns 2,500 to 10,000 WI 
Towns over 10,000 18.4 


I'he enormous number of old homes 
in the country is apparent when you 
read the newly released 1950 census 
figures on dwellings. This is the cen 
sus estimate on the vears our country’s 
homes were built: 
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1945 or later 
1942-44 
1930-39 
1920-1929 
1919 or earlier 


5,877,000 
3,348,000 
5,885,000 
8,907,000 
20,101,000 


Outside of rural regions, space 
heaters sell to a mass income group. 
They sell as well in cities as in the 
suburbs. They are bought by the 
young couples who are living in tiny 
basement-less homes, built in today’s 
high cost market. 

Time was when it was necessary to 
sell the advantage of using oil and 
not having to carry out ashes or build 
a fire in a chilly home in the morning. 
A comparison of the 1950 census esti- 
mate with 1940 shows that in the 
North Central area in 1940 only 
378,919 homes with non-central heat- 
ing used oil. This jumped to 1,563, 
000 by 1950. The South saw a jump 
from 371,082 homes to 1,625,999 us 
ing oil and the rise in the use of oil 
is similar all over the United States. 

One manufacturer declares that 
when a space heater owner gets * to 
imagining he is burning more oil, he 
becomes a prospect for a new one. 

However, these four points are what 
actually sell him on the new models: 

1. Beauty of design 

2. Compactness 
3. Circulation of air 
4+. Humidification 


Who Sells Them? 


The pattern of retail sales of space 
heaters is broken down by one firm 
in this way 


Hardware stores 16% 
Furniture stores 29 
Appliance dealers 34 
Department stores 8 
Fuel oil dealers 5 
Plumbing ard heatin3 6 
Others 2 


: 
lully 80 percent of the sales are 
on time, it is estimated, and dealers 
who take old stove as a trade-in re 
port extremely good collections be- 
cause the family will freeze to death 
without heat. More _ significantly, 
more reverts occur on sales made in 
springtime than in the fall of the vear. 
Margin of profit on space heaters to 
the dealer is from 40 to 40 and 10; 
chains and large outlets, 50 percent 
Big buyers like L. Fish Furniture in 
Chicago and Biedermann’s in St. 
Louis get them by the carload 
Manufacturers interviewed _ this 
vear raised their sights on the num 
ber of trade-ins coming in from 10 
percent to around 38.4 percent. Deal 
ers usually allow from $7.50 to 
$20.50, depending on the usefulness 
and resale possibilities. Old space 
heaters are cleaned up and resold and 
usually have three or four owners at 
different economic levels before thev 
are through and ready for the junk 
pile. 
No revolutionary improvements 
took place during the last vear. The 
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Maybe you only turn yourself inside out, trying to 
explain the works to women customers. But that’s no 
good, either. All you have to do is mention the fact that 
a product’s advertised in GOOD HOUSEKEEPING. 
There’s no argument with the dependability of the 
Good Housekeeping Guaranty. 


GOOD HOUSEKEEPING 


35¢ per THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971,000 
copy 57th Street at 8th Avenue, New York 19, N.Y. readership 
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There’s 
a much easier 


way to give her 
the inside story. 


Check the current issue of GOOD HOUSEKEEP- 
ING. See the many fine brands advertised therein— 
among them, dozens of products you sell every day. 
You know they’re good. You can get that fact across 
faster to women, just by letting them know they're 
guaranteed by GOOD HOUSEKEEPING. 


\ 
a 


Women know, the product 
that has it, earns it! 
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for the Amazing 
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Worth Its Weight in COLD® 


COMPACT 
HOME FREEZER 





Fits thru any door- 
way, in any room — 
in any size home! 
Lines up with kitchen 
cabinets. 


4 cu. ft. capacity — 
holds 140 Ibs. of food 


© for apartment dwellers — 
who'd love to have a home 
freezer but thought they 
didn’t have the space. 
® for occupants of small homes 
and ranch-types without base- 
ments. 
for folks who have a big 
freezer in the basement. 
They'll use the compact King 
up in the kitchen for current 
needs, larger size for long- 
term storage. 
extra sale as a “go-with” — 
when you sell a standard re- 
frigerator. 

















outside dimensions 

7” wide x 36” high 
x 27” deep — 
including handle 











Quality Specifications that help you sell! 


@ REMOVABLE BASKET—optional at extra 
charge 

TECUMSEH ‘% H.P. COMPRESSOR — 
hermetically sealed unit 

RANCO THERMOSTAT — full tempero- 
ture range from 0 F. at normal to —20 
F. at coldest position 


CABINET—heavy gauge steel complete- 
ly welded for extra strength. Thorough- 
ly sealed and vapor-proofed. 


FINISH—gleaming white DuPont Dulux, 
2 coats of baked-on enamel over rust- 
resistant steel. 

FREEZER LINER —also of heavy gauge 
Paintlok steel chemically treated for 


lifetime resistance to corrosion, finished 
with DuPont Dulux baked-on enamel — 
acid-, grease-, abrasion- and 
resistant. 

REFRIGERANT — Freon 12 — tasteless, 
odorless, non-toxic and no fire hazard. 


FIBREGLAS INSULATION @ MOLDED 
RUBBER COLLAR. 


FLOATING INNER DOOR PANEL. 
DOOR SEAL — pure live rubber door 
gasket for perfect closing. 

TOE SPACE — 2” x 2” at base of cabinet. 
SHIPPING WEIGHT — approx. 215 lbs. 
WEIGHT UNCRATED — approx. 185 lbs. 
All measurements are approximate 


5 YEAR WARRANTY 


on sealed-in unit — besides the standard one-year warranty, there 
is an additional 4-year protection plan on the sealed-in unit. 


Preliminary reaction to the new KING Compact Home Freezer has been sensational. 
Distributors and dealers are urged to write in now while territories are still open. 


SEE US AT THE CHICAGO MARKET, SPACE 1732-1733, AMERICAN FURNITURE MART 


OAING 


Worth Its Weight in COLD® 





Refrigerator Corporation 


Manufacturers of Quality Refrigerators 


for Nearly Two Decades 


There is only one genuine KING in Refrigerators. Look for this Trade Mark 


76-02 Woodhaven Boulevard, Glendale, L. |., N. Y., TWining 7-2200 


chip- 
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Oil Space Heaters 





space heater of today will burn well 
without smoking or carbonizing at 
high, low or medium setting. From a 
start with the Old Orchard type, in 
World War I, the space heater was 
improved by the Valjean patent which 
permitted it to burn at low heat. It 
was first sold nationally in 1934-35. 

Power blowers have increased the 
efficiency of the space heater and 
manufacturers report that anywhere 
from 40 to 85 percent of their sales 
are sO equipped. 

While there are from 10 to 12 sizes 
of space heaters on the market, rang- 
ing from a 20,000 B.t.u. output to 
about 80,000, the typical dealer's stock 
consists of one 30,000 B.t.u. model, 
one 40,000, one 50,000 and one 65,000 
to 70,000. It is believed that 69 percent 
of sales run to models over 40,000 
B.t.u., 28 percent to models of less 
than 40,000 B.t.u., and 3 percent to 
radiants without easings. 

The trade quibbled with last year’s 
estimate that dealers carry up to 12 
heaters in their average inventory. It 
appears to be from 3 to 4, with the 
average dealer making around ten sales 
a year. 

Since the space heater is a device 
full of hot fire, the industry has not 
cut the quality as has happened with 
so many appliances. Twenty gauge 
casing is still used, and mechanically 
it is as effective as ever. 


Installation 


Manufacturers frown at the practice 
of selling space heaters over the 
counter, with the owner doing the in- 
stalling. Probably about 20 percent of 
the output is sold this way against the 
industry’s wishes. 

The recent rise in popularity of 
shell houses with the owner doing the 
finishing has led to a brisk trade in 
home installations of floor furnaces, 
and this also pains manufacturers. 

For an oil space heater can be an 
absolute mess unless it is installed 
properly. It is not simple, and it 
requires tools to do the job. 
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willing to go out and supervise in- 
stallation. Five musts in_ installing 
heaters are: 

1. They must be absolutely level to 
insure proper operation and the only 
way this can be done is to place a 
level across the castiron combustion 
ring of the burner. 

2. A draft gauge is a necessity and 
the stove must be checked when it 
is hot. The average chimney will pull 
from 4/100th to 5/100ths of an inch. 
It takes around 6/100ths of an inch 
to get proper action out of a space 
heater. 

3. You can’t depend on the valve 
setting of the factory as being right 
for the owner’s chimney. 

4. The owner should be shown 
how to take out the oil strainer and 
clean it with a brush. The filter should 
be cleaned once a year. 

Clogged fuel lines and excessive 
down draft are principal causes of 
grief and are easy to correct. 

With heaters weighing less than 
100 Ibs. on the average, installation is 
a one-man job. Some heaters weigh 
from 135 to 150 Ibs. and are two-man 
propositions. Time for installation 
should be figured from 1 to 14 hours, 
more if a flue needs to be repaired. 

Essential equipment is a draft 
tester, test level and graduate for 
measuring oil flow. Very frequently 
oil tanks are sold with the heater and 
yield an additional profit. In Daven- 
port, Iowa, there was a trend last year 
to sell tank and heater as a package, 
installed. 

Summer checkup gives the dealer 
an extra source of revenue, as well as 
getting into the customer’s home 
From $2.95 to $4.95 is the charge 
that can be realized, and it is profit 
able. No better way than.this to sell 
replacements. 

With the trend among electrical 
dealers to specialize on appliances that 
are less saturated, with assurance of a 
supply of merchandise, plenty of fuel 
on the market, and no high distributor 
and dealer inventories of other mer- 


Dealers have no business selling chandise to distract sales, the outlook 
space heaters at all, unless they are in space heaters is good. End 
THE SPACE HEATER MARKET 

1950 1950 

1950 1940 1950 Rural Rural 
NORTH CENTRAL Total Total Urban Non-farm Farm 
Non-central heating 4,939,000 5,077,076 2,194,000 1,408,000 1,337,000 
Oil Space Heaters 1,563,000 378,919 719,000 484,000 360,000 
SOUTH 
Non-central heating 9,338,000 8,707,387 3,994,000 2,647,000 2,692,000 
Oil Space Heaters 1,333,000 371,082 673,000 447,000 213,000 
WEST 
Non-central heating 3,309,000 2,792,983 2,035,000 863,000 411,000 
Oil Space Heaters 618,000 250,795 252,000 258,000 108,000 
NORTHEAST 
Non-central heating 2,472,000 2,892,261 1,641,000 583,000 248,000 
Oil Space Heaters 3,000 755,948 720,000 152,000 51,000 
UNITED STATES 
Non-central heating 20,053,000 19,469,707 9,864,000 5,501,000 4,688,000 
Oil Space Heaters 4,437,000 1,756,744 2,364,000 1,341,000 732,000 


| Source: 1950 Census of Housing, Preliminary Reports, Series HC 5, No. 2, June 10, 1951. 
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“Let me tell how I 
sell electric ranges!” 


















MR. AMBROSE J. KELLY, owner of the Kelly Appliance ' 
Center, 654 Washington St., Norwood, Mass., knows what ; 
it takes to sell electric appliances. And when it comes to 
Electric Ranges, he says: i 


“Any salesman knows that to tell a convincing story, you’ve got to 
know your product. I know Electric Ranges, because I’ve got one at 
home, and there’s one hooked up in the showroom. It’s so easy to 
let the homemaker see why the Electric Range is cool, fast, clean, 

| ompletely automatic, accurately controlled . .. and believe me— 

| seeing is believing!” 
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FOR SELLING ELECTRIC RANGES 


SELL a 
———— | 
.” } 
4 DO THIS: Have a “live” range on the | 
showroom floor, so customers can see action 
when you flip the switches. RA a G & 4 ——— 
° 2 Gere ee 
DAae 1 Ci e— | my 
~ | | 


\ | | 
7 Ce 
... of course, it’s ELECTRIC! 


ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 
ADMIRAL + COOLERATOR + CROSLEY + DEEPFREEZE + FRIGIDAIRE 


GENERAL ELECTRIC - GIBSON + HOTPOINT - KELVINATOR - MONARCH 
NORGE + PHILCO + UNIVERSAL + WESTINGHOUSE 





Electric Range in 
your own home, so 
you can get first- 
hand knowledge of 
how it works, what 
it can do. 








DO THIS: Always call back after a sale is made, 
to be sure everything is all right. An enthusiastic 
user can bring you more sales, 
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> Fully AUTOMATIC... 
Perco-Drips In 3 to 8-Cup Capacities 


Every home- 
maker wants 
this fully av- 
for making 





























tomatic percolator 
delicious, full-flavored coffee — 
made exactly alike, every time! 
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* Just plug in—no regulating! 

* Automatically stops 
percolating. 

* Keeps coffee serving hot 

for hours! 












































Modishly smart design. Polished alumi- 
num, cool plastic handle. 


i. 



































No. 1921 — 3 to 5-Cup — $7.50 
No. 1922 — 4 to 8-Cup — $8.50 
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EMPIRE “Aristocrat” 


— Electric Toaster 


Makes golden brown 
like it’! 






beneadiaal o the way you 
‘9ned—chrome finished— 
aed warm. Turn toast 
Ping doors. Extra 


writers’ Laboratories. 





Smartly des 
flat top for keeping 
cutomatically by flip 


element. Listed Under 
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No. 769—T, Retail At $4.50 
EMPIRE Sandwich Toaster & Waffler 


om designed—smart chrom 
e 
imish. Makes 2 large or 3 small 


sandwiches—fries bacon e99s, grid 
; » grid- 





















































handles No. 788 
—— Retails At $12.95 
Send for latest Catalog 
of EMPIRE Electric Housewares 


























Little Lady 
AND EMPIRE TOYS 


THE METAL WARE CORPOR 
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During 1952 most manufacturers 
expect industry volume to increase 
once again (as might be expected of 
a growing industry which has attracted 
new manufacturers). One executive 
predicted that production in 1952 
might reach the 325,000 mark, a sec- 
ond predicted a 10 percent increase 
and a third says volume will “certainly 
increase substantially.’” One executive 
warned, however, that materials re- 
strictions would definitely limit 1952’s 
growth. All seem agreed that prices 
will remain at approximately 1951 
levels. Product-wise there does not 
seem to be much new ahead except 
that more firms will probably add 4 
hp. units. Competition within the in- 
dustry and promotional efforts can 
be expected to increase with the addi- 
tion of new firms to the field. 

When the 4 hp. units were intro- 
duced last year there was some specu- 
lation that dealers might tend to sell 
these lower-priced units for installa- 
tions which actually required greater 
—but more expensive—capacity. Most 
manufacturers agree that this has not 
come to pass and they feel that deal- 
ers are instead selling “up” to take 
care of peak requirements. One firm 
which manufactures these smaller 
units has even noticed a_ tendency 
among some dealers to be skeptical of 
the ability of the 4 hp. size to do a 
job. Once they have installed it in 
rooms for which it is designed, how- 
ever, they find that it works well. 

The 3? hp. unit is still the best sell- 
ing size. One manufacturer estimates 
that it accounts for about 65 percent 
of the total sales volume. The 4 hp. 
size ranks second in popularity. 

Figures on who buys room air condi- 
tioners vary somewhat. One manufac- 
turer feels that 55 percent go into resi- 
dences and 35 percent into offices with 
the remaining 10 percent being pur- 
chased for stores, motor courts, and so 
forth. Another firm feels that 50 per- 
cent are bought for offices, 45 percent 
for homes and stores and five percent 
for motor courts and hotels. A survey 
of its New York City sales in 1950 
led Fedders-Quigan to conclude that 
over two-thirds of the installations 
were made in homes (the majority in 
bedrooms and a good many in living 
rooms.) Doctors and dentists pur- 
chased 14 percent, and business offices 
and stores about 18 percent. 

The Fedders survey also contained 
data on which income groups pur- 
chased units. In evaluating the table, 
however, it must be remembered that 
the rental and family expenditure fig- 
ures are based on a 1943 newspaper 
market analysis. Rental figures, there- 
fore, are based on 1941-42 rents. 


Room Air Conditioners 
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Some idea of the geographical dis- 
tribution of room conditioner sales 
last year can be obtained by reference 
to reports from utilities tabulated 
elsewhere in this issue. Briefly, the 
West South Central, the Pacific, the 
Middle Atlantic, the South Atlantic 
and the East South Central areas led 
the way. Utilities in the West South 
Central area reported sales of 25 units 
per 1,000 customers. In the Pacific 
area this figure was 20 per thousand 
and in the Middle Atlantic, 11 per 
thousand. The South Atlantic and 
the East South Central areas each 
reported seven sales per thousand. 

The same tabulation furnishes a 
partial guide to saturation in various 
areas. As might be expected, the high 
est figures were reported by firms 
serving southern and West Coast 
communities and New York City. 
Pacific Gas and Electric reported a 
nine percent saturation and California 
Electric Power a 10 percent figure. 
Con Edison in New York reported 
five percent. In the South, Dallas 
and Houston utilities report nine per- 
cent figures and Texas Power and 
Light a six percent saturation. New 
Orleans reported seven percent. Also 
high were the Missouri Gas & Electric 
with five percent and the Potomac 
Electric Power (serving Washington) 
with four percent. 


Lion’s Share to Dealers 


Industry executives feel that appli 
ance dealers are handling about 75 
percent of the industry’s sales. (Onc 
private survey shows 42 percent of 
dealers interviewed were handling 
conditioners.) Lest this seem to be 
proof that appliance retailers are do 
ing an outstanding job on air condi- 
tioners, the remarks of a leading figure 
in the industry should be considered. 
Acknowledging the 75 percent figure 
above, this official nevertheless feels 
that dealers have not taken hold of the 
business as well as they might have. 
Too many dealers let the weather con- 
trol their room conditioner business, 
neglecting to attempt to smooth out 
the seasonal pattern by getting an 
early start on room conditioner sales. 
This business belongs to the appli- 
ance trade, he continued, and in going 
after it the appliance dealer will find 
his utility supporting him. 

It seemed obvious that it should 
not take too much argument to con- 
vince dealers that they should take 
steps to expand their share of a con- 
stantly growing market—one that in as 
uncertain a year as 1951 could still 
show a gain of 28 percent over 1950. 
The answer, however, was in the 
hands of the appliance trade. End 


Average Rental Annual Family Expenditure Percentage 
$150 & up $10,000 & up 8.62 
$100—149 6,000... 9,999 6.02 

75— 99 4,500 5,999 10.34 
50— 74 3,000 4,499 27.1 
30— 49 1,800 2,999 25.51 
Under $30 Under $1,800 12.93 
Unknown Unknown 9.48 
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| agree Philco distributors throughout the nation 
are now raising the curtain on the most revolutionary 
advances in the electric appliance industry. New, all new 
for "52... new in engineering concepts . . . new in designs 
.. new in features... and, again, unmatched in quality, 
performance and consumer appeal. 


Yes, once again, Philco invests millions of dollars in 
engineering research, ‘‘competitive testing’, design and 
retooling, to offer the very finest of products, and the 


greatest merchandising and profit opportunities in the industry. 


Get set now for the big news of 1952. See for yourself 


a ain 
mgain why Philco for 52 is the most profitable all-year-round franchise 
in the appliance business. 


inI952 : 
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Leading Motor Repair Shop 
Finds KLIXON Protectors 
Stop Motor Burnouts 2 Ways 


CONCORD, N. H.: Mr. A. S. Tracy, owner of the largest motor 
repair shop in his area, speaks from many years of experience 


with motors. 


“I find that KLIXON Overload Protectors have given very 
good protection on motors that come into our shop. The fact 
that they operate on motor temperature as well as current 


makes them doubly effective in preventing motor burnouts.” 


KLIXON Protectors Build Customer 
Goodwill by Preventing Major Repair Costs 


The KLIXON Protectors, illustrated, are built into the 
motor by the motor manufacturer. In such equipment 
as refrigerators, oil burners, washing ma- 
chines, etc., they keep motors working by 
preventing burnouts. If you would like in- 
creased customer-preference, reduced serv- 
ice calls and minimized repairs and re- 
placements, it will pay you well to ask for 
equipment with KLIXON Protectors. 
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Vacuum Cleaners 





ment sales do not always involve 
trade-ins. During the past three years, 
in fact, the percentage of trade-ins 
involved in sales has hovered con 
sistently near the 40 mark. In 1949, 
it was 40.8; in 1950 it was 41.7; and 
in 1951 it dropped back a little to 
38 percent. But trade-ins still loom 
larger in the cleaner selling picture 
than with any other appliance except 
washers. 

An increasing percentage of cleaners 
taken in trade have to be junked, say 
the 250 dealers responding to our 
survey. In 1951 they junked 34.7 per 
cent, a figure which shows a marked 
increase over 1950's 23.5 percent. 
(hey were able to rebuild and resell 
fewer units in 1951, 27.3 percent as 
compared with 31.2 percent in 1950. 
Some 20.1 percent of the traded 
cleaners were sold as-is, a figure which 
compares closely with the 1950 total 
of 22.9 percent. At the end of 1951 
dealers still had 17.9 percent of 
their trades on hand. In the previous 
year they were left with 22.4 per 
cent. 


In 1952, What? 


In the 1950 study on cleaners we 
predicted, on the basis of government 
announcements on materials cutbacks, 
that 1951 output would be materially 
reduced. It was, but more because of 

low sales than because of materials 
his year, again, the pic 
ture is the same. The NPA and the 
DPA are allocating metals and per 
ips this time their shortages will 
be real ones. Manufacturers seem to 
think they will. For example, one 
major maker says, “Unless Washing 
ton changes their thinking radically, 
which we don’t now anticipate, pro 
duction of all vacuum cleaners will 
be greatly reduced in 1952. Present 
cleaner inventories should be pretty 
vell cleaned up by April 1 and it is 
our expectation that for the balance 
of 1952 vacuum cleaners will be in 
fairly short supply.” 

Says another: “Production will be 
considerably less than in 1951. Only 
those manufacturers who are ready 
with, and can use, alternate materials 
will be able to realize quantity produc- 
tion. The contemplated cutbacks in 
metals will seriously curtail general 
vacuum cleaner production.” 

Rising production costs and shrink 
ing volume are going to exert upward 
pressure on cleaner prices just as they 
ire on other appliances. Manufac- 
turers seem to be looking for a 10 
percent increase by the middle of the 
year, which would mean that today’s 
average price of $85.75 would move up 
to $94 

Materials restrictions will, of course, 
hamper any great changes in vacuum 
cleaner design. When supply and 
competition become free again you 
can look for some improvements—a 
greater use of throwaway bags, for 
example. Meanwhile, some manu- 
facturers will shorten their lines. 

The idea of two cleaners in every 
home (now perhaps in 10 percent), 


: me 
nortages. 
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as recently recommended by women 
at the Vacuum Cleaner Conference in 
New York, is viewed by some manu- 
facturers as unrealistic, at least for the 
near future. However, one maker, 
answering homemakers’ complaints 
about the inefficiency of most cleaners 
for both floor and above-floor clean- 
ing, will announce a new cleaner early 
in 1952 which, he says, is designed to 
do “the rug cleaning job as well as 
the public thinks an upright should 
do it” and “that will do above-the- 
floor cleaning as well as the tank 
cleaner.” 

\mong some producers there is a 
decided feeling that attempting to 
persuade appliance dealers to engage 
in vigorous outside selling activity is 
beating a dead horse. One admits it 
thus: “It is our feeling that we, as 
manufacturers, have to accept the fact 
that we can expect very little outside 
selling by most appliance dealers in 
the foreseeable future, nor can we ex 
pect very much sales effort even in the 
dealer’s store. It is also our feeling 
that we will have to do more of the 
retail selling job through advertising 
and promotion for the dealer than 
we have been doing in recent vears 
In other words, our 1952 program 
is being designed to drive purchasers 
into the dealer’s store by the use of 
large scale advertising and promotion 
and then by proper training and in 
centive programs and the use of visual 
and selling displays on the floor to 
practically do the retail selling job 
This is a costly and time consuming 
job, but we don’t believe there is any 
other answcr and we propose to do 
omething about it.” 

Although specialty appliance dealers 
mav not rush eagerly out to ring door 
bells, the regular house-to-house scll 
ing organizations have kept them 
buzzing all across the country and on 
manufacturer declares that “there has 
been a verv marked increase in direct 
sales effort.” But for 1952, at least, 
direct sales organizations are not going 
to provide much increase in competi- 
tion. As one maker expresses it, 
“Their activity will be somewhat 
limited due to the manpower shortage 

Continued on page 282 





“| JUST TOOK A SUN BATH ON THE ROOF— 
WHY, IS THERE ANYTHING WRONG?” 
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'|(_j..then there were automatic refrigerators 

















Hts coming soon - Its on the way... 
watch for the big announcement day! 
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ae clean hot 
water comes naturally with an 
automatic Fowler...Glass-lining inside the tank 
keeps water pure to safeguard family health. 

There is nothing to rust or corrode inside a 
Fowler. With smooth, durable porcelain, 
bonded-to-steel inside the tank, no metal surfaces 
touch water. 

Glass-lining is only one of many outstanding 
features which Fowler offers to provide finest 
water heating at lowest cost. 

Fowler electric water heaters are backed by 
20-year prorated warranty. Gas water heaters 
are backed by 15-year prorated warranty. 

Fowler water heaters are economically priced 


for quick, profitable sale. 




























































Inquire now about Fowler 


FOWLER 


Yass lined 
Water Heaters 


Manufactured by Fowler Manufacturing Co., 2545 S.E. Gladstone, Portland 2, Ore. 
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and the difficulty they will experience 
in maintaining the sizable organiza- 
tions which they operated in the im- 
mediate postwar years.” Nor does this 
manufacturer tremble at the inroads 
into the market made by the so-called 
“conversion” dealers. He dismisses 
them thus: “While they have in- 


| creased their sales due to a very aggres- 


sive advertising policy of a dubious 
nature, they cater almost exclusively 
to in-the-market prospects and, since 
the demand which existed immedi- 
ately following World War II has 
been pretty well taken care of, I 
doubt if they will be as much of a 





NLIKE most of the well-estab- 
lished, high saturation appli- 
ances, floor machines did not ~~ a 
sales relapse in 1951. As a growth in- 
dustry (which recently proved its 
potential so satisfactorily to defense 
mobilizers that first quarter allocations 
of steel, aluminum and copper were 
practically doubled over the fourth 
1951 quarter) floor machines estab- 
lished an all-time sales record of 275,- 
000 units. Figured at an average retail 
price of $59.50, this amounts to $16,- 
362,000. The best previous year was 
1950 with 240,000 units, an average 
price of $57.50 and a total retail value 
of $13,800,000. 
The reason for the growth, as one 
manufacturer puts it, is simply that 
the housewife is catching on to the 


| floor machine’s use values. Obviously, 
| this improved understanding did not 


just happen. Ever since the war, when 
sales first began to move, producers 
have been conducting ever-growing 
educational campaigns. 

The sales growth owes something, 
too, to product improvements which 
have increased use value. No longer is 
the — simply a floor polisher— 
a gadget to shine up floors after all 


| the hard work of washing and wax 


applying has been done by hand. Some 
machines today do a great deal more 
—sand, dry clean, scrub, apply wax, 
polish. They have, in the words of 
one maker, “outmoded hands and 
knees in the last two years.” 


Statistics Scarce 


Since sales have only in the past 
few years become quantitatively im- 


| portant, statistics are scarce. But, ac- 


cording to one maker, the number 
and types of outlets are rapidly in- 
creasing. So far, he says, the bulk of 
domestic sales are being made by ap- 
pliance dealers—nearly all of whom 
carry one or more lines. But the per- 


| centage of hardware store sales is on 


the increase. Wax manufacturers are 
promoting their own brands of floor 
machines. Paint stores and floor cov- 
ering outlets are awakening to the 
possibilities. No one knows how many 
units a year are sold by the average 


| appliance dealer, but one manufac- 
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Floor Polishers 








factor in the immediate future as they 
have been in the past three or four 
years. 

Manufacturers seem to agree unani- 
mously that if the appliance dealer 
is to realize a bigger volume in vacuum 
cleaner sales there must be consider- 
ably more advertising at both the 
manufacturer and the dealer levels. 
It is admitted, of course, that better 
and more aggressive merchandising by 
the dealer is a prime requisite, but 
there is a decided tendency by the 
industry to give more importance than 
ever before to the need for advertising. 

End 





turer estimates that this type of outlet 
should “have no trouble selling from 
10 to 24 units a month.” 

Discounts, as with most growth ap- 
pliances, are hearty, usually running 
around 40 percent and, of course, the 
initial sale is not the whole story. The 
dealer can make what amounts to a 
perpetual profit from the sale of ac- 
cessories and replacement accessories 
(brushes, wax, etc.). “The dealer,” 
says one producer, “doesn’t have to 
move a finger to get this business. 
When a brush wears out the con- 
sumer just naturally goes to the dealer 
that sold him the machine.” 

Some machines, of course, sell for 
decidedly more than the average 
quoted above, but perhaps a third of 
total sales are made up of the single 
brush, high speeds, low horsepower 
models which sell for a good deal less. 

Concentrations of population pro- 
vide the best markets. Areas which 
have plenty of cheap domestic labor 
provide the poorest markets, but such 
areas are dwindling. Geographically 
speaking, the East is the most lucra- 
tive market. followed by the West 
and the Midwest, from Chicago south 
to Texas. 


The Outlook 


Despite the government’s apparent 
generosity with materials for the first 
quarter, manufacturers are doubtful 
that it will permit unrestrained pro- 
duction for the whole year. However, 
they do feel that 1952 production may 
well represent a 10 percent increase 
over 1951. And the demand, they in- 
sist, will be there to absorb it. 

Dealers, they maintain, have real- 
ized that selling floor machines does 
not require a technical education on 
floor maintenance and that newspaper 
advertising, direct mail, store and home 
demonstrations are as effective as with 
any other appliance. The consumer, 
in her turn, has, through education, 
begun to appreciate that the floor ma- 
chine will maintain or, in some in- 
stances even refinish, any kind of floor 
(wood, linoleum, cork, asphalt tile, 
rubber tile, plastic tile, etc.) with a 
minimum of expense and labor. 

End 
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Be, 
| ee is the YEAR OF YEARS for 


WEBSTER ELECTRIC DEALERS! 


ale until this year—1952—has Webster Electric 
offered its dealers so complete an.array of fine 
products: The new Teletalk, recognized leader in the 
intercommunication field; Ekotape, the sensational 
popular-priced tape recorder; and Featheride 

crystal cartridges to meet fast-growing replacement 


demands of the phono-combination market. 


All these products are being featured in 1952 by 
the biggest, most striking national advertising 


program in Webster Electric history. 


Make 1952 your “Year of Years” by stocking and 
selling genuine Webster Electric products... 
backed by Webster Electric's 

42-year reputation for 


ole liaamelale Mell ame l-tel ale 


4 batheride 


WEBSTER ELECTRIC 


graph service department, ki t 
you can simplify your in- [ E O ape 
ventory and servicing prob- —t 

ome by, gandardining om The tape recorder of 1000 ner by 
Cartridges. Two models— individuals, business organizations, 
the WS for 78 RPM, and churches, schools . . . an almost limit- 
the AX for 3-speed record- less market. EKOTAPE wins in com- 
players and changes, are all petitive demonstration because of its 
you need for almost any re- superior tone and simplicity of oper- 
placement job. Featheride ation. Beautifully styled 

can be a big profit-maker models —all portable—all 


for you. : i 
: priced for easy selling. 











WEBSTER ™ ELECTRIC 
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Pioneer—and always the leader—in the 
intercommunication field, Teletalk has 
been newly styled for greater eye ap- 
peal and easier servicing. Available in 
a wide range of models; for 
use in small or large offices, 
shops, plants, schools, 
homes, etc. Finest tone 
quality. Easy and profit- 
able to sell and install. 


acine, Wisconsin 


ODI IER SOREL Sa 


[0 Teletatk intereommunication Systems 


(D Ekotape Recorders 
(CD Featheride| Replacement Cartridges 


City Stott 


Tell me how | con increase my 1952 sales and profits with— 
a scenes minsibccilipatarintacae gtcpececteremnenintneaeseate cients 


WEBSTER ELECTRIC COMPANY, R 
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(Advertisement) 


Power Lawn Mower 


Selling A 


“Natural”, 


Say Appliance Dealers 


Recent Survey Indicates Most 


Dealers Equipped to Profit from 


Increasing Demand for Power Lawn Mowers 


Published results of a recent survey 
indicate that appliance dealers in- 
vestigating the power lawn mower 
field have found their sales and 
service organizations well equipped 
for the handling of power lawn 
mowers at a worthwhile profit. 


Taking into consideration 1951's 
power mower sales total of 
$80,000,000—concentrated in the 
spring and summer months,—and 
larger than that of all but the big- 
gest “white goods”, the responding 
cealers agreed that power mowers 
can be an @hportant profit source. 


Of the various quality lines avail- 
able, many dealers’ recognize 
EVERSHARP “Simplified Design” 
Power Lawn Mowers as the one 


best adapted to their needs. Unlike 
most other lines, EVERSHARP 
makes all and only the sizes and 


models which account for over 95% 
of all power 
Dealers 


lawn sales. 
this 
keeps their inventory low, assures 
faster stock turnower, 
moving 


mower 


say concentration 


eliminates 
helps 


slow numbers and 


Modern Appliance 
Method of Handlin 















maintain a better profit margin. 


In addition, EVERSHARP’S simpli- 
fied construction eliminates many 


ordinary service problems thus 
reducing unnecessary overhead 
caused by excessive servicing. 


Users find EVERSHARP mowers 
are easier to control, permitting 
more mowing per hour with less 
effort and better results. 


Complete information on EVER- 
SHARP Mowers and an extensive 
variety of sales training, advertis- 
ing and merchandising aids is 
available to any interested dealer. 


Much of this material is of 
special value to the appliance 
dealer as it offers detailed explana- 
tions on power lawn mower selling 
methods—along with kits complete 
with all the advertising and display 
material put on 
special, traffic-building promotions. 


necessary to 


Interested dealers are requested to 
write, wire or call for further in- 
formation to MIDWEST MOWER 
CORP., Dept. EM-1, 1006 Olive 
Street, St. Louis 1, Missouri. 
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Dealers Use Modern 
g Heavy Appliances 


It’s safer, faster, much easier to han- 
dle heavy merchandise in and out of 
a truck with a CEMCO Hydraulic 
Tailgate. 


Consists of using hydraulic power 
(2,000 Ibs. lifting capacity) supplied 
by truck motor to make a lifting 
platform out of your truck tailgate. 
Can stop and hold load at any point 
on way up or down. Fits any truck 
of } ton or more capacity. Send for 
details! 


How Farmers Buy 
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retailers who made these sales operate 


in towns of less than 10,000 popula- | 
tion—in fact, the largest single group | 


(18.5 percent) is made up of stores 
in communities of less than 1000. 
More than three quarters of the cus- 
tomers travelled less than 16 miles to 
make their latest appliance purchase, 
but only a little more than half of 
them said that they bought from the 
nearest retailer, and many of these 
said location wasn’t the reason they 
patronized him. Although convenience 
makes a difference, it doesn’t mean as 
much as carrying preferred brands 
(which 55.8 percent gave as their 
reason for buying from a_ particular 
store), maintaining service facilities 
(given by 39.5 percent) or having 
given satisfaction in past business 
dealings (36.5 percent). “Fair prices” 
and “Best offer” made a fairly miser- 
able showing, being given as reasons 
by only 1.9 percent and 1.5 percent 
respectively. 


Dealers Lack Initiative 


In the matter of initiative and enter- 
prise in getting customers for appli- 





ances, retailers catering to the farm | 


trade aren’t doing so well. The ten- 
dency for the farm customer to initi- 
ate his own desire is indicated clearly 
by the fact that almost 90 percent of 
the survey’s respondents said that they 
went to the store themselves to make 
their last appliance purchase. More 
than half of them mentioned that the 
retailer who sold it to them had not 


sent them any advertisements or de- | 


scriptive literature, although about 70 

ercent had received mailings from at 
feast one other retailer handling appli- 
ances. More than 94 percent of the 
respondents noted that the dealer they 
last patronized had not telephoned 
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them recently, and more than 72 per- 
cent said that he had not called on 
them in person. Retailers they had 
patronized earlier were even more inert 


only 3.5 percent of the customers | 
had heard from them by phone, and | 


only about 18 percent of the dealers 
had shown up in person. 


Stocks Are Generally Good 


If the dealer falls down in_per- 
sonal contacts, he does quite well as 
far as stock on hand is concerned. 
More than 94 percent of respondents 
had no complaint about the stock of 
the appliance retailer from whom they 


| last bought, although 15.2 thought 


other retailers’ stocks weren’t ade- 
quate. 

Practically 98 percent of those sur- 
veyed found that their last appliance 
purchase best suited their needs; how- 
ever, 22.6 percent said that they 
weren’t so happy about appliances 
they had bought from other sources. 

The last store they patronized for 


| appliances gave satisfactory installa- 


= | tion service, 96.3 percent of the re- 


spondents said; but they reported 
that 45.5 percent of other retailers 
handling appliances had slipped up on 





(Continued on page 286) 
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Eliminates Damages 


ahd Costly Claims 
NEW HAVEN 
QUILT AND PAD CO. 


PADDED COVERS 
REFRIGERATOR COVERS 


of 650 


Carrying Harness 
Extra 


Waterproof. Adjust- 
able to fit 4 to 10 
Cu. Ft. boxes. Wraps 
around completely. 
Easy to handle. 





WASHING MACHINE COVERS 


$4 0° 


Gives complete pro- 
tection. Waterproof 
and durable. Height 
49”, diameter 31”. 





CONSOLE TV 


$1 a” 


Waterproof. Com- 

pletely covers all 
console models. 
Width 31”, depth 
27”, height 40”. 
Combination TV 
Covers. 


GAS and RANGE COVERS 


$4 3° 


Easy to slip on 
and to remove. 
Fits over back 
guard, too. Width 
42", depth 28”, 
height 42”. 


COVERS 








DEEP FREEZER COVERS 


$4 5.00 


Waterproof. 
Width 54”, depth 
31”, height 36”. 
Other sizes avail- 
able. 


AUTO. WASHER & DRIER 
COVER 


Waterproof. 
Width 31”, depth 
26”, height 39”. 
Fits other units, 
too. 





ALL PRICES SUBJECT TO CHANGE 


neW HAVEN 
QUILT & PAD CO. 


82-84 FRANKLIN ST. 
NEW HAVEN 11, CONN. 
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Buy Your NEW 
1952-53 Standard Refrigerator and Freezer Trade-In Manuals NOW! 


The all-time Best Seller on Refrigerators is off the Press! 


TRADE-IN DATA 
ON ALL MAKES OF 


HOUSEHOLD REFRIGERATORS 
MARKETED 


NATIONALLY 
SINCE 1928 


ADMIRAL 
AP’ 
BELLEVILLE 
CAVALIER 


FRIGIDAIRE 

GALE 

GENERAL ELECTRIC 
3IBSON 

GILFILLAN 
GRINNELL 
HOTPOINT 

JEWETT 
KELVINATOR 
LEONARD 

LIBERTY 
MAYFLOWER 
MERCHANT & EVANS 
a WARD 
O'KEEFE & MERRIT 
PHILCO 





WESTINGHOUSE 
WILLIAMS ICE-O-MATIC 


FREEZER SECTION 
INCLUDES DATA ON 
ALL MAKES OF 
HOUSEHOLD FREEZERS 
MARKET’ 

NATIONALLY 

SINCE 1938 

ALCO 

AMANA 

A 


AMERICAN 
ARCTIC TRUNK 
ATLANTIC 


CORONADO 
DEEPFREEZE 
ESKIMO FREEZE 
FIRESTONE 
FREEZ-ALL 
FRIGID KING 
FRIGIDAIRE 
FROSTAIR 
GENERAL ELECTRIC 
GIBSON 
GROSS 
HARDERFREEZ 
HOTPOINT 
IDEAL 
KELVINATOR 
KOLDMASTER 
LEONARD 
LOCKERATOR 
LOUDON 
MARQUETTE 
MARVEL 
MASTERFREEZE 
MAYTAG 
ORLEY 
PAK-A-WAY 
PANELECTRIC 
PHILCO 
QUICFREZ 
QUILLEN 
STANZERO 


VICTOR 
WHITING 
ZEROSAFE 


Identify every box from Admiral to Zerosafe 
with MORE THAN 1500 PICTURES, 

over 5000 detailed listings of SPECIFICATIONS 
and sound market-wise VALUATIONS 

on every household refrigerator and freezer 
nationally distributed during the last 24 years! 


Insure your “take” on your trade-in business 





— use the STANDARD GUIDE to clinch replacement sales fast and profitably. 


Take the guesswork out of trade-ins with the new TRADE-IN MANUAL & DEALER GUIDE. 
CONVENIENTLY POCKET-SIZED. ARRANGED AND INDEXED FOR READY REFERENCE. 


SUPPLEMENTED WITH VALUABLE OPERATING INFORMATION ON 
RECONDITIONING, PROMOTION, AND MERCHANDISING. 


Case-bound, 

covered in washable green cloth, 
gold stamped, 

4%" x 64”. 

384 pages. 

Price per copy — $15.00; 

foreign price — $17.50. 


Co 


© Copyrighted 1952 by 
NELDA Publications, Inc 


Throughout the United States and in 39 foreign countries, the 
STANDARD REFRIGERATOR and FREEZER TRADE-IN MANUAL & DEALER 
GUIDE is being used daily. Everyone who needs household and 

freezer market data depends on the STANDARD MANUAL’s 
authoritative information. Regularly subscribed to by retailers, 
wholesalers, manufacturers, service operators, trade associations, 
public utilities, publishers, exporters, banks, finance companies, 
economists, government agencies, libraries, and research organizations. 


ORDER YOUR 1952-1953 STANDARD TRADE-IN MANUALS NOW! 





NELDA PUBLICATIONS, INC., 109 W. 30th ST., NEW YORK 1, N. Y. 
Please send me at once: 


—_______copies of 1952-1953 Standard Refrigerator & Freezer Trade-in Manual @ $15.00 each 
(Outside U.S.A. $17.50.) 
*N.Y.C. orders, please add 3% N.Y.C. Sales Tax 


Name. 





Company. 





Street Address. 





City State. 





(2 Enclosed find check or money order for $ in full payment. 
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THE COMPLETE LINE 
FEATURE-PACKED FOR SALES! 


interior light 
recessed in counter- 
balanced lid! 























Signal light 
smartly styled into 
nameplate! 























Handy, specially 
“Dutch” Freezer designed storage 
Plates —an exclu- baskets! 
sive Steinhorst 
feature! 
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16 Cu. Ft. Model... 
/ also available in 12 
: and 20 Cv. Ft. sizes! 


: THE Mat Kepedid FREEZER 


ON THE MARKET TODAY! 


Respect well earned! The Steinhorst Freezer stands out 






































as the most sales-styled, dependable and efficient freezer made! 








Exclusively Steinhorst — Dutch” Freezer Plates hold the 








cold like a Dutch Oven holds heat . . . a real security feature 








in case of prolonged power failure! The 1952 complete 











Steinhorst line has power-packed sales appeal — 






the Steinhorst franchise promises you a prosperous future! 


\ "7 
THE OLDEST NAME da A H 
IN FREEZERS 
The Steinhorst name has been recognized for famed products 
since 1908 . . . and was the only freezer displayed 


at the 1939 New York World’s Fair! Write Dept. EM-2 
now for complete details on the Steinhorst line! 
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EMIL STEINHORST and SONS, Inc. 


SINCE 1908 


UTICA, NEW YORK 


STEINHORST FAMED MILK COOLING PRODUCTS 
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ORY STORAGE BULK COOLER IMMERSION-TYPE SPRAY-TYPE 
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How Farmers Buy 





installation. The figures were not very 
different in regard to service: almost 
95 percent said that the retailer who 
sold them their last appliance had 
done a good service job, whereas othe: 
dealers had let them down in some 
way or other—most often by not serv- 
icing the brand they handled, by being 
too far away, or by simply doing a 
poor job, 


Farm Production Equipment 


he second section of the Country 
Gentleman survey dealt with electrical 
farm production equipment. About 
60 percent of those answering had 
bought at least one item of this type 
in the last five years. ‘The items most 
frequently purchased were pumps (by 
38 percent of respondents), motors 
17.5 percent) and milking machines 
(16.3 percent), with other picces of 
equipment widely scattered trom 5.3 
percent on down. Hardware stores 
lead as points of purchase for produc 
tion equipment, garnering 20.9 per- 
cent of the sales; farm implement and 
general stores run a fairly close second 
with 18 percent; and appliance stores 
rank third with 10 percent. 

Again, most purchases were made in 
towns of less than 10,000 population 
(about 63 percent) and close to 
home (more than 70 percent within 
16 miles). More than 95 percent 
found the location satisfactory, al 
though 44.4 percent said that they 
could have bought their equipment 
even closer to home than they did. 
Here again, the main reason for 
patronizing a particular dealer was the 
fact that he carried preferred brands 
(48.8 percent), other factors being 
past business dealings (40.1 percent), 
service facilities (36.8 percent) and 
reputation (35.4 percent), with other 
reasons rating lower. 

It appears that retailers of farm pro- 
duction equipment are doing a slightly 
better job of contracting prospects 
through mailings and phone calls, 
although they don’t put in a personal 
appearance quite so often. In the case 
of 81.3 percent of those answering, 
the customer went to the dealer to in- 
quire about production equipment, 
rather than having the purchase sug- 
gested by the dealer (the percentage 
in the case of appliance purchases 
was 89.6). More than 93 percent of 
respondents were satished with the 
stock carried by the retailer who last 
sold them farm production equipment, 
with 85.8 percent believing that other 
dealers’ stocks were inadequate; 94 
percent were satisfied that their latest 
purchase best suited their needs, al- 
though only 76.4 percent thought that 
production equipment bought from 
other dealers was all it should have 
been. Over 96 percent said the dealer 
they last patronized gave satisfactory 
installation, and more than 95 per- 
cent believed he had done a good job 
of servicing the equipment; 85.3 per- 
cent noted that other dealers had 
slipped up on installation, and 89.2 
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percent said this same group had 
tailed them in some way on service. 

The Country Gentleman survey 
concentrated in its third and last sec- 
tion on electric lighting and wiring 
equipment. It found that 70.7 per- 
cent of those answering had bought 
at least one item of such equipment 
during the last five years, and it turned 
out that the largest single source of 
supply (in 26.6 percent of the cases) 
was the appliance store. The electrical 
contractor was fairly close with 24.3 
percent and the hardware store fol- 
lowed with 20.2 percent, but no other 
single group did better than 9.9 per- 
cent (mail order houses). 

Just about two thirds of the buyers 
did their business in towns smaller 
than 10,000 in population, and 80.7 
stayed within 16 miles of home to do 
it, a larger percentage than in the case 
of either appliances or production 
equipment. Nearly all of them (97.5 
percent) were satisfied with the loca- 
tion, and most of those who weren’t 
said the reason was that it was too 
far away. Still, only 62.2 percent said 
that the place where they bought their 
lighting and wiring equipment was the 

(Continued on page 288) 

















Another City Heard From! 


BENDIX 


Automatic Washers 


SET THE PACE 
IN GREATER 
NEW YORK 


.».0ne out 
of every three | 
sold 


The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion's 
share of the market... but 
also frequently sells as 
much as the next several 
brands combined! 


#8 


BENDIX HOME APPLIANCES - Division 
Avco Manufacturing Corp., South Bend, Ind. 
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Customers mean the difference between stock and SALES. . 


. inventory and PROFITS. 


The advertisers listed here make customers for you by preselling Journal readers* on brands 


they’ll buy when they’re in your store. Make this advertising pay off for you by stocking— 
promoting—displaying—advertising these products featured in Ladies’ Home JOURNAL. 


American Beauty Electric Iron 
Arvin Automatic Electric Iron 
Arvin Automatic Toaster 
Arvin Electric Housewares 
Arvin Electric trons 

Arvin Lectric Cook 


Caloric Gas Ranges 
Coolerator Ranges, Refrigerators 
and Freezers 


Deepfreeze Refrigerators 
DeVilbiss Vaporizers 
Dormeyer Appliances 
Dulane Fryryte Deep Fryer 


Easy Spindrier 

Electresteem Vaporizer 

Electresteem Vaporizer, Portable 
Steam Radiator, Electresteem Baby 
Bottle Warmer and Electresteem 
Baby Bottle Sterilizer 

Eureka Cleaners 

Evenflo Nursing Units 


Farberware Automatic Percolator Robot 





Farberware Stainless Steel 
Cooking Ware 

Federal Enameled Ware 

Federal Vogue Roasters 

Firestone Home Appliances 

Fletcher's Can-Well Canner 

Fletcher's Can-Well Cold Packing 
and Preserving 

Fletcher's Roastwel! Roasting Pan 

Frigidaire Automatic Washers 

Frigidaire Electric Range 

Frigidaire Refrigerators 


General Air Conditioning Cooking- 
Refrigeration Combination 

G-E Automatic Toaster 

G-E Automatic Washers 

G-E Light Bulbs 

G-E Refrigerator-Food Freezer 
Combination 

G-E Refrigerators 

G-E Triple-Whip Mixer 

Gibson Electric Range 

Gibson Refrigerators 





Hamilton Beach Mixer and Mixette 
Hardwick Gas Ranges 

Horton Automatic Washers 
Hotpoint All-Electric Kitchen 
Hotpoint Automatic Clothes Dryer 


International Harvester Freezers 
International Harvester Refrigerators 


Johnson's Waxes and Wax Electric 
Polisher 


KitchenAid Food Preparer 
Lewyt Vacuum Cleaner 


Magic Chef Gas Ranges 

Maytag Washers and Gas Range 
Met-L-Top Ironing Table 

Mirro Aluminum Baking Pans 
Mirro Aluminum Utensils 
Mirro-Matic Electric Percolator 
Murray Gas and Electric Ranges 
Murray Kitchens 


Perfection Electric Ranges 
Perfection Gas Ranges 
Pfaff Sewing Machines 





Philco Refrigerator 

Philco Refrigerator and Electric Range 
Presto Cookers 

Presto Dixie-Fryer 

Presto Vapor-Steam tron 


Regina Twin-Brush Electric Polisher 
and Scrubber 

Revere Ware 

Rival Steam-0-Matic Steam and 
Dry Iron and Can-0-Mat 


Servel Refrigerator 

Seth Thomas Clocks 

Sewmor Sewing Machine 
Shetland Polisher & Scrubber 
Sunbeam Coffeemaster 
Sunbeam lronmaster 
Sunbeam Mixmaster 
Sunbeam Toaster 


Tappan Gas Ranges 


Universal Coffeematic 
Universal Stroke-Sav-r Iron 


Verplex Lamps and Shades 





Viking Sewing Machines 
Vornado Air Circulators 


Wear-Ever Aluminum Coffee Pot 

Wear-Ever Aluminum Cooking Utensils 

Wear-Ever Aluminum Roasters 

Wear-Ever Coffeemaker and Wear-Ever 
Chicken Fryer 

Wear-Ever Coffeemaker and Wear-Ever 
Sauce Pan Set 

Westinghouse Clothes Dryer 

Westinghouse Iron 

Westinghouse Laundromat 

Westinghouse Roaster-Oven 

Westinghouse Speed-Electric Ranges 

Whirlpool Automatic Washer 

Whirlpool Automatic Washer & Dryer 

White Sewing Machine 


Youngstown Dishwasher 
Youngstown Kitchens 


Zenith Radio-Phonograph 

Zenith Radio-Phonograph, Portable 
Radios and Radios 

Zenith TV-Radio-Phonograph 


*Nearly half—47.2%—of 72,012 women shoppers interviewed in 672 retail stores of all kinds 


reported they read LADIES’ HOME 
() Currently over 4,600,000 
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RADI DAR ROE 











SAUNT touis 





Exclusive Patented SPRING-SUSPENSION 
for QUIETNESS that SELLS! 


No other fan can match the below-a-whisper quietness that means 
faster . . . surer sales with Internationals! With all moving parts 
entirely cradled in resilient springs within the cabinet, International 
fans eliminate hum and 

vibration . . . actually 
sell themselves by offer- 
ing MORE FAN for your 


customer's dollar. 


The BEAUTIFUL 







Model C-20K 
® Handsomely styled cabinet 
® Powerful 20-inch blades move 
more than 3500 cfm per minute 
@ Fits any window up to 44” width 
@ Two speeds 
®@ Guaranteed 


@ Silent—Motor and blades float 
On springs 


The POWERFUL 


ternational Model 224-K 


®@ Streamlined air-flow design 

®@ Big 24-inch cloverieaf blades move 
more than 4200 cfm per minute 

@ Super-silent, spring-suspended 
motor and blades 

@ Fits any window up to 40” width 

@ Guaranteed 


PLUS TWO BRAND-NEW 4Yndernational FANS TO HELP 


YOUR '52 SALES! 


@ 20-inch International Economy Window Ventilating Fan. Priced for fast, volume 
sales—the biggest value on the fan market. 


@ International Casement Window Fan . . . designed to help you tap the fertile 
apartment market. Write for details on these new Internationals! 


See them at the FURNITURE MART—512A 
Pes eee see SSeS SSS SSeS SS SSS SSS SSeS SSE 
' 
~ FAN DIVISION, 

INTERNATIONAL OIL BURNER CO. 

Spring & Park Ave., St. Lovis 10, Mo. 

Please send me full details on your 1952 line of 
silent Internationals. 






WRITE OR WIRE 
TODAY 
for details on the 


complete 
Name — 


line of spring- 


suspended fans! Address__ — 


| 


City Zone____ State a 


\Trrririiittt ttt 


PAGE 288 


How Farmers Buy 





nearest place they could have gone for 
it, making it clear that convenience 
meant less to them than other factors. 
In this case the leading factor was not 
the fact that the dealer carried pre- 
ferred brands, as in the case of both 
appliances and production equipment. 
Here it rated sixth, being superseded 
by service facilities (43.9 percent), 
reputation (42 percent), location 
(40.5 percent), convenience for other 
purchases (39.5 percent) and past 
business dealings (38.7 percent). 
Only 35.4 percent of those surveyed 
had found any literature from their 
last wiring and lighting dealer in their 
mailbox, although more (39.2 per- 
cent) had received something from 
some other retailer. A very low num- 
ber (4.4 percent) mentioned that the 
dealer they last patronizd had tele- 
phoned them since, with 18.7 percent 
saying that he had called in person; 
of other retailers, even fewer had called 
by phone (2.8 percent) or paid a per- 
sonal visit (7.5 percent). Almost 73 
percent of those who had lighting or 
wiring needs had gone to the dealer 
they usually bought from, rather than 
waiting for him to come to them; they 
went to other dealers in 48.2 percent 
of the cases. Their usual source of sup- 
ply carried a good stock, 96 percent of 
them said, adding that only 80.2 per- 
cent of other dealers did. From their 
regular dealer 93.1 percent got good 
service; of other dealers, 82.9 percent 
measured up to their standard on in- 
stallation, 85.4 percent on service. 
In a supplementary section the sur- 
vey posed a few general questions. 
The first asked where the respondent 
would go if he wanted information 
on (a) appliances, (b) farm produc 
tion equipment, and (c’) lighting and 
wiring equipment. In the first two 
categories the retailer scored a clear 
victory, achieving percentages of 75.1 
ind 54.8 respectively, with no one 
else even close. In the third case he 
gave wav to the electrical contractor, 
who rated first in 50.2 percent of 
replies, but had a slight edge over the 
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power supplier (32.8 percent as com- 
pared to 30.5 percent). 

When asked if there was anything 
their appliance retailer could do 
which he was not already doing to 
serve them better, almost 90 percent 
had no suggestions, but 10.2 percent 
said yes, there was. They gave a wide 
variety of suggestions, with these six 
reappearing ten or more times: get 
better trained men, make periodic 
checks, employ a service man, carry 
a larger line, charge lower prices, give 
prompter service. In regard to pro- 
duction equipment, 6.6 percent had 
suggestions for improvement, with 
periodic checks, better knowledge of 
equipment and better service named 
ten or more times. The lighting and 
wiring retailer could serve them better, 
nine percent said, by doing such 
things as giving them quicker atten- 
tion, making periodic checks, charging 
lower prices, employing more help and 
carrying a larger stock. 

If retailers in general are concerned 
with making these 2000 families 
happy—and they should be, since there 
is good reason to believe the group is 
representative of the rural market— 
they will concentrate on handling the 
brands the farmer wants, giving him 
all the service he wants, and dealing 
with him fairly. Actually they've been 
doing a pretty good job in these re- 
spects—with exceptions, of course. 
Where they've been falling down is in 
getting some of the business that’s 
lying there waiting to be cultivated, 
but which isn’t going to walk into the 
store till it’s ripe. A little fertilizer 
will hasten the process, this survey 
shows. It can take the form of getting 
on the phone once in a while, of 
jumping into the truck and driving 
out to the farm for a little chat, or of 
simply licking a few stamps. In fact, 
using all three methods often proves 
to be a lot less of a strain than it 
sounds, and it has a way of moving 
the goods. The market is there. You 
can let it sell itself, or you can do 
something about it. End 
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“NO HURRY ON THESE—CALL ON ‘EM AFTER WORK TONIGHT” 
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Were on the 
warpath { 








ay 






We've built a fire under every out-of-date idea in the business— 
and you’re going to get the benefits! Just listen to this program! 


1. A bigger, better line of ranges and heaters! 
2. Prices cut to the bone to stimulate more sales! 


3. Research to make our products so good folks can’t resist ’em! 


If you’re a red-blooded retailer who is smart, aggressive and not afraid to grow 
. .. see us at Chicago addresses below or wire collect to 
Perfection Stove Company, 7346-A Platt Avenue, Cleveland 4, Ohio, 
and cash in on the best line of traffic-builders ever offered! 


—_— ens SPACE 1475 MERCHANDISE MART 
ee Ore | New! 
—— 4 9 Electric Ranges SPACE 1710-12 AMERICAN FURNITURE MART 


MODEL L300, the undisputed 
leader in the expanded line now 
retails at the all-time low of 


New! 
8 Gas Heaters 





$179.95 


MODEL X920, 20,000 B.t.u. 
vented—a real sales-builder for 
you in gas heaters. Retail price 


just... $39.95 











Now! 
12 Gas Ranges 


MODEL 932, an outstanding 
gas range value in an out- 
standing line retails for only 


$149.95 


—— 





————E 


Now! 
12 Oil Heaters 





MODEL 2132-M—the 33,000 


B.t.u. oil heater at the new low 


retail price of $57. 00 





PHONE US COLLECT—x»0w—if you want to 


cash in on the best line of traffic-builders ever 
offered! Perfection, Cleveland, ENdicott 1-3440. 


RANGES electric - oil - gas 
A your wisest selection in... FURNACES oil - gas 
SPACE HEATERS | oil - gas 
fe ae WATER HEATERS | electric - oil 
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Here’s why you can count on | 


NESCO 


ELECTRIC ROASTER OVENS 


SALES 


Leadership 




















for great 



















































Pioneer of the electric 
roaster field 


The only FULL line for 
FULL profits 


Advance styling by 
Raymond Loewy 


Many exclusive features 
Accessories for extra sales 


Powerful advertising and 
merchandising 


Priced for VOLUME Profits 
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Let NESCO show you 
the Way to top profits 














from Electric Roasters — 


(NESCO-) 











Nesco... 
A Trusted Name 


Gifts for 
Thoughtful Givers 
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201 North Michigan Ave., Chicago 1, Illinois 
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Dryer sales were relatively good, be- 
ing reported above those of last year 
in California, Oregon, Washington, 
Colorado, Utah and British Columbia. 
Highest number of sales per 1,000 
customers were made in the Pacific 
Northwest — Oregon, Washington, 
Idaho and Wyoming following in that 
order. Utah reports 10 dryers sold per 
1,000, Colorado 8 and California 7. 
In California, Oregon, Washington 
and Idaho, dryer sales are reported 
higher than those of ironers. Dryers 
are unimportant in the desert areas 
of Arizona and New Mexico—and have 
as yet had little acceptance in British 
Columbia, apparently. No report is 
made from Hawaii. 

Vacuum cleaner sales were up in 
Oregon and Colorado, off in most 
other areas, with an average drop of 


| 14.7 percent for the entire Western 


area. Oregon reports the highest per 
customer sale, with Washington, 
Colorado, Utah, Wyoming and Cali- 
fornia following in that order. Low 
reports came from Idaho and Ari- 
zona. British Columbia belongs with 
the high group on this appliance. 
Dishwashers showed an upward 
swing in California, in Colorado and 
in British Columbia, but were off in 
most other areas, the average figure 


| reported from the West being 21.8 


percent below that of 1950. Reports 
of high sales per 1,000 customers 
come from Oregon and Wyoming, 
with Washington next, and Colorado, 
Idaho and California in the third 
highest group. Only 1 per 1,000 cus- 
tomers was reported from British 
Columbia. 

Food waste units sold at a rate about 
5 percent below that of a year ago 
in the West as a whole. Nevada re- 


| ports the highest per customer sale, 


with California next at 12 units per 
1,000 customers, considerably higher 
than the dishwasher figures reported 
from this state. Wyoming reports 11 
sold per 1,000 customers. The other 
states vary between 6 and 4 units, 
with British Columbia way down the 
list, with only a fraction of one per 
1,000. 

Radio sales did not drop as much 
as some other items—in fact, reports 
from Oregon and from that portion 
of Washington outside of the range of 
TV stations indicate a slight increase 
of sales over last year. Colorado also 
reports an increase. The average drop 
in sales for the entire area was 8 per 
cent. Radio sales per 1,000 customers 
were particularly high in Oregon, next 
in Washington, Wyoming and Colo- 
rado, in that order. British Columbia 
reports 139 radio sets sold per 1,000 
domestic customers. 

Television figures are not readily 
comparable, because they are listed by 
companies. Where the area served 
coincides with the area reached by 
television, sales are naturally higher 
per 1,000 customers than where the 
company reports on a large area, part 
of which is not reached by television. 
Reports as a whole show a 29 percent 
drop from last year’s sales. On the 
other hand isolated areas reporting, 
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such as the Salt River Valley area of 
Arizona and the fringe area in British 
Columbia, show increases. 


New Appliances Increases 


Ratio of sales of dishwashers, dryers 
and automatic washers to total washer 
sales was somewhat higher this year 
than last, whereas ironer sales in most 
cases went down relative to washer 
sales. Best figure for ironers comes 
from Idaho where one was sold to 
every 3.7 washers. Colorado is next, 
with one ironer to every 5.7 washers, 
Utah third with a ratio of 1 to 6.4. 
Wyoming sold one ironer to 6.9 wash- 
ers, Oregon 1 to 8, California 1 to. 
8.2. Lowest ratios are reported from 
New Mexico and British Columbia, 
where washers are popular, but iron- 
ers have not yet found general accep- 
tance. 

Ratio of automatic washer sales to 
total washer sales is indicated by the 
accompanying table, which shows that 
Arizona and Idaho led in this respect, 
while Wyoming, lowest in relative 
sale of automatics, reports 22.4 per- 
cent. British Columbia was_ really 
low with only 11.7 percent of all wash- 
ers sold being automatic. No compara- 
tive reports are made from Hawaii. In 
all cases, the 1951 proportion of auto- 
matics to other washers was higher 
this year than last except for Wyo- 
ming, where it was the same. 


RATIO OF AUTOMATIC 
TO TOTAL WASHER SALES 


Total Washer Percent of These 
Sales per 1,000 Automatic 
Customers 

Idaho 50.1 60.2 
Wyoming... 130.2 22.4 
Colorado. .... 96 29.1 
New Mexico... 162 46.9 
Arizona 37 66.6 
| Tee 83 45.7 
Nevada. . : 83 43.3 
Washington. . . 159.4 58.1 
Oregon 164 52.2 
California 86.6 53.8 
British 
Columbia. . 66.3 11.7 


Idaho has the highest relative sale 
of dryers, one to every 3.6 washer sales, 
with Oregon reporting one dryer to 
every +.5 washers sold, and Washing- 
ton 1 to 5.5 washers. Utah sold 1 
drver to every 8.3 washers, Wyoming 
1 to 9.1 washers, Colorado 1 to 12, 
California 1 to 13.3. Arizona, Ne- 
vada and British Columbia are way 
down the line. There are no reports 
from Hawaii on this appliance. 

Home freezers have become one of 
the major appliances to be considered. 
In Utah last year one freezer was sold 
to every 2.4 refrigerators. Oregon was 
next with a freezer to every 3.4 re- 
frigerators. The Idaho ratio was 1 to 
3.7, Washington, 1 to 3.8, California 
1 to 4.4, New Mexico, 1 to 4.8, Ari- 
zona 1 to 5, Colorado, 1 to 6.6. 
Hawaii reports one freezer sale to 
every 4.2 refrigerators. 

In the Pacific Northwest the num- 
ber of electric water heaters sold in 
relation to ranges is very high. Wash- 

(Continued on page 292) 
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YOU CAN DEPEND ON 
THE INCOMPARABLE 


| 
| 
| 
| 
| 
| 
| 
| 
by 
marks the 25th anniversary of the first Farns- 


worth inventions that made today’s television 
possible. The mind that created them has im- 
proved, refined, brought them to perfection in 
only one instrument—the incomparable Capehart. 





The CAPEHART Clock Radio 


The fastest selling clock radio on the mar- 
ket — the most wanted, the highest-styled 
now available. Beautiful plastic 

cabinet in choice of colors. Only $4995 





Here is the key to Capehart’s quality leadership. This is why 
Capehart is the first choice of the cream of your prospects. 
The superiority of the Crystal-Clear picture—the fame 
of the Symphonic-Tone System—the sterling performance of 
the Capehart full power chassis—the pacesetting quality of 
Capehart cabinetry—these make Capehart the line it 
is for prestige—and profits! 


There may be a pathway-to-success Capehart franchise 
open in your territory. Why not investigate! See your 
Capehart distributor or write Fort Wayne. 





The CAPEHART Table Radio 


True Capehart quality in miniature. Dis- 
tinguished design beyond compare. Unbe- 
lievably beautiful tone. Choice 

of coless, GP i .<oick a ce a $3295 


*Includes Federal Excise Tax. Warranty and installation extra. Prices for Zone 1. 


CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of international Telephone and Telegraph Corporation 





The CAPEHART “Bennington” 


20-inch rectangular tube for Crystal-Clear 
picture. Capehart Symphonic-Tone. Early 
American in maple finish. Traditional Cape- 
hart performance for only... . 


The CAPEHART 
Personal 
Portable 

Plays where you play. 
Sets the pace for styl- 
ing ... for perform- 
ance. Light-weight 
plastic cabinet in 


choice of colors $2995 
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PORTABLE IRONER 





R with women because (A) it is so easy to use; (B) 
saves time; (C) eliminates ironing day drudgery: (D) 
is reasonably priced. 





with dealers because it sells quickly at good profits. 


Elbow control leaves user's hands free to guide clothes. 21” wide 
roll, Thermostatic heat control. A red light indi when t is on. Motor is 
wholly enclosed. Non-slip rubber guard. AC current. Bright chrome and white 
enamel finish. . 


UTILITY HEATER 


A very attractive model finished in choice of white 
or brown porcelain enamel. Reflector and dress 
guard are chrome plate. Well made todo a good 
heating job for years. Equipped with double radi- 
ants and cast-iron burner. 12,000 B.T.U. 16” high, 
11” wide, 6%" deep. 





AGA 
Approved 


Model 2123 for L.P.G. gas 
Model 2123-B for Natural and Mfg. Gas 





¢ RADIANT GAS HEATER 


For fireplace or living room—it's 
cheerful and an excellent heat pro- 
vider. Body is in one piece finished 
in brown porcelain enamel with har- 
monizing brown and ecru backwall 
and radiants. Reflector and dress 
guard are chrome plated. Solid brass 
valve and durable cast-iron burner. 
A.G.A. approved. 


17%" high. 1842" wide, 8” deep, 20,- 
000 B.T.U. Shipping Weight 31 lbs. 





No. 2205 for Natural and Mig. gas 
No. 2205B for L.P.G. gas 


ORDER FROM YOUR JOBBER 


or write for literature on full line of Ironers, Electric and 
Gas Heaters, and Lawn Sprinklers. 





WHEN 
IT’S AN 


ARMSTRONG 


DEPEND ON IT! 


IT’S THE BEST 
OF ITS KIND 
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ington reports one water heater to 
every 1.15 ranges sold, Oregon one to 
2, Idaho 1 to 1.5. Hawaii sold 1 to 
1.4 ranges, Arizona and British Co- 
lumbia, 1 to 1.9, Nevada 1 to 1.58. 
Utah’s ratio was 1 to 2.3; California, 
1 to 2.6; Wyoming 1 to 2.9, Mon- 
tana 1 to 2.7; Colorado 1 to 2.9. New 
Mexico is at the bottom with a 1 to 
3.7 ratio of water heaters to ranges 
sold during 1951. New Mexico fig- 
ures, incidentally, come from the re- 
ports of divisions of the Public Serv- 
ice Co. which do not appear in the 
report for the entire company. 


Fewer Dealers This Year 


It is natural to suppose that a cer- 
tain proportion of dealers would drop 
out during the period when sales of all 
major appliances were low, and this in 
fact seems to be the case. The drop 
in dealer figures for 1951 as compared 
with 1950, comparing only those com- 
panies reporting for both years, was 
6.5 percent for the Mountain area, 
4.5 percent for the Coast states, and 


| 4.9 percent for the entire West. 


Hawaii reports a slight increase of 
1.8 percent for the Island of Hawaii 
and Colorado, Utah, and British Co- 
lumbia figures are slightly above those 
of last year. This contrasts with an 
overall increase for the West during 
1950 of 1.6 percent. 

The combination of a larger number 
of domestic customers and of fewer 
dealers in the territories reporting 
gives us naturally a higher number of 
customers per dealer. Fifty-five com- 
panies in all report 9,877 dealers, with 
an average of 466 customers per dealer 
in the West. For the individual states 
the figures for the number of custom- 
ers per dealer are: California, 640; Ore- 
gon, 443; Washington, 356; Mon- 
tana, 229; Idaho, 165, Wyoming, 265; 
Colorado, 425; New Mexico, 253; Ari- 
zona, 348; Utah, 218; Nevada, 247; 
Hawaii, 442; British Columbia, 403. 


Sales Per Dealer 


Several factors tend to make the 
sales picture per average dealer as de- 
duced from these figures a guess rather 
than an accurate record. Some of the 
reported sales from various areas are 
extremely accurate, being based on 
sales reports received monthly from 
dealers. The companies gathering such 
figures include: ‘The Pacific Gas and 
Electric Co., Southern California Edi- 





son Co., San Diego Gas & Electric 
Co., Central Arizona Light & Power 
Co., Washington Water Power Co., 
the Utah Power & Light Co. and the 
Southern Utah Power Co. The Pacific 
Power & Light Co. collected such fig- 
ures for part of the year, but gave up 
the system later. Fairly accurate fig- 
ures are available on ranges and water 
heaters sold from most areas. Other 
figures are guesses in many cases, but 
are based on the best knowledge avail- 
able to the head of the utility’s sales 
department. 

Dealer figures are accurate where 
such reports are available, and also in 
small communities, where all dealers 
are known personally. Comparative 
figures suffer from the fact that the 
definition of what constitutes a dealer 
is not entirely uniform in all reports— 
and in some cases undoubtedly types 
of firms are included which are ex- 
cluded in others. For what it is worth, 
however, the accompanying table will 
give a picture of average sales per 
dealer in the various areas reporting. 
These are by no means the sales of 
the average dealer—for it is a well 
recognized fact that in most cases, the 
bulk of sales are made by a relatively 
few firms in each community, while 
the vast majority of dealers do a minor 
appliance business, filling out their 
sales income by the sale of some other 
line, or by contracting work. 


Outlook for 1952 Good 


The overall picture which reveals 
itself through a study of these reports 
is of a growing territory, gradually in- 
creasing its use of electricity per home. 
Abundance of natural gas in some areas 
brings down both range and water 
heater sales, but in the Pacific North- 
west extremely high saturations and 
sales of these appliances are reported. 
Los Angeles is the capital of the west- 
ern area from a television standpoint, 
with growing centers in Salt Lake, 
San Francisco, Albuquerque, Phoenix 
and Seattle. The bulk of the West, 
however, is still unserved by television 
—and awaits the unfreezing of chan- 
nels to open up its markets. 

As elsewhere, the summer months 
were slow in the sale of appliances, but 
a pickup in the fall brought the sales 
figures to levels not too far below 
those of last year. Outlook for 1952 
for this area seems uniformly good. 


AVERAGE SALES PER WESTERN DEALER FOR 1951 
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TO PLUG YOUR ELECTRICAL APPLIANCES 
IN THE NATION’S NO. 2 MARKET! 


An independent study by Publication Research Service* shows Chicago has outgrown the power of any 
single daily newspaper to reach even half of your prospects in city and suburbs. 


















4 
Today you need two daily newspapers to reach a majority of your prospects in this great market. 
The study shows that for widest net unduplicated coverage, one of your two daily newspapers must 
be The Chicago SUN-TIMES—which also has an outstanding record of sales-productivity as the 
FIRST CHOICE of Chicago's daily retail electrical appliance advertisers 
FIRST CHOICE of Chicago's daily retail furniture-household advertisers 
FIRST CHOICE of Chicago's daily and Sunday retail radio-TV store advertisers 
(First 11 Months, 1951. Source, Media Records.) 
**Chicago Daily Newspaper C ge and Duplication, 1951.” Copies on request. P 
: 
ARE YOU ADVERTISING TO HOUSEWIVES? 
: es ¢ i 
M | 
/ One daily newspaper alone does not Housewives have big influence in many — 
reach even half of your Chicago-area electrical appliance purchases—and ~ 
es 4 ey ts. But The Chicago SUN- @ when you advertise in only one Chi- — 
Ee TIMES combined with one other news- cago daily newspaper, you miss more ' 
a4 Pe gives you 72% net market coverage— housewives than you hit. But with The Chicago — 
a ALMOST AS MUCH AS SOME THREE-PAPER SUN-TIMES and one other daily newspaper, you reach 
Ky COMBINATIONS—and approximately 10% MORE 68% of Chicago-area housewives—over 6% MORE than 
net coverage than any other 2-paper combination. See you reach with any other 2-paper combination. For 
the study for comparisons! details, see the study. 
i 


ARE YOU ADVERTISING TO MAJOR MARKET GROUPS? 


& 9 $ 9¢ : g 


ARE YOU ADVERTISING TO YOUNG FAMILIES? 










Three out of four persons 15 or over Readers in the 15-34 age groups are in 
in Chicago and suburbs fall into one the “age of acquisition.”” They are a 
@ of two major socio-economic groups. @ source of, both immediate sales and 
No single Chicago daily covers even profitable, long-lived brand loyalty— 
half of these prospects. But The Chicago SUN- but you miss more than you hit when you 


TIMES and one other daily a r give you 72% advertise in only one Chicago daily newspaper. Through 
net coverage of this market—AL T AS MUCH AS The Chicago SUN-TIMES and one other newspaper you 
SOME 3-PAPER COMBINATIONS—and approxi- reach 77% of this market—10% MORE than you reach 
mately 10% MORE coverage than any other 2-paper through any other 2-paper combination. See the study 
combination. Check the study! for tabulations. 


Today it takes 2...and one must be the 
CHICAGO 


SUN-TIMES 


211 W. WACKER DRIVE, CHICAGO 6 250 PARK AVENUE, NEW YORK 17 


TOTAL CIRCULATION 586,970 AVERAGE NET PAID DAILY 


ABC Publisher's Statement, 9/30/51 





CONCENTRATED WHERE MOST 
OF THE BUYING IS DONE! 
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YOURE 
INVITED! 


x i *& 


WESTCLOX 


is pleased to present 
America’s most-wanted line of 


ELECTRIC CLOCKS, SPRING-DRIVEN CLOCKS 


WRIST AND POCKET WATCHES 


HOUSEWARES 
SHOW 


Dp. Op. 
Mary Pier, C hicago 





JANUARY 17th TO 24th 











WESTCLOX 


MADE BY THE MAKERS OF BIG BEN 
Produce of GENERAL TIME GracraZion 


ASSOCIATIONS 





HOLDING everyone's attention, E. E. Brey of Acme Metal Products discusses an 
industry problem with C. E. Howes (Berger Mfg. Div., Republic Steel), J. Lewis 
Palley (Palley Mfg. Co.) and L. L. Leape (Edgewater Steel) during winter meeting 
of Steel Kitchen Cabinet Mfrs. Assn. in Cleveland last month. 


SKCMA: Now It’s Official 


Cabinet manufacturers approve new organiza- 
tion and elect officers; 19 members produce 95 percent 
of output of producers selling under own brands. 


Stecl kitchen cabinet manufacturers 


put the finishing touches on their new 
trade association during a meeting in 
Cleveland early last month. 

When they had finished, the Steel 
Kitchen Cabinct Mfrs. Assn. had 
emerged as the appliance industry’s 
newest trade group. Its 19 members 
represent 95 percent of the manufac- 
turing output of cabinet manufacturers 
who sell under their own brand names. 
Jobbing manufacturers who produce 
cabinets for sale by others will be 


added as members at a later date). 
Heading the new group is M. M. 
Miller, president of Miller Metal Prod- 
ucts Inc., Baltimore. American Cen 
tral’s F. F. Duggan was elected vice 
president and Arthur J. ‘Tuscany was 
named executive secretary. 
Committees will be set up to carry 
out the work of the new organization. 
\lready contemplated are groups on 
sales and promotion, standardization 
and simplification, packaging, trans- 
portation and shipping and industry 


THE ANSWER MAN, So! W. Metzger of NPA, is surrounded by manufacturers 
with questions during an intermission in the SKCMA meeting. From left to right 
are Harry Franklin (Schaible Co.), R. H. Lambert (Shirley Corp.), W. F. Riesmeyer 
(Palley Mfg. Co.), Metzger, and M. |. Bauman (Shirley). 
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THE BIG NEWS for Dealers 
vis the 1952 YORK 


Room Air Conditioner Line! 


And it’s the kind of news that makes sense to men thinking of the 
future ... who want action now! ... because York is continuing to 


set new standards in air conditioning — York Distributors and Dealers 
CASH iN 0 are preparing for the biggest year in their history—and you're 


invited to join the team! 


THE BIG NEWS: PRODUCT NEWS! York, the pioneer manufacturer of air- 







conditioning equipment, is announcing a new 1952 line-up of 
Room Air Conditioners—with new mechanical and beauty 
features that will lead the industry! 











Right now York Dealers are seeing the great PRICE NEWS! An exciting, low-priced eddition to York’s line 






1952 line-up of YORK ROOM AIR CONDI- —built with industry-leading York features—will broaden the 
TIONERS—from the sensational, low-priced market. All York units are competitively priced to dealers! 
new %-hp window model through the new, 

big-capacity I-hp window model to the fa- ADVERTISING NEWS! 1952’s sensational advertising and 





sales promotion program is ready to back York dealers—a full 


mous Step-Matic consoles— six unmatched , 
campaign based on a unique, field-tested theme! 


York Room Air Conditioners! See them for 
yourself—and line up with the winner! 







DISTRIBUTOR KNOW-HOW NEWS! York Distributors 
\ have years of experience in the field of air conditioning, ex- 
opeLs! perience and know-how which they will share with you! 
« 
THE ‘52 yORK M DEALER-BACKING NEWS! York Distributors have a repu- 
SEE * tation for backing their dealers all the way—a reputation for 


giving valuable assistance when it’s needed, where it’s needed! 


The big advances come from ADER 
York 170 “i. oye LEADER! 


Headquarters for - Refrigeration and Air Conditioning ; i 
ee your To is or 


or mail this coupon today! 


‘ YORK CORPORATION, YORK, PENNA. 

‘ Please send me complete information on the products checked: 

‘ C York Room Air Conditioners C Unit Coolers 

{ Cl Yorkaire Store Conditioners 0 Alakice ke Makers 


® 2 Automatic ce Cube Moker 1 Condensing Units 
’ 










H Name 








: Firm Name 
: Address * 
H City Zone State 
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2-SPEED 
CONTROL 

HIGH speed for deep, 
thorough cleaning 


LOW speed for delicate 
rugs and fabrics. 

































EASIER TO SELL Ye ccinicsssll cca 

























CLEMENTS 


Dept. A, 6666 S. Narragansett Ave. 
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statistics a government committee will 
also be set up. (Some of the member 
companies are already actively engaged 
in essential defense work. A few of 
them are partially converted to handle 
government contracts, while others 
have added it to their regular produc- 
tion schedules.) 

The new association will have four 
meetings a year, one each on the first 
Wednesday of March, June, Septem- 
ber and December. Election of officers 
will take place at the annual meeting 
in December. 

Last month’s meeting in Cleveland 
included a “Symposium on the Wash- 
ington Picture.” Guest speakers in- 
cluded Sol W. Metzger of NPA and 
Sterling MacDonald of OPS. 

In a press conference after the 


A QUESTION from Charles Clark of American Kitchens stumps Marvin Berz of 
Marvel Metal Products as they visit during the SKCMA meeting. 





meeting, president Miller pointed out 
that “Our organization has specific 
aims for the industry. We will work 
toward greater stability, better produc- 
tion, greater value and better design. 
These four points will aid dealers be- 
cause our whole program will tend to 
be “‘more and more for less and less’ ” 
Member firm include Acme Metal 
Products, American Central, Berger 
Mfg., Crosley, Elgin Stove & Oven 
Division of Acme Visible Records, 
Geneva, Harrison Steel Cabinet, Hub- 
eny Bros., Ingrich Metal Products, 
Lyon Metal Products, Marvel Metal 
Producers, Miller Metal Products, 
Morton Mfg. Co., Mullins Mfg. Corp., 
Murray Corp., Palley Mfg. Co., is 
Charles Mfg. Co., Shirley Corp., and 
Tracy Mfg. Div., Edgewater Steel. 


NEMA: Keep on Promoting 


Members of the range, water heater and freezer 
sections attending the group’s annual meeting vote to 
continue ad programs despite uncertainties ahead 


Advertising programs now being 
sponsored by the electric range, water 
heater and farm and home freezer sec- 
tions of NEMA will be continued in 
1952, despite production uncertainties 
which face the industry. 

Members of the three sections at- 
tending the annual NEMA meeting 
in Atlantic City in November voted to 
continue their promotional activities 
aimed at architects, builders, home 
economists, school management and 
plumbers and dealers. ‘The section 
thus reaffirmed their belief in the 
“indirect” approach to consumers by 
trade level programs designed’ to make 
those who come in contact with con- 
sumers better informed. 

Members of NEMA’s adequate wir- 
ing committee also voted to continue 
their promotional efforts in 1952 by 
approving a budget approximately as 
large as that for 1951. Committee 
chairman N. J. MacDonald warned 
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WESTINGHOUSE’S NEWCOMB: 


Named 
to head NEMA major appliance division. 


that “the need for public education 
on adequate wiring is always with us 

. . whether the country is operat- 
ing on a peace-time, defense or war 
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HUNDREDS OF LIVE PROSPECTS in Your 
Neighborhood for [ectresteem Portable Radiator 


Every apartment dweller who 
suffers from cold, damp 
rooms when the heat goes 
down at night . . . or before 
it comes up in the morning. 


Every woman who wants to be sure 
her baby’s room is safely heated with 
healthy, cozy Steam Heat! 


EACH 


ONE A 
$3725 SALE 


(8 SECTION) 


$4295 


(10 SECTION) 


Every man whose garage, 
workshop or basement is 
damp and cold. 











Every hotel owner who 
wants to be sure his 
guests have comfortable, 
well-heated rooms. 





Every cabin owner who wants the 
comforts of “home-type” safe Ss 
heating. Everyone with a damp, cold, musty, hard-to-heat 
bathroom, or with an attic,den, guest room. . 


or any room that’s hard to heat. 





ARE YOU GETTING YOUR SHARE OF THIS BIG-PROFIT MARKET? 


ABSOLUTELY SAFE! 


Electresteem is absolutely safe...can’t explode 





Everyone and anyone with a room that’s hard to heat 
is an ideal prospect for the Electresteem Portable Elec- 


CLEAN, EASY TO USE 


With Electresteem, there’s never mess or dirt 


tric Steam Radiator. And each prospect will quickly be- 
come a big-profit customer once they see Electresteem! 
Because no other heater on the market today at any 
price gives the economical, safe, healthy steam heat that 
Electresteem gives. Unlike old-fashioned cast-iron radi- 
ators, Electresteem is a real portable electric steam 
radiator —that can be carried anywhere and plugged 
into any electrical outlet for instant use. And Elec- 
tresteem’s low price... far lower than any other on the 
market ... puts it within every prospect’s reach. Be sure 
that you get your share of this market. Cash in on fast 
big unit sales... big profits... with Electresteem! 


because of fusible safety plug that releases at a 
pressure of 8 pounds. No danger of burns because 
there are no exposed glowing parts. 


ECONOMICAL TO USE 


Electresteem uses no more current to heat the 
average room than an electric toaster. And be- 
cause it’s real steam heat, the heat circulates 
throughout the entire room — eliminates hot blasts 
or cold corners. What’s more, because Electresteem 
is made entirely of steel, it heats a room four 
times faster than cast iron radiators. And there 
are no moving parts to get out of order. 


NATIONALLY ADVERTISED 
IN LIFE...LADIES’ HOME JOURNAL 


of any kind! No ashes to clean...no oil or 
fuel to mess rooms. And after the first filling, 
the water level doesn’t have to be checked 
for 200 hours. Remember, too, that only 
Electresteem offers forced steam heating in 
all sections of the radiator — PLUS turbulent 
steam boiler heating from the exclusive 
patented Electresteem Boiler. Operates on 
AC or DC. 


OCCU UC UCUCUVURCUCVCVCUCUVCUCUCT?T. 
PPP PPP POP PP PPP PP PPPPPPPPDOD 


SEE FOR YOURSELF! 


Electresteem will be on display at 
the Housewares Show, Display Booth 
No. C-1004, Navy Pier, Chicago — 
January 17-24. See for yourself why 
Electresteem is the tastest-selling 





Now! Powerful, big attention-getting ads in 
LIFE ...LADIES’ HOME JOURNAL... 
NEWSPAPERS are telling your customers 


Portable Electric Steam Radiator! Don’t miss 
any of the profits! Cash in...tie in with the 
fastest-selling, most heavily advertised Portable 


Portable Steam Radiator on the 
market today! 


A Ar hortartartatartastastatastastatatitistastes 

a a ee ei 

Ap As Aor linlisdds lala laelinlaslanldrlantintds 
SOS SO SO FPF PDS OSI eS 


PUCCCUCC CC UCVCVUCUCUCTCCCTC CCC? 
PPP DPD P PDP PDP PP PP PPPPPPVOVODP 


RADIATOR CORP. ' 


1952 








about ELECTRESTEEM...the amazing new 


ELECTRIC STEAM 
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Electric Steam Radiator on the market today! 





ELECTRIC AVENUE 
KENTUCKY 


PARIS, 
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Cau BATH 


Trade Mark Reg. U. S. Pat 





An Entirely 

New and Different 
Electrical Appliance 
For The Bathroom 


THE 
SENSATIONAL 


® 


Ott 
1956394 and other Patents Pending 


Nothing like it before—a portable unit that gives 
you all the benefits of a professional steam bath 
right in your own home. Attractively designed to 
add beauty to any bathroom. Made of non-rust- 
ing metal with a white baked-on enamel finish 
and chrome trim. The robe you wear while tak- 
ing a steam bath is made of the finest Goodyear 
Vinyl plastic, mildew proof, odorless, heat-resist- 
ing, moisture proof and long lasting. When not 
in use, the robe is stored in the container under 
the hinged seat, as is the permanently attached 
electric cord. A pint of water is all that is needed 
for an approximate 30-minute steam bath. All 
you do is sit on the stool with the robe draped 
around you and you are bathed. The SAUNA- 
ETTE has the UL seal of approval. 


MORE SALES POTENTIAL THAN ANY ELEC- 
TRICAL APPLIANCE DEVELOPED IN YEARS. 
INQUIRE NOW. 





HOME ACCESSORIES MANUFACTURING CO., INC. 
725 North Church, Jacksonville, Illinois 
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TAYLOR 


wringer 
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Lspecially 


THIS YEAR... 


little Taylor wash- 


ers mean big business for 
you in today’s qrowing mar- 


today’s growing 


market for time-saving, 
space-saving, budget-priced 
appliances. 

Portable TAYLOR JUNIOR 
retails at $49.95 with wringer 
and drain hose ... roll-about 


SENIOR Sink-Side 


Washer is only $69.95 with 


and motor-driven 


drain pump. 


Your customers know about 
Taylor washers from such 
magazines as Better Homes 
and Gardens, Living for 
Young Homemakers, and 


Household... better be 
ready to sell them the Taylor 
they want. 


THE TAYLOR CORP. 
Dept. E, Alliance, Ohio 





’ 


economy.” He pointed out that local 
adequate wiring promotion in the first 
eight months of 1951 showed a 25 
percent advance over 1950. 

During the meeting, J. F. Lincoln, 
president of the Lincoln Electric Co., 
was elected president of the associa- 
tion, succeeding C. W. Higbee of 
the United States Rubber Co. Five 
vice-presidents were also named, in- 
cluding Arthur A. Berard (Ward 
Leonard Electric Co.), J. W. Corey 
(Reliance Electric & Engineering Co.), 
J. H. Jewell (Westinghouse), Alan F. 
Sheldon (Kennecott Wire & Cable 
Co.), and Hoyt Post Steele (Benja- 
min Electric Mfg. Co.). 

T. J. Newcomb of Westinghouse 
was named to head the major appli 
ance division, succeeding B. C. Neece 


of Landers, Frary & Clark. J. R. 
Poteat of G-E will be vice-chairman. 

Four appliance sections also held 
elections during the Atlantic City 
meeting. L. C. Blunt of International 
Harvester was named chairman of the 
farm and home freezer section with 
F’. J. Bommer of Sanitary Refrigerator 
Co. as vice-chairman. E. A. Rich of 
Philco will head the household re- 
frigerator group with W. M. Timer- 
man of G-E as vice-chairman. Stanley 
Wolkenheim of A. O. Smith Corp. 
was named to head the water heater 
section with Hotpoint’s J. F. Carroll 
as vice-chairman. Bertram Given of 
the Given Mfg. Co. was made chair- 
man of the household sink units sec- 
tion with Terrence D. Kennedy of 
Hobart as vice-chairman. 


ICHAM: Test for Ingenuity 


Government officials 
they must expect to produce 
rial during the coming year. 


Manufacturers attending the annual 
meeting of the Institute of Cooking 
and Heating Appliance Mfrs. in Cin 
cinnati last month were warned that 
their ingenuity in producing morc 
units from less material will soon be 
tested. 

Che coming year will provide a real 
challenge to designers, Harry J. Hol 
brook, director of the consumer dur 
able goods division of the NPA, 
warned the group. He told the manu- 
facturers that it was important that 
they eliminate unessential accessories 
and make material substitions wher 
ever possible. He warned that during 
the first two quarters of the year manu- 
facturers would get only a fraction of 
the materials they used in 1950. 

Looking at the other side of the pic- 
ture, however, Holbrook predicted that 
the steel picture would ease somewhat 
after the peak of plant expansion had 
been reached. He also pointed out 
that government agencies hoped to be 
able to allocate larger amounts of 


warn manufacturers that 
more units from less mate- 


iluminum for consumer goods by the 
end of 1952. The nickel and copper 
picture was considerably more un- 
pleasant, however. Large amounts of 
both metals are required for high-alloy 
stecls for military equipment and for 
heat-resistant, corrosion-resistant al- 
loys for the chemical, petroleum and 
metallurgical industries, Holbrook said. 

Scrap Needed. Both Holbrook and 
Richard Sentner, assistant executive 
vice-president of U.S. Steel and di- 
rector of the iron and steel divisions of 
NPA, emphasized the importance of 
the scrap campaigns. Holbrook, in 
drawing attention to the government’s 
concern over the survival of small busi- 
nesses, said that such firms could help 
themselves survive by participating to 
the maximum degree possible in the 
defense effort. As a specific example, 
he urged cooperation in the scrap sal- 
vage program. 

Sentner listed four factors which 
may limit the industry's ability to bet- 
ter its 1951 production performance. 





WAITING for sessions of the winter meeting of the ICHAM to get underway in 
Cincinnati are John Bayer of American Stove, D. J. Devereaux of Nesco, and 
L. E. Bushfield of Perfection Stove. 
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FOR DISTRIBUTORS, the greatest 
SUCCESS STORY ever revealed. 


New PHILHARMONIC plant, added facilities 
and increased production make the new line 
now available to exclusive distributors in 
additional markets. 


Loaded with sales records, PHILHARMONIC 
offers jobbers the best deal in the industry! 


PHILHARMONIC Money-Making Values: 


Quadruple-tuned, 3-stage, high gain, wide band 

width IF amplifier 

Precision turret tuner, simple conversion to UHF 

Simplified two-knob control 

Stabilized horizontal and verticle lock circuits 

Improved fringe area noise immunity 

High fidelity frequency modulation sound channel 
See the =o : High voltage circuits completely interlocked 

. § for safety 

complete 


‘ Chassis doubly protected against power-line 
Ae gaa Line a : surges by two independent fuses 
or ‘52, 3 


Sharp corner to corner focus 


Hotel Stevens, Simply adaptable to color 


Chicago 


Luxurious cabinetry 
Home Furnishings 
Market 


Distributors, ex- Get Sales Action! ... Get it 


clusive territories available! with PHILHARMONIC. . . today! 
“An Instrument Worthy of the Name’’ 


Philharmonic Radio and Television Corp. 


MAIN OFFICES and PLANT: NEW BRUNSWICK,N. J. 











ELECTRICAL MERCHANDISING—JANUARY, 1952 














Do your customers want _ 


Welly 
STEEL KITCHENS? 


rutg PALLEY 
PEOPLE! 


Palley steel kitchens have the quality your customers 
want—at prices they can afford. 

Palley design, craftsmanship and quality control means 
finer products—priced for volume sales. 

Talk to the Palley people for quality and profits. You'll 
make more money when you sell Palley quality steel 
kitchens. 





















FINISH 
~ ga 








PALLEY MANUFACTURING CO. 
1101-1107 WEST NORTH AVENUE 
PITTSBURGH 33, PA. 


Allegheny 1-1600 








G hog ty Aen 


| CORD SETS 


Another City Heard From! 


BENDIX 


Automatic Washers 


LEAD IN 
PROVIDENCE 


One out 
of every 
two sold 











The proof rolls in! In city 
after city, market after 
market, surveys show Bendix 
Washers leading the field by 
tremendous margins. Bendix 
not only commands a lion’s 
share of the market... but 
also frequently sells as 
much as the next several 


brands combined! 





“National distributors and warehouse 
for ANACONDA densheath television 
and radio wires and cables” 


Available from leading jobbers 





S&, 


— 


WIRE & SUPPLY CO. 


BENDIX HOME APPLIANCES - Division 2850 Irving Park Road + Chicago 18, III 


Avco Manufacturing Corp., South Bend, ind. 
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SPEAKER Richard Sentner, second from left, answers questions from Sam Dunckel, 
ICHAM managing director, Robert Moore of the Collman Co. and Gene Josselyn 
of King Seeley. 


They were: (1) lack of scrap, (2) short- 
age of alloying materials, (3) contin- 
uity of operations, and (4) demand for 
steel. 

Cooperative Approach. Robert A. 
Weaver, chairman of the board of the 
Ferro Corp., told the Institute that it 
was necessary to thoroughly investi- 
gate the possibilities of intensive, co- 
operative research not only in product 
and design but in production and sales. 
“You must keep in mind,” he said, 
“that you are not competing with 
other stove companies for the consum- 
er’s dollar but with automobiles and 
dozens of other products.” 

George T. Mortland, associate buyer 
and sales manager of appliances for 
R. H. Macy & Co., told delegates at 
the gas and combination range panel 
that selling must run from the top to 
the bottom. The major problem now, 
he believes, is that there is not enough 












selling all the way down the ladder 
from manufacturer to retailer. 

Electric range panel members were 
told by Sam Harrington, vice-president 
of Detroit-Michigan Stove Co., that 
manufacturers have been carrying high 
inventories, partly because dealers were 
out of and their stocks too big. 

Florence Stove’s Walter Muhlbach 
reported that the Institute has been 
operating as an educational clearing 
house during the last year. It has 
helped members meet requirements 
for government forms by issuing bulle- 
tins explaining important points and 
by filling out forms on both M orders 
and the CMP program. 

Officers for 1952 include Muhlbach, 
president; Bolling Jones, Jr., executive 
vice-president; Sheldon Coleman, 
C. M. Dunn and A. B. Ritzenthaler, 
vice-president; and Marc W. Pender, 
secretary-treasurer. 





EEl: More Prizes 


A series of awards for utility achieve- 
ment in the electric laundry field have 
been added to the prize awards con- 
tests offered by Edison Electric Insti- 
tute. Several of the older awards have 
been divided to attract more entries 
from small and medium size com- 
panies. 

The laundry awards are sponsored 
by the Westinghouse Electric Corp. 
and will go to “electric operating com- 
panies and individuals to —— 
and stimulate outstanding perform- 
ances in the promotion of electric 
laundry equipment.” 

The George A. Hughes Awards 
sponsored by Hotpoint have been di- 
vided into two classifications. 

A division of the Laura McCall 
awards has been liberalized to attract 
more entries from small and medium 
size companies. 


Brand Name Awards 


Nominations for “Brand Name Re- 
tailers of the Year” will close January 
25. Following the pattern set last 
year, honors will be awarded to re- 
tailers in 20 fields—including electrical 
appliance stores. 

Awards and citations will be pre- 
sented at the Brand Names Founda- 
tion’s annual Brand Names Day 


conferences in New York on April 16. 
Entries are expected to triple 1950's 
total when over 2,000 stores and 
dealers were nominated. 

There are no entry fees. Nomina- 
tion forms and a 12-page booklet de- 
scribing the competition can be ob- 
tained without charge from the 
Foundation at 37 W. 57th St., New 
York, 19, N. Y. 


NARDA: Washer Poll 


Current orders for automatic and 
semi-automatic washers are leading 
conventional washers by nearly six-to- 
four, according to a survey of 50 of 
its members conducted recently by 
NARDA. 

Orders outstanding as of October 10 
represented 54.6 percent of total in- 
ventories. Of these orders, 58.6 per- 
cent were for automatic and semi- 
automatic types and 41.2 percent for 
conventionals. 

Inventories in June represented 94.1 
percent of January stocks; in October 
this figure had risen to 96.5. Between 
January and October the proportion 
of automatics and conventionals in 
stock had changed sharply; in January 
53.4 of inventories were conventionals 
and 42.6 percent were automatics. In 
October 47.2 percent were convention- 
als and 49.5 percent automatics. 


JANUARY, 1952—ELECTRICAL MERCHANDISING 








nee eee 






eS 









Preview ‘52 Promotion 


Series motor parts engineered 

for floor polisher; adaptable 

to food mixers and other 
household appliances. 





THE OLD AND THE NEW chairmen of the NEMA electric housewares section 
show a 1952 gift campaign poster to J. R. West, left, manager of electric house- 
ware sales for Graybar Electric Co. Holding the poster is Arvin’s Gordon T. Ritter, 
1951 section chairman. At right is his successor in that post for 1952, John A. 


Lightweight universal motor 

for portable devices requir- 

ing a self-ventilated, high- 
speed motor. 


Sullivan of General Mills 


City by City 
Richmond 


Rene Portanier, a Frenchman who 
has been in this country only two 
years, was honored as the salesman of 
the year by the Electrical, Radio & 
Refrigerator Club of Richmond at a 
mid-November meeting. Over 120 
persons attended the meeting, held 
on the roof garden of the Hotel John 
Marshall. 

New officers elected at the meeting 
include Harry G. Duval, president; 
Charles E. Collier, vice-president; 
C. F. Bennett, secretary; and A. A. 
Hawkes, treasurer. 


Nebraska-lowa 


Rudy Mueller has been elected 
president of the Nebraska-Iowa Elec- 
trical Council for the 1951-52 fiscal 
year. Harry Binder was named first 
vice-president with Al Mahan as 
second vice-president. Dave Larson 
is secretary and William Foster was 
named treasurer. 


Cincinnati 


Over 500 electric and gas appliance 
dealers and their salesmen participated 
in a unique sales meeting in Cincin- 
nati recently. Six advertising and 
merchandising experts from various 
parts of the country gave advice on 
moving appliances in today’s market. 
The program was promoted by the 
Cincinnati Gas & Electric Co. with 
the Cincinnati Electrical Assn., the 
Greater Cincinnati Gas Range Assn., 
the Water Heater Assn, and _ local 
wholesalers and manufacturers’ agents 
as CO Sponsors. 


Scranton 


W. C. Carter has been re-elected 
president of the Lackawanna County 
(Pa.) Appliance, Radio and Television 
Dealers Assn. Other officers are Sid- 
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ney Kronen, first vice-president; Ed- 
ward Moucher, second vice-president; 
and Thomas F. Leahy,  secretary- 
treasurer. 


Cleveland 


A new chapter of the Electrical 
Women’s Round Table has been 
formed in Cleveland with Mrs. 
Beatrice C. Ness of the Cleveland 
Electric Illuminating Co. as chairman. 
Other officers are Miss Olive P. Gately, 
vice-chairman; Miss Mary Feeley, 
treasurer; and Miss Mary Ryan, record- 
ing secretary. 


Albuquerque 


Steps have been taken to form an 
Appliance Merchandisers Assn. in Al- 
buquerque. At an _ organizational 
meeting in November, Jim O’Neil and 
Jack Canady of the Phoenix Appli- 
ance Merchandisers Assn. described 
the working of their organization. Vic 
Sanders heads an organization group. 


Pittsburgh 


Approximately 150 persons attended 
an October lighting seminar sponsored 
by the Pittsburgh chapter of the Elec- 
trical Women’s Round Table. The 
all-day meeting included morning and 
afternoon sessions and a luncheon 
meeting at which Dr. Henry S. Kane, 
Jr., a Pittsburgh optometrist, spoke. 


California 


Equipment workshops for home 
economics teachers are being con- 
ducted throughout the area served 
by the Pacific Gas & Electric Co. 
under the sponsorship of the Cali- 
fornia Home Economics Assn. Teach- 
ers attending the all-day meetings 
receive credit which counts towards 
their advancement. Meetings have 
been held in the Bay Area, Sacra- 
mento, Bakerfield, Yuba City and 
Frensno. A similar meeting will be 
held this month in Stockton. 
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Compactly designed tur- 

bine provides dependable 

operation for canister-type 
vacuum cleaner. 


THE LAMB ELECTRIC COMPA 
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SPACE 417 
DURING 


NATIONAL HOUSEWARES 
SHOW - - - CHICAGO, ILL. 


Navy Pier. . . JAN. 17-24 


_ Magic 


DEFROSTERS 


or WRITE 
| BASIC PRODUCTS 
| CORPORATION 
2222 W. SAMPLE ST. 
; SOUTH BEND 21, INDIANA 
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Simerican Beauty 


ustable-automatic ELECTRIC IRON 














TS. 
or 
> eee bustles eee Better Sroning 


This newest and finest AMERICAN BEAUTY will delight 
any woman by its beauty of style and finish, its ease and 
efficiency in operation, its years of built-in satisfaction. 





American Electrical Heater Co. _ Detroit 2, Mich. 
364m 
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Rain, Rain, Stay Away 


New Yorkers last summer were sub- 
jected to a barrage of retail advertis- 
ing which pleaded with the public to 
buy appliances before excess stocks 
“stored in the open” were “ruined” 
by rain. Warehouses were overflow- 
ing to the extent that washers and 
TV sets were being stored in the street 

that’s what the ads said. 

The New York Better Business 
Bureau found a slightly different story. 
Its investigation showed that: 

—One such advertiser admitted 
that his “outdoor” stocks were moved 
back into the warehouse each night 
because of police orders. 

—In July one advertiser claimed 
that he was making every effort to get 
additional warehouse space but that 
this was impossible on short notice. 
Over three months later he was still 
saying the same thing. 

—One ad told of “carloads” of new 
merchandise pouring in—they had 
been ordered by “mistake”. Accord- 
ing to the ads, they were still pouring 
in three months later, and still by 
“mistake”. 

—In comparing prices, Bureau shop 
pers found that in many cases com- 
petitors were underselling the “open 
lot” advertisers and found that in 
some instances prices charged for these 
“surplus” stocks were higher than 
those charged by the same stores for 
the same items before the advertising 
began. 

Rain can let you make more than 
one kind of hay. 


Advertising Briefs 


¢ RCA Victor has begun sponsorship 
of a new weekly musical show over 
the NBC television network. Ezio 
Pinza and Dennis Day will alternate 
weekly appearances on the show, 
whose commercial time will be de- 
voted to both product and _institu- 


| tional advertising. 


¢ Domestic Sewing Machine Co., 
Inc., has sponsored a newspaper ad- 
vertising campaign designed to draw 
attention to unethical practices by 
some merchants in selling sewing 
machines. The ads will draw atten- 
tion to sale of foreign-made machines 
under well-known American brand 
names. 


e Estate Stove Co.’s 1952 national ad 
campaign will be built around Duncan 
Hines, authority on good eating. Ads 
will show Hines using an Estate range 
and all of the firm’s ranges will be 
labeled ‘the range used by Duncan 


Hines.” The company will distribute | 


a cookbook emphasizing the menu 
variety available with Estate’s four 


specialized cooking areas. The book | 


will bear Hines’ official signature. 


¢ The Frigidaire division of General | 


Motors Corp. is sponsoring the Pulit- 
zer Prize Playhouse over the ABC 
television network. The show will be 
telecast every other Wednesday, alter- 
nating with the Celanese Theatre. 
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HAS 
AUTOMATIC 
FEATURES 





VOSS FEATURES 


that make washing a pleasure for the 
housewife. 


THE AUTOMATIC TIMER 


does more than stop the machine at 
a pre-determined time. 


THE PUMP 


will do more in saving labor than just 
drain the tub. 


The WORLD’S ONLY 
ELECTRO-SAFE WRINGER 


does more than release pressure on 
the rolls. 


MR. DEALER: 


Visit us in Chicago— 
American Furniture Mart 


Space 177g 


January 7th—18¢p, 
We have 
an interest) 
and profitable —_ a 
you. " 


Or write 
us at Daven 
for Particulars port 











BUILDERS OF QUALITY 
WASHERS SINCE 1876 


VOSS BROS. MFG. CO. 


Davenport, lowa 
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PEAFF LAUNCHES DYNAMIC SALES PROGRAM for QQT! ANNIVERSARY! 


HOUXe Hol D 

THE FASTEST-SELLING APPLIANCE OF THE DAY! 

p.: HOME SEWING INTEREST CLIMBS ALL OVER U.S.A.! 

GREATER PROFIT OPPORTUNITIES! 
PFAFE # 52/ . and over 4,000,000 women say 

A DOUBLE-PAGE 


am PFAFF .,.... 


abel plus COLOR COVERS and other hard hitting ads in these great magazines. (Parents Today's 
Woman * Household * Successful Farming * McCall’s * McCall’s Pattern * Vogue Pattern) 


67,250,000 READERS WILL BE PRE-SOLD ON PFAFF BY THIS GREAT 
IMPACT POWER DRIVE! 


Be @ 


PFAFF for ‘52! The most beautiful, most sell-able assortment of modern and 
period cabinets and machines ever offered! 
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@ Nationally Advertised Appliques 


J 


Makes Buttonholes 


@ Acomplete promotion program to help you sell 





@ All leads secured from advertising turned over to dealers! 
4 out of 5 leads have turned into PFAFF sales! 


Sews straight or reverse 
SOME EXCLUSIVE PFAFF FRANCHISES 
STILL AVAILABLE! 


Write today for full information. 
Ours is a generous franchise plan! 


Sews zig zag 


Overcasts 


the exclusive DIAL-A-STITCH which makes it possible 


for even beginners to sew like experts. Easy to dem- 
PFAFF for ‘52! The PFAFF is the machine that — onstrate — easy to sell. Parts and service available 
sites ‘ne ani does all this without extra attachments nationally. Lifetime guarantee. 


PFAFF SEWING MACHINE CORP. | 


816-820 GREENWICH STREET - NEW 





YORK 14, N.Y 
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¢ it’s electric ¢ it’s completely automatic °¢ it’s designed 
for kitchen installation 


Calcinator is the modern way to dispose of kitchen wastes, both 
garbage and trash. 

Calcinator is pletely t tic. There’s nothing to watch .. . 
nothing to turn. 











Calcinator is “Kitch binet-sized” for uniform, in-line kitchen in- 
stallation. Available in deluxe white enamel with chrome for kitchen 
installation or standard grey for basement or utility room. 


Calcinator is carefully engineered, trouble-free, built for a long life 
of satisfactory service. 
Calcinator is priced for profit. 


Write Dept. EM for more information! 


CALCINATOR pivision — VALLEY WELDING & BOILER Co. 


BAY CITY, MICHIGAN 
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THE SAFE. ELECTRICAL 
155 E. 44th Street, New York 17, N. Y. 


LP A A 88 Yt 


ON CORD SETS AND 
POWER SUPPLY CORDS 





Protects Seller and Buyer 


It tells you and the people who buy your 
products that the entire flexible cord assem- 
bly complies with the safety requirements of 
Underwriters’ Laboratories Standards. The 
cord, the connecting attachments, and the as- 
sembly all have U/L approval. 


Appliance Manufacturers 
Distributors and Dealers . . . 


Should get the complete Flag Label 
story . . . and how it stimulates sales. 


bers is demanding this safety identi- 
fication. Full particulars on request. 
Address: International Association 
of Electrical Inspectors, 612 N. 
Michigan Avenue, Chicago 11, Iil., 


The public, in ever-increasing num- LABORATORIES 


CORD COMMITTEE 
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DISTRIBUTOR NEWS 





GESCO’S PRITCHARD: “Service is more important than size... “ 


Who'll Get the Business? 


When mobilization ends, manufacturers will begin 
turning out more civilian merchandise than ever before. 
G-E Supply lays plans to get its share 


How can distributors be expected 
to handle the greatly increased volume 
of goods that industry will turn out 
once the mobilization period has 
ended? 

Many an electrical distributor has 
considered this problem during the 
past year as manufacturer after manu- 
facturer has expanded his productive 
facilities to turn out guns now—and 
more “butter” three or four years 
from now. 

Last month, G-E Supply’s C. R. 
Pritchard called in newsmen to his 
firm’s Bridgeport, Conn., headquarters 
and lifted the curtain on an ambitious 
expansion and _ reorganization pro- 
gram which he expects will put 
GESCO into shape to get its share of 
the post-mobilization business. When 
that time comes, GESCO, already do- 
ing an annual business of over half a 
billion, expects to step up its volume 
to a “minimum of $750-million.” 

Briefly, the GESCO plan includes 
the appointment of four regional vice- 
presidents, the establishment of 11 
new sales districts and over 40 local 
houses, and a finer division of re- 
sponsibility among district sales _per- 
sonnel. 

What Must Be Done. In 1954, 
Pritchard told the press, the market 
for electrical appliance, radio, TV and 


| electrical supplies will be approxi- 


mately 50 percent larger than in 1950. 








“General Electric, Hotpoint, and the 
several hundred other companies 
whose products we distribute are pres- 
ently engaged in tremendous expan- 
sion projects of their own,” he pointed 
out. As a result, he continued, “We 
are enlarging our organization in order 
to serve these companies more aggres- 
sively, efficiently and economically. 
Of equal importance is our intention 
to improve our service to our hun- 
dreds of thousands of retail and in- 
dustrial customers.” 

Post-mobilization marketing will 
differ markedly from post-war market- 
ing as we knew it in 1946-49, 
Pritchard said. Then, physical expan- 
sion of distributive facilities was not 
vital since there were vast war-bred 
demands to be filled. Now, he con- 
tinued, no comparable demand exists 
and the distributor must gear himself 
to “sell” this increased post-mebiliza- 
tion production. 

How To Do It. Among the most 
important steps in GESCO’s program 
—targeted for completion in 1954—is 
decentralization of responsibility. Four 
regions have been set up and district 
managers, who formerly reported di- 
rectly to the president will now re- 
port to their area vice-president. 

The number of districts will be in- 
creased from 36 to 47 but the increase 
will be accomplished by making exist- 
ing districts smaller rather than ex- 
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panding the area served by GESCO. 
The 40-odd branch houses will be 
both full line and supply-only houses. 
Some will be opened in cities which 
have been served from other houses. 
Others will be “satellite” houses in 
metropolitan areas and will be de- 
signed to eliminate trips into the heart 
of a city by customers in outlying 
suburban areas. 

Each GESCO district is being 
classified in one of four categories and 
its organizational structure tailored to 
fit the character of the trading area 
and the volume of business it can be 
expected to produce. In the largest 
districts, for example, there will be 
sales managers for major appliances, 
electric housewares, radio and _ tele- 
vision and supplies and apparatus. In 
the smallest districts, on the other 
hand, one man will handle all appli- 
ances and electronics and a second will 
handle supplies and apparatus. 

District managers have been given 
added responsibilities by the elimina- 


tion of sales managers at headquarters. 
In the past, manufacturers planning 
special promotions, for example, have | 
contacted the headquarters sales man- | 
ager who has in tum relayed such 
lans to the district. In the future, 
laatieniston will be primarily re- 
sponsible for the administration of 
broad sales policy matters. 

The expansion provides additional 
management openings which will 
allow GESCO to develop young ex- 
ecutives by giving them more responsi- 
bility. 

A by-product of the reorganization 
is a large-scale office and warehouse 
building program. 

There’s no denying that the expan- 
sion will make GESCO, already one 
of the country’s biggest distributing 
organizations of any kind, even bigger. 
But president Pritchard sees it in an- 
other light. “We're not primarily in- 
terested in size,” he says. “Our prin- 
cipal aim is to serve our suppliers and 
our customers more efficiently.” 





Tri-State Appoints Hart 
New Sales Manager 


Don R. Hart has been named sales 
manager of Tri-State Appliance Co., 
Charleston, W. Va., to succeed 
Walter L. Rice, who has acquired a 


Philco wholesale distributorship in 
Wheeling 
Queen City Distributors 
Acquires K.T.M. Firm 
K. T. M. Distributors, Inc., Cin 


cinnati, O., has been acquired by 
Queen City Distributors, Inc., a 
newly-organized concern, which be 
comes wholesale distributor of Tele 
King television sets, Universal and 
Arvin appliances and Knapp-Monarch 
electric housewares. Heading the new 
firm is Irving S. Leon, Jr., who is suc 
ceeded by his father as president of 
the Irving S. Leon Co., appliance dis 
tributor in Cleveland, 


Graybar Honors President, 
Names Branch Manager 


A. H. Nicoll, president of Graybar 
Electric Co., was honored by the 
members of his staff at a New York 
City dinner on the occasion of his 
fortieth service anniversary. 

W. T. Bronson is new manager of 
Graybar’s Lansing, Mich., branch. 


Afton-Lemp Names Lansing 
Appliance Sales Manager 


Mel Lansing has been appointed 
sales manager of Afton-Lemp Electric 
Co., Boise, Idaho. Lansing has been 
with Harper-Meggee, Portland, O 
Crosley Distributing Corp. and the 
Black Frost Co. of Portland 


Meyberg Makes Two New 
Executive Appointments 


Louis A. Haugh, appliance adver- 
tising and promotion manager for the 
Leo J. Meyberg Co. of Los Angeles, 
has been promoted to the position of 
assistant to the general manager of the 
company. George W. Oliver, director 
of advertising for Packard-Bell, takes 
over Haugh’s former position. 
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WESCO Makes Appointments 
in Southern Districts 


C. E. Spaduzzi has been named 
WESCO southeastern district con 
sumer products sales promotion man 
ager, replacing J. M. Howle, who has 
become Georgia consumer products 
sales manager. C.J. Harshbarger leaves 
the latter post to become manager of 
the district for the radio-T'V division. 
H. E. Magann replaces Spaduzzi as 
manager of the Miami branch. C. W. 
Heath, Jr., is new radio-TV sales man- 
ager and district specialties sales man 
ager for the Carolinas district. 


Judson C.: Burns Adds Nine 
New Housewares Products 


Nine new housewares products have 
been added to lines handled by Judson 
C. Burns, Philadelphia distributor. 


They are: General Mills irons and 
toasters; Chicago Electric Mfg. Co.’s 
Handy Hot appliances; Holliwood 


deep fryers; Waring Blendors; Silex 
coffee-makers; National Enameling & 
Stamping Co’s cooking utensils, and 
Met-L-Top ironing tables. 





Key to Bigger Sales 





OPENING of a new Crosley warehouse 
in Portland, Ore., was attended by W. C. 
Conley, Jr., (right), vice-president in 
charge of branch organizations. The 
key which he has given to J. D. Craw- 
ford, general manager, gets prompt use. 
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SEND 
TODAY 


Hey, you guys— 
WEBB’s got your answer 





| 
| (radio) 
| (television) 


| Name 
| Address___ 


| cit 
icsttiniesnentt 
| 


WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Phila. 33, Pas 
ca 


for handling with extra care 


Handle any size TV or radio set faster 
and more safely with easily adjustable 
Webb TV Wrapabouts. They're made of 
ruggedly padded and quilted water- 
repellent canvas . . . lined with soft white 
flannel . . . and they slip on in seconds. 
Because Wrapabouts last years, they pay 
for themselves many times in efficient 
deliveries, lasting customer goodwill. 


Send Wrapabout prices and information on 


set model #_____.____make 
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THE NEW THNODERT 


rbutomatic Electric 
WATER SOFTENER 


Flick a switch—for complete, automatic re- 





Make EXTRA 
Profits on EVERY 
TV Set Sale! 


PERFORMANCE 
Not Size 
IS WHAT COUNTS 


“LITTLE GIANT” 


LIGHTNING 
ARRESTER 


generation. PROTECTS 
@ Sealed electric it — eliminates field 
penn inp sla ” Against Lightning Hazards 
© High capacity — 210,000 to 420,000 grains weekly 
if desired. 
@ fully guaranteed— 10 year warranty. 
& 


Triple-acting: softens— removes iron— filters 
sediment. 

Easily instalied— plugs into any 110-115v A.C 
outlet. 


Remote contro! optional at slight extra cost. 
WRITE FOR DETAILS AND PRICES 


MODERN 


WATER SOFTENERS © FILTERS * WATER HEATERS 
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MANUFACTURERS 





Prepare for Annual Broadcast 


LIONEL BARRYMORE and S. £ 
for A. O. Smith Corp., g 


1 
ver plans 


the Mutual Broadcasting System 


Lines For Sale 


Some appliance men are likely t 
end up with n bosses next vear if 
itions bear fruit in 
the coming months 

Negotiations were underwav last 
month between Borg-Warner Corp 
ind Admiral Corp. over the sale of 
the former's Norge appliance division 
to Admiral. Officials of the compar 
conceded that talks were being held 
but there was little concrete informa 
tion available. It was said that the 
final purchaser would maintain the 
Norge manufacturing and sales organ 


December nego 


§ izations as a separate operation. Earlier 
in the year trade rumors had linked 


the Norge name with RCA Victor 

Almost simultaneously talks were 
being held between Kelvinator and the 
Kalamazoo Stove & Furnace Co. over 
the sale of the latter's stove division 
Kelvinator officials acknowledged that 
such talks had been held but refused 
further comment 


Mitchell: ‘52 Lines 


Sales representatives from ever 
state attended the annual sales meet 
ing of the Mitchell Mfg. Co. in Chi 
cago in early November 

During the meeting company execu 
tives unveiled the firm’s 1952 line of 
air conditioners, which includes 4, 4, 
+ and 1 hp. models. Interest was 
centered on a “Weath’r Dial” which 
allows control of adjusted levels of 
cooling, dehumidification, ventilation 
ind room air exhaust at the turn of a 
single motor controlled switch. High 
light of the meeting was the showing 
of a sound film, “A Midsummer 
Night’s Dream”’, produced by Mitchell 
to introduce its new line and to pro 
vide dealers with sales tips 
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for Barrymore's 
A Christmas Carol The program was 
December 23 








Wolkenheim, water heater marketing director 


annual performance of 
broadcast over 540 radio stations of 


Several new models in the Mitchell 
line of fluorescent lighting fixtures 
were also shown President B. A 
Mitchell told the group that the ‘old 
technique of selling only the jobber 
is a thing of the past. ‘Today, he said, 
demand must be created with the 
irchitect, electrical contractor and 
building owner as well. 


Factory Service 


\pproximately 250 Westinghouse 
dealers in the Cleveland area are now 
using a factory operated service center 
which the company opened in early 
December 

The new operation handles service 
on major appliances, electric house 
wares, fans, vacuum cleaners, electric 
bed coverings, television and radio as 
well as Free-Westinghouse sewing 
machines 

According to Westinghouse service 
manager L. K. Baxter, the new center 
is designed to place responsibility for 
fast and satisfactorv service in the 
hands of Westinghouse and to relieve 


dealers of this work 

Dealers who prefer to have cu 
tomers bring service problems direct 
to them may deal directly with the 
center. A “will call” service for dealers 


ordering replacement parts has been 
organized and the service center will 
ilso handle reconditioning of trade 
Ws 

\ novel feature of the new opera 
tion is a customer counter 
manned by an experienced servicc 
man. Customers who bring their ap 
pliances in for repair are quickly told 
what repairs are needed, how long it 
will take and the approximate cost 
len telephone lines have been in 
stalled to handle the expected volum: 
of phoned-in calls 


service 





On to Court 


Sunbeam Corp., already legally feud- 
ing with Macy’s on the East Coast, 
opened up a second front in its war on 
price cutters last month by suing the 
West Coast’s Payless Drug chain for 
$825,000. 

Also on the West Coast, General 
Electric went to court in Los Angeles 
to obtain a restraining injunction and 
$25,000 damages against three defend 
ants operating under the A & S Ap 
pliance Co. name. 

Late in November federal judge 
Oliver J. Carter issued a restraining 
order forbidding Payless to induce 
other retailers to sell to them in viola 
tion of lawful Sunbeam fair trade con 
tracts and forbidding the drug chain 
to resell Sunbeam products thus ac- 
quired at less than Sunbeam fair trade 
prices. Attached to the Sunbeam com 
plaint were written statements from 
37 Pacific Coast retailers asserting they 
had been seriously injured by the Pay 
less price war. 

The three persons trading under the 
A & S name were accused of advertis 
ing a Premier tank-type cleaner for 
$15.95, an alleged saving of better 
than $80. G-E contends that the 
cleaner in question (the Premier “vac 
kit’) was designed solely for ‘‘above 
the-floor cleaning” but was advertised 
by A & S as good for cleaning rug 
G-E asserts that a “free trial offer’ 
advertised as being without cost o 
obligation was later explained by 
\ & S to mea. that a cleaner kept 
on trial would be “used” and only 
percentage of the purchase price could 


Mold Casts a Shadow 





be reclaimed. G-E further asserts that 
everv effort was made to switch pros- 
pects and that in so doing its business 
reputation was damaged. 


Scott, Meck Merge 


The merger of John Meck Indus- 
tries, Inc.,. into Scott Radio Labora 
tories, Inc., became effective in mid- 
Noveinber after stockholders of both 
firms had approved the action. Meck 
shareholders received 1.3 shares of 
Scott stock for each Meck share. The 
authorized Scott $1 par common stock 
was raised from 500,000 to 1,500,000 
shares, with 1,006,815 outstanding 
after the exchange had been com- 
pleted 


Hotpoint: More Space 


Hotpoint, Inc., last fall moved 
toward completing the five year ex 
pansion program it had announced in 
1947 

I'he company revealed that it had 
issembled a tract of more than 400 
\cres. approximately 20 miles from 
Chicago's loop to serve as a site for 
the erection of a million square foot 
factory, the final step in the expan- 
sion program 

Actually, the defense program will 
delav the erection of the new factor, 
ind an exact time schedule for the 
new construction has not been set 
Ihe mobilization period has made 
ther inroads on the company’s ex- 
pansion program. During the past 


THE DRIFTS of what appear to be snow in the model village above are actually 


drifts of mold 


the same kind of mold that housewives find on stale breads and 


custard. G-E researchers built the model village and left it in a warm, humid 
atmosphere for a few days—but left a small germicidal lamp burning. The 
trees and buildings cast shadows, and in those areas mold appeared. Elsewhere 


the lamp prevented its growth 
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“SAFETY PLATE” 


DUPLEX OUTLET 
Vv 





EXTRA PROFITS - 





FORYOU! 


RETAIL LIST 





From Every 
¢ Home, Office 
and Factory pei 


GITS “Safety-Plates’’ make it impossible to 
insert objects into electrical outlets. Holds 
loose plugs firmly in receptacle. “Safety- 
Plate" automatically snaps closed when the 
plug is removed 


Simple to Operate / 
Simple to Tunstall / 
@ Remove old receptacle cover plate 
@ Replace with GITS "“SAFETY-PLATE" by us 
ing same single-screw attachment. Order 


from your jobber and be sure to ask for 
Try-It-Yourself" dis 


Order a sample dozen 


attractive, colorful 


play 





Turn quar 


ter turn right 


GIES 
Vv Nolding cwporation 


4656 W. Huron Street Chicago 44, Illinois 








ONE MAN 

inatead of 10 

DELIVERS 
PPLIANCES 


SLIDES 
UPSTAIRS 


° 
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DOWNSTAIRS 
EP 


me 
IN AND QUT 
\ OF TRUCKS 


. »- BACKWARD TO BALANCE LOAD 


Deliveries are easy... Safe... and less costly 
with an Easload Appliance Truck. You 
save the cost of an extra man and the ap- 
pliance is always safe because it is strapped 
on and cinched tight with a ratchet-type 
cincher. Rubber pads protect the finish. 
Note how the large wheels with 10 x 
2.75 cushion tires lock in the load bal- 
ancing or the loading position until 
released by a foot pedal. See the two small 
rubber wheels used for loading. 
Save the cost of an extra man; order 
your Easload today...only . $53.50 
FOB LOS ANGELES 
COLSON EQUIPMENT & SUPPLY CO. 
1317 Willow Street ¢ Los Angeles, California 


LASLOAD WPPLIANCE 
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year a new factory originally designed 
for refrigerator production was 


and two other Hotpoint plants are 


| now completing tooling for defense 
| work. 


| switched to production of jet engines | 


Hotpoint officials point out that the | 
company can still produce all of the | 


appliances constituting its targeted 
share of the market even if the de- 
fense program becomes permanent. 


Chicago Takes Over 





The Chicago Electric Mfg. Co. has | 


taken over all the assets of its totally- 
owned subsidiary, the National Stamp- 
ing and Electric Works, and the sub- 
sidiary corporation has been dissolved. 
Products formerly manufactured by 
NSEW are now being manufactured 
by the parent firm; the National and 
White Cross brands will continue to 
be merchandised by the National 
Stamping and Electric division of Chi- 
cago Electric. Due to government re- 
strictions which have curtailed produc- 
tion, however, the factory formerly 
occupied by National has been sold 
and some of its machinery and office 
furniture sold through auction. 


Manufacturer Briefs 


e Blackstone Corp., veteran manufac- 
turers of home laundry equipment, has 
purchased controlling interest in the 
Elite Fumiture Co., a Jamestown, 
N. Y., firm whose property adjoins the 
Blackstone plant. The company will 
contiuae to manufacture furniture 


e Duro-Test Corp., largest of the 
country’s so-called “independent” in- 
candescent and fluorescent light bulb 


makers, last month purchased Jewel | 


Products Corp., another incandescent 
lamp manufacturer. Jewel will be op- 
erated as a wholly-owned subsidiary. 


eS. S. Wagner Sales Agency of Los 
Angeles, former distributor of Kaiser 
dishwashers in 13 western states, has 
announced plans to manufacture a 
semi-automatic dishwasher along the 
lines of the discontinued Kaiser line. 
Ihe new models will require only 2 
Ib. water pressure, however, as com 
pared to Kaiser’s 40 Ib. Kaiser’s re 
maining inventory of 6000 dishwash- 
ers in being disposed of through de- 
partment stores at greatly reduced 
prices. 


5 


eA steady growth of the automatic 
blanket business has forced General 
Electric to move its blanket produc- 
tion to Asheboro, N. C., from Bridge- 
port, Conn. 


e Red Jacket Mfg. Co., has purchased 
the domestic water systems line of the 
A. D. Cook, Inc. The line will con- 
tinue to be offered to Cook distrib- 
utors and Red Jacket sales and dis- 
tribution will not be affected. 


e Regal Electronics Corp., New York, 
has announced plans to increase its 
present production floor space. The 
| firm currently occupies 30,000 square 
feet of floor space for production pur- 
| poses and has warehouse space of 
140,000 square feet. 


—JANUARY, 1952 


® SHOCK-PROTECTED 
* DUST PROTECTED 
*® ANTI-MAGNETIC 

® 17 RUBY JEWELS 

® METAL BRACELETS 
* FULLY GUARANTEED 


$115.00 


watches of 


with qual th 


thous« 


pioneers in the field of 


Shoek- prote cted, watches 


SHOCK PROTECTION GUARDS 
THE BRAIN OF YOUR WATCH 
Hallmark bolance staff is guaran- 
teed against breakage forever. 


* PACKED IN 


PRESENTATION BOXES 


ALL WITH 17 JEWEL MOVEMENTS 


Ala ll marke wares 


22 WEST MADISON ST. - 








AIR-FLO avtomaric 


CEILING SHUTTER 


TOP VIEW~-- OPEN ~ - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any d ion, iminati 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ- 
ent widths, single panel up to 73” long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 

















CLOSED 
"4 


VIEW FROM BELOW 
(with movid 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 
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— D E A N lc Bog = 


NATIONALLY 
ADVERTISED 

Sold only through 
wholesalers. Ask your 
jobber, salesman, or 
write for full details. 


Always Specify 


when you want the 
Very Finest 
WATCHES + DIAMOND RINGS 
PEARLS 


CORPORATION 


Horry Aronson, President 


CHICAGO 2, ILL 


AT TRAFFIC BUILDER 
PRICES 
+ QUALITY 
+ STYLE 


DEAN claims no “firsts” nor 
“awards”. Just a good Phono 
priced for profit! 

@ Finest Parts Used 

@ Tested 


@ Guaranteed 


e UL Approved 


BUY DEAN 


Prime manufacturers of Phono- 
graphs, High in Quality—Low in 
Price. 


Distributor inquiries invited! 


Write to George H. Fass, president, 
for new catalog and name of repre- 
sentative or distributor nearest you. 
Member of PMA, NAMM & NEDA 
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The MASTER Line NEW POSITIONS 


OF HOME HAIR DRYERS 





HAS 
EVERYTHING! 





735 


List Price 


THRIFTEE « 
for volume sales. 
Highest quality in low priced field. Beautiful 


plastic housing in gray, wine or beige. Hot or 
cold air, AC only. 


List Price (with chrome stand) $7.95 


SUNNY * © © ¢ 


Maximum beauty and 
performance in its price 
range. Superior to dryers 
selling for much more. 
Three sun-splashed colors. 
AC or DC. List Price (with 


chrome stand) $14.95 


UTILITY *® * © @ 


Professional performance 
at a minimum price. Port- 
able use only. Hot or cold 


blast. Green hammerloid 





finish. Long trouble-free 
performance. AC or DC. 


List Price .. $17.95 


GENERAL * * °* 


Ultimate in performance. 
Comes with detachable 
stand. Blue hammerloid 
metallic finish. Hot or cold 
Sturdily built 

for long hard usage. AC 

or DC. List Price (with 
3 chrome stand) $19.95 


air blast. 





ADMIRAL + ¢ ° 


Tops in both beauty and 
performance. Acclaimed 
best on the market by 
thousands of users. Die- 


Cast housing, sturdy AC- 





DC motor, quiet fan. Hot 
or cold blast. Combina- 
tion polished aluminum 
and plated finish. List 
Price (with chrome stand). 

$21.95 


All Master hair dryers exclu- 
sively equipped with famous 
PLASTURBO blower wheels. Also 
mifrs. of the MAMCO HEAT GUN. 
See your distributor or write... 


WY. APPLIANCE 
OTST use. cs 


NSIN 


Crosley Division 


| Aveo Mfg. Corp. 


JOSEPH L. ARMSTRONG 


Joseph L. Armstrong has _ been 
named manager of the air conditioning 
sales section of the Crosley division of 
Avco Mfg. Corp. He was previously 
vice-president in charge of sales for 
Crosley Motors and prior to that was 
field sales manager for Bendix Home 
Appliances. 

Richard H. Schneberger has been 
made general service manager for 
Crosley. He was previously with Hot- 
point and Coolerator. 


Sylvania Electric Products, Inc. 


E. W. Merriam, formerly service 
manager for the Radio & ‘Television 
Mfrs. Assn., has been appointed serv 
ice manager for the radio and televi 
sion division of Sylvania. Prior to as 
suming the RTMA position, Merriam 
had been service manager for Du 
Mont 


Sparton Radio-TV Division 
Sparks-Withington Co. 


Howard A. Whipple has been ap 
pointed radio-television field sales 
representative for Sparton. He was 
formerly with Morley Bros. 


Coolerator Co. 


H. C. BERESFORD 


H. C. Beresford has been named 
director of advertising and sales pro- 
motion for the Coolerator Co, as part 
of the firm’s program in broadening 
the activities of the advertising de- 
partment. He was formerly advertis 
ing manager for the firm. N. C. Sabee, 
former publicity manager, has been 


N. C. SABEE 


Apex Electrical Mfg. Co. 


JOSEPH C. FRANTZ 


THOMAS F. FITZGERALD 


Joseph C. Frantz has been named 
sales promotion manager of the Apex 
Electrical Mfg. Co. He was previously 
sales manager of the HollandRieger 
division and has been succeeded in 
that position by Thomas B. Fitzgerald. 

Robert E. Boak has been named 
southwestern district sales manager 
for Apex Electrical Mfg. Co. Boak 
will have headquarters in Dallas. 


Maytag Co. 
David B. Birrell of Rochester, N. Y. 


has been named regional sales manager 
in charge of 13 counties in New York 
for the Maytag Co. 


FLORA MAE KORTZ 


made manager of sales promotion 
while L. M. King has been appointed 
assistant sales manager for the com- 
pany. An expanded home service 
program will feature the use of the 
name ‘“‘Mary Pennant” as head of the 
home service department. Flora Mae 
Kortz will be “Mary Pennant”. 
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To manufacturers of 


APPLIANCES 
RADIO 
TELEVISION 


Your advertisement 
in ELECTRICAL 
MERCHANDISING 


will... 


e Announce new products to the 
largest number of dealers in the 
shortest time, at the lowest cost. 


e Acquire new dealers in ‘open ter- 
ritories’ and improve the type of 
distribution in current markets. 


e Keep dealers sold after they have 
signed up. 


e Increase dealers’ appreciation of 
the value of the franchise. 


e Get dealers and sales clerks to 
spend more time in selling the adver- 
tiser’s line. 


® Educate the dealer on how to sell 
a product. 
¢ Help stimulate off season volume. 


e Show the trade how to sell up — 
selling up by promoting higher- 
priced, higher-profit lines. 


¢ Increase effectiveness and use of 
point-of-sale literature and displays. 


e Sell the soundness of a “house 
policy” and a company’s stability. 


© Get dealers to compare “‘lines” as 
to their relative completeness . . . 
turnover, etc. 

© Support and augment the dealer 
contacts which are made by the ad- 
vertiser’s own sales force. 


tell your dealer story in 


ELECTRICAL 
MERCHANDISING 


the appliance-radio-TV industry's 
Best Seller 


330 W. 42nd St., New York 18, N.Y. 


A McGraw-Hill Publication 
ABC * ABP 
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Bendix Home Appliances Div. 
Avco Mfg. Corp. 


RAYMOND E. MILLER 


Raymond E. Miller has been made 
dryer sales promotion manager for 
Bendix Home Appliances division of 
Avco Mfg. Corp. He was formerly 
with Westinghouse as sales training 
and promotion manager. 


Remington Corp. 


C. KENNETH JUNO 


C. Kenneth Juno has been ap- 
pointed advertising manager for Rem 
ington Air Conditioning, a division of 
Remington Corp. Juno has been with 
the firm for three months and has 
been instrumental in setting up its 
new advertising department. He was 
formerly assistant to the advertising 
manager for Columbian Rope Co. 
Anthony G. Masiello has been made 
assistant to the general sales man 
iger. He was formerly with Carrier. 


Jewel Radio Corp. 


HERMAN N. LUBET 


Herman N. Lubet, formerly adver- 
tising manager and export manager 
for Fada Co., has been made adver- 
tising and export manager for Jewel. 
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Hotpoint, Inc. 


HELEN KIRTLAND 


Miss Helen Kirtland, formerly asso- | 


ciate editor of household equipment 
for McCall’s magazine, has been 
named manager of the Hotpoint Insti- 
tute. Her appointment is part of a 
move to broaden the firm’s home serv- 


ice programs for retailers, distributors | 


and consumers, Hotpoint officials said. 


RCA Victor 


W. L. Rothenberger has been made 
manager of the eastern region of RCA 
Victor. He has been with the firm for 
30 years and was previously manager 
of sales operations for the firm’s tube 
department. A new northeastern re- 


gion has also been established by RCA 


Victor and will be headed by R. M. 
Macrae, now assistant regional man- 
ager in New York. 


Robbins & Myers 


Robert Hatfield has been made At- 
Janta district manager for the fan di- 
vision of Robbins & Myers, Inc. He 
was formerly a sales representative 
with the firm’s Memphis office. 


American Central Div. 
Avco Mfg. Corp. 


H. T. Stroop has been appointed 


assistant manager of advertising and | 


sales promotion for the American 
Central division of Avco Mfg. Corp. 
He was formerly with a Cincinnati 
distributing firm. 


Dulane, Inc. 


WILLIAM H. HOPP 


William H. Hopp has been ap- 
pointed advertising and sales promo- 
tion manager for Dulane, Inc. He was 
formerly with TWA 
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YOU'LL FIND 
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ow i at 


the biggest 
automatic 
TOASTER 
VALUES 
you’ve ever 


seen... 





BOOTH | 
388 


Housewares Show 


5 Chicago, Jan. 17-24 


Come Compare Our Features and Prices! 
THE TOASTSWELL COMPANY 


620 Tower Grove Avenue ® St. Louis 10, Mo. 





The sensational new FIRE- | 


FIRE PREVENTION GUARD Fuse Coupling is 
an outstanding invention of the decade. It brings 
long needed safety and remarkable conven- 


ience to homes, offices, stores and institutions. 


Over 300,000 electrical fires occur each year. | 
Many of these fires could be prevented by the | 


use of FIREGUARDS . . . saving millions of dollars 
in fire losses. Listed with the Underwriters Lab- 
oratories, Inc. 


Sales Getting Display .. . 


Easy to See . . . Easy to Sell 


ASK YOUR JOBBER FOR FIRE- 
GUARD FUSE COUPLINGS. Write 
today for complete information re- 
garding FIREGUARDS, counter dis- 
play box, counter literature, etc. 


F. H. SMITH MFG. CO. | 


. NATIONAL SALES OFFICE 








makes FIREGUARD 





DEALERS WANTED 


For the Sensational New 1952 
Streamlined, Electric 


HEALTH-WAY 


Vegetable 
and 
Fruit Juice 
Extractor 


FEATURING 

* Revolutionary 
disc shaped 
cutter (faster 
operation) 

* Cushion- 
quiet bear- 
ing motor. 
Patent pulp 
leveler 


Fast-action strainer 
More sparkling juice (1 pint in 2 minutes) 
Clean-easy detachable bow! (chip-resist- 
ant plastic coating) 


New simplimatic cover 
flip to open) 


Only one moving part 
AC 105-115 VOLTS 
$64.50 
Retail Price 
Generous Mark-Up for Retailers 


stone we Ag agg Ibs. 


(Dealers and jobbers write for discounts) 
Fully G d by Manuf 


MARS MANUFACTURING CO. 


fastener (just 





Member Los Angeles Chamber of Commerce 
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T0 
STORES NOT YET ENTERED 
IN THE COMPETITION FOR... 


Brand Name Retailer 


of the Year Awards 


There’s still time...still time to win one of the 
20 big awards...80 “Certificates of Distinction”... 
plus prestige at home and nationally! Here is your 
chance to make your store stand out as one of 
America’s top shopping centers. 


Closing date for entries is January 25. 


DIRECTOR OF RETAIL RELATIONS 


Brand Nam 
Grundation 


INCORPORATED 


For information on how to 
enter—write or wire for 
brochure and entry blank: 


37 WEST S7TH STREET. NEW YORK 19, NEW YORK 















MERCHANDISING 


SUPPLEMENT 
Products, Services — For More Sales, For More Profits 


UNDISPLAYED RATE: DISPLAYED RATE: 


$2.25 per line insertion. Minimum 3 $19.30 per inch per insertion. Contract rate on 
lines. (First line in small Diack face type.) request. (An ing inch is 
Fractions of a line count as line. Discount vertically %" on one column, There are 4 























on the nose 
plate aids loading ap- 
onto delivery 
t 2 3” swivel 


ruck ; 

Spacers one 29 
wheels wi permits 
use as a 4 wheel dol- 
lie. sarees buckle 
can tightened 
~ in —y — yh wcbber padded. Weigh Weight 35. 35 Ibs. Wirite Torventanee. ¢ 

jum, cur an t 
KEEN MFG. CO. 505 _ a Texas 











CUT delivery time, SAVE 
unnecessary damage and work 


with the YEATS APPLIANCE DOLLY 





seeders sa ta 
s 
a 


*Caterpiliar STEP ons. Endiess belt eases the 
+ largest without 


stair edges 
marring. rite for fall intormation. 


Yeats Appliance Dolly Sales Co. 









2124 N. 12th S 
MILWAUKEE 5 





WANTED 


FOUR DISTRICT MANAGERS 


One of the larger producers in the space heater business is looking for several 
representatives for a well advertised full line of gas and oil-fired space heaters, 
floor furnaces and water heaters. The line is established in most major areas 
Men must have appli bach dand experience in working with distributors’ 
salesmen, and be capable of workiag with established distributors and opening 
up new distributors. Must be free to travel in areas such as Illinois, Wisconsin, 

lowa, Nebraska, Michigan. Kentucky, Indiana and Ohio. Remuneration 
in form of salary, expense and override. All replies will be held confidential. 








RW-2711, Fiectrical Merchandising 
330 W. 4 t.. New York 36, N. Y. 

















REPLIES (Box No.): Address to ofice nearest you 
NEW YORK: 330 W. 42nd St 
CHICAGO: 520 N. Michigan live (11) 
SAN FRANCISCO: 68 Poat St. (4) 





BETTER COVERAGE OF 
MICHIGAN TERRITORY 


ATTENTION MANUFACTURERS Do you 
want more and better coverage for your 














Selling Opportunity Wanted 
NEW MANUFACTURE R's S Agent with - excel- 
lent experience and contacts in southeast 
seeks appliance and equi ‘pm nt lines. R 
2690, Electrical Merchandising. 





line? A new sales agency headed by a 
well-known, success{ul operator is now 
being organized to cover this territory 
for good, quality lines to the li 
















LOVELL WRINGER ROLLS 
Factory Machined Rolls Save Time 
WASHER AND ‘IRONER PARTS 
tRONER PADS AND oo 

ALL SIZES FOR ALL 


Modern Appliance Display 
Need — MOTION! 








The Action 
OHIO WASHER COMPANY splay- 
223 Superior Ave. Cleveland 14, ~ = ey Roto Sho 
Your Sales! ELECTR TURWIABLES 






ROBOT eee ORS Fe CARE “ees “he 
one tee OCcK pleys. 
DOORS « _ GATES ° ETC. 





Write for Catalog—Dept. EM Kc ~~ 
ROBOT APPLIANCES, INC. teed r 
13165 Prospect—Dearborn, Mich. 


MEND-IT-SLEEVE 


irs broken coils 








to 200 Ibs 


© Lights tura 
with table 
eaeem, OlE AND rans co. 


MENDIT.SLEEVE Ee: | | Devt. 63. 267'More Se. "New York 12, W.¥. 





Insert broken ends 
into sieeve. Crimp 
tight with ptyers 

















GEN ERAL SALES MANAGER housewares, hardware and variety field. 
man is qualifed by 20 years 
Old established nationally known Eastern manu- , ch 
facturer of automatic gas and electric water heaters 
offers exceptional opportunity to qual in to 
take complete charge of sales. Must have recent 
experience in similar capacity and should be ac- 
quainted with wholesale plumbing supply trade. 
seh, ing complete details of past experience. 
Our jonnel know of this ad. 
7 16, Hlect ~ Merchandising 
330 W. 42nd St New York 36, N. ¥ 


expe 
department stores | and premium accounts. 





sales 
for leading electric housewares manu- 
facturers. 
RA-2659, Electrical Merchandising 
520 N. Michigan Ave., Chicago, Illinois 

















MANUFACTURER’S AGENCY 
Desires Additional Major Line 


Southeastern States 
Experienced, Active, Aggressive and Successful. 


SALESMEN 
WHOLESALE APPLIANCE 


SALARY $400 PLUS EXPENSES. National manu- 
facturer leading new appliance field wants represen 


Guaranteed 


Excellent Personal Relations with Leading Whole- 
tative te contact Sach cae Gone — Cleve- salers. Associates in Principal Cities. New Accounts 
an 4 

ssh wie _ ica Meraandiing RA-2714, Electrical Merchandising 
shire Blvd., Los ples 17, “ 


| 330 W. 42 St., New York 36, N. Y. 































FOR SALE 
100 INTERNATIONAL 
REGISTER COIN METERS 


New Advertisements 
received by January 14th will appear in 
the February issue subject to limitations 
of space available 





Latest M-30 bank meters with remov- 
cunsatied dao ee aston able coin box, complete $4 each. 
ELECTRICAL MERCHANDISING JEFFERSON STORES 
330 W. 42nd Street, New York 36, N. Y. 2140 N W 23rd St. Miami, Fic. 
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136 Bonita Av., Piedmont 11, Calif. 
MACK THE NEW WAY Hand TRUCKS Safe & RS 
RANGES, ng + 


To oll refrigerat sonprerure 
OIL fluid whe weal a machines an d 
DEEP FREEZE AND AIR 


SENTRY Ss teeny ne enor iN 
. or tree ‘erature and name 
Cc TI i] UNITS, 
wow! RADIO & TELEVISION 


A. E. BORDEN ! - . 
$95 Sohne dee co. we. ie SELF-LIFTING PIANO TRUCK CO. 


















e REFRIGERATORS 


Miyf- e RANGES 


write For compere catacoG }6. ®@ WATER HEATERS 
MOELLENBROCK & WILKIE MFG. CO. 


WASHINGTON, MO. 
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Were Still in Business 


Now that the noise-makers have been put away, 

the balloons and tinsel swept up and the hang- 
overs nursed, there comes that fleeting time between 
the years for a quiet appraisal of the months that have 
passed and those that lie ahead. No amount of breast- 
beating can atone for the mistakes that were made, or 
the judgments that went awry. The account is added 
up, settled and filed. Some useful things may have 
been learned from the experience of 1951 and may 
even be taken into account when the desks are cleared 
for 1952. 

For it was a year to reckon with. We said here last 
January, when the shadows of war were hanging heavily 
over our industry, that we were in a vulnerable business, 
judging from our experience in World War II. We 
were partly right. Our only mistake was in not gauging 
the source of our vulnerability. We could see only the 
threat of drastic cutbacks in the raw materials we need 
to fashion our goods. We could sense possible “death 
sentences” for some lines. It never occurred to us that 
our true vulnerability might lie in an unprecedented 
public apathy towards buying those goods, at a time 
when they had good jobs and money in the bank. 


YRODUCTION-WISE, the industry did a remark- 
able job. When one remembers that 1950 was the 
all-time record year, the figures for 1951 look astonish- 
ingly good. It is true that refrigerators were off 34 per- 
cent, television off 32 percent, washers off 20 percent 
and ranges 23 percent. But a year ago, a decline of 
about 35 percent in these lines had been anticipated. 
Actually, 1951’s production figures are better than those 
registered in 1949. Furthermore, many lines gained 
over 1951’s record. Dishwashers, food waste units, 
clothes dryers, room air conditioners and freezers all 
were up and the electric housewares group as a whole 
likewise gained over ’51. 

But whereas in former years the production figures 
might be readily translated into sales (figuring distribu- 
tor and dealer inventories at little more than the normal 
30-60 day supply), we are forced to admit that in 195] 
the movement of goods was, to put it mildly, consider- 
ably below normal. We know some of the reasons: the 


tush to buy early in the year in anticipation of shortages, 
the imposition of stricter credit controls, rising prices 
and the final realization on the part of the public that 
goods were plentiful and would probably remain so 
for a considerable length of time. At the time of writ- 
ing, inventories of finished goods, at all levels of the 
industry, are still far out of line. As we edge into 1952, 
with ominous rumblings from the NPA threatening 
still further cuts in metals for civilian goods, these 
inventories might well ptove a blessing in disguise. 
They will at least provide a cushion, or backlog, as the 
defense program shifts from a “guns and butter” basis 
to one of “guns and margarine’, On the other hand, 
we think it would be a tragic mistake to assume that 
goods will sell themselves in the year ahead, any more 
than they did in the year just passed. We have been 
so conscious of the possibility of shortages, that we 
have taken our eye off the sales ball. And when the 
goods began piling up in warehouses last year, we in- 
dulged in panicky and undignified scrambles to unload 
~all of which undoubtedly confirmed the public 
impression that they were indeed in a land of plenty, 
rather than scarcity. 


ERTAINLY, shortages may crop up in soine lines 

by the spring of 1952. The “take” of military and 
construction metals will hit a peak during the year. 
But sometime around the fourth quarter, barring some 
new crisis in the war situation, demand should ease off. 
In the meantime, most manufacturers’ schedules call 
for production at about 75 percent of the 1951 level 
That is still a lot of goods. Added to present inven- 
tories, it should provide a sound basis for a healthy 
market. 

The administration is pledged not to permit the 
civilian economy to “wither on the vine.” Our prob- 
lem is to see to it that our own sales skills are not 
permitted to wither in the meantime. 


Laueruvce lur|e, ~7 


Eprror 
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Who says women are unpredictable ? 


FAST TALKING 


I'D BETTER BE 


pC 


(...not when you give ‘em the Lovell sales talk) 


IS 


SALESMAN; _) 


( ON MY aii 





ITS REALLY SAFE 





1 DON'T SUPPOSE | 


JUST PULL 


AND IT STOPS 








rat as 
WELL, | GUESS 
| TOLD HIM 


| WANTED HER 
TO THINK 


BUT THINK 
OF MY 
BUDGET 








RELAX,BOY, YOU 
KNOW WHAT'S ON 


HER MIND 
Tissot Wael 

















BUT, DOES IT 
CLEAN GENTLY ? 





SOFT ROLLS ARE 
KIND TO DELICATE 
FABRICS. PRESSU 
CLEANSING “ 
GETS OUT THE DIRT. 
SEE! 














AND YOU WASH CLOTHES 





iv COSTS 
LESS, SAVES ON 
SOAP, WATER, 
ELECTRICITY 
AND REPAIRS 


AND DON'T FORGET 
TO TELL'EM 
HOW I'M BUILT! 











THOROUGHLY OR LIGHTLY 


“GUARDED TOP” CONSTRUCTION gives 
housewives added protection. 


POWER ELECTRIC ROLLS with three lamina- 
tions of rubber give right cleansing pressure. 


HARDWOOD BEARINGS never need oiling, 
won't stain wash. 


SINGLE LEAF SPRING gives balanced pressure. 


ALL-STEEL H-TYPE FRAME prevents twisting 
or breaking. 


(Ty PRESSURE- 
0 Y CLEANSING 
WRINGERS 


Lovell Mfg. Co., Erie, Pa. 


WRINGER-TYPE WASHERS ARE YOUR BREAD 
AND BUTTER...THE BEST ARE LOVELL EQUIPPED 
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Ei mee 
cuit L x 
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It’s Here! The New “MAGIC CYCLE” Kelvinator! 


‘YOMPLETELY NEW, completely different, completely revolutionary, originated the full length door, cold-clear-to-the-floor refrigerator in 
C the new “Magic Cycle” Kelvinator is utterly unlike previous 1948 . . . today the most imitated design in the industry. Here is a 
concepts of automatic defrosting refrigerators. It uses no added elec- basic contribution to the science of refrigeration . . . an exciting 
tric heating elements. It operates by a simple . . . yet sensational achievement that will create striking new awareness of Kelvinator 

. variation of the normal functioning of the refrigeration cycle. leadership . . . tremendous, nation-wide demand by customers . . . 

Kelvinator’s “Magic Cycle” automatic defrosting is faster, more profitable sales for Kelvinator dealers. 
economical, safer than all others. It is a great new basic development Yes, here is the “Magic Cycle” Kelvinator . . . new and thrilling 
in refrigeration that will be an exclusive for Kelvinator retailers. proof that the Kelvinator franchise is the most valuable franchise in 
Here is the greatest engineering achievement since Kelvinator the appliance industry. 


*Patent applied for. 


THERE IS A BETTER REFRIGERATOR ... 


| 74 ~ 
IT’S elnzaseator 
THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 


ELECTRIC REFRIGERATORS...RANGES...FREEZERS...WATER HEATERS...AIR DRIERS 


KELVINATOR DIVISION OF NASH-KELVINATOR CORPORATION + DETROIT 32, MICHIGAN 





